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Welcome to the future  
of digital onboarding
Internet disruptors are making our lives easier and more 
convenient than ever. At the same time, internet brands have 
become to know what you want to buy almost before you do, 
and media streaming sites can recommend your next series 
and get it right (almost all of the time). 

With customers able to access goods, services and content quickly and 
easily – anytime, anywhere – your own onboarding processes need to keep 
up, or you risk losing business to an array of disruptive fintechs and other 
agile competitors. You also need to consider disruption, such as these, even 
if it isn’t the core sector in which you operate. Disruption today is coming 
from non-traditional means changing how we shop, eat, interact and spend.

Although customers want more convenience than ever, the uncomfortable 
reality is that many onboarding processes still take hours, especially for 
the most complex and highest-value products, such as mortgages – but 
aren’t limited to mortgages. It is equally as lengthy for all financial and 
utility products; insurance and phone contract purchases. Typically, even 
if customers invest the time, they could still be rejected at the end of the 
process, and that’s a potential relationship that could be broken forever – 
and in a highly competitive marketplace, even more critical to address now.
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Through 2019 
every $1 enterprises invest 
in innovation will require an 

additional $7 incore execution
#1

#2 By 2019 20% of brands will 
abandon their mobile apps

#3
By 2020 30% of web 
browsing sessions will be 
done without a screen

#4
By 2020 algorithms will 

positively alter the behaviour of 
over 1 billion global workers

#5
By 2020 100 million 
consumers will shop 
in augmented reality

#6By 2021 20% of all activities an 
individual engages in will involve at least 

one of the top-seven digital giants

THE REIGN OF DIGITAL DISRUPTION 
– 2017 AND BEYOND

#7
By 2022 blockchain-based 
business will be worth $10 billion

Time taken to complete a journey should not be thought of as singular. 
People will invest a certain amount of time for each specific application – 
depending on what they are wanting. In mortgages, they expect a longer 
time, for a credit card they are coming to expect instant decisions and 
access to use the card from the moment they are accepted. 

SOURCE: Gartner
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Much of the challenge is because digital onboarding processes were 
designed based on an identified need at least a decade ago, with no 
understanding of how quickly things could change, or how they would 
keep changing. Yes, they brought paper processes into the digital age, but 
they mainly still rely on collecting customer information manually, and 
sometimes customers even need to provide paper documents for identity 
and authentication – disrupting the process and causing frustrating delays. 
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Today any digital experience needs to be 5G enabled. The low latency, 
high data capacity and reliability of forthcoming 5G networks will help 
create a new platform for the delivery of services – virtually wherever the 
customer is.



The future is here: onboarding 
customers in an instant   
To create digital onboarding processes for today and 
tomorrows customers, you need to be able to onboard them 
in an instant and enable access anywhere. In addition to this 
access, you need to also ensure that you only offer customers 
products and services they are eligible for, can afford, and are 
right for their needs. To do this you need to have all the data 
you need to authenticate and onboard them with no lengthy 
form-filling or other onerous requirements – on any channel or 
device they choose.

In this paper, we look at how the industry, and customer expectations, 
are changing, and how you need to react and evolve to stay competitive 
in the age of marketplaces and omni-channel communication. We also 
overview some of the non-traditional data sources and advanced analytics 
technologies that can help you deliver the vision of digital onboarding in an 
instant. 

51% 
of customers say 
digital onboarding 

takes too long

42% 
were frustrated at 
having to provide 

additional information, 
forms or documents

46% 
said they have 

dropped out of a digital 
onboarding process due 
to poor customer service 

or user interfaces

41% 
said they would be less 
likely to interact with a 
provider once they had 
dropped out of a digital 

onboarding process
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Open Banking gives consumers the opportunity to share their 
personal and financial data with trusted organisations in return 
for personalised offers and other value-adds. The question is, 
who will customers choose to share their data with? And what 
do these ‘value-adds’ look like?

Our research shows how customers will be primarily comfortable sharing 
their data with banks and other trusted brands, including leading online 
content providers and retailers. 

This will lead to these kinds of organisations becoming marketplaces or 
‘gateways’ for a wide array of products and services, from mobile phone 
contracts or utilities contracts, to banking and insurance. It enables an 
opportunity to redesign the proposition, and move into new territory which 
will in turn bring new growth; but ultimately lead to better engagement and 
therefore increased lifetime value. 

Important to note however that additional research also shows how  
trust is moving away from brand reputation as primary factor. While still  
a core driver, to succeed, you should no longer be just about the product,  
you need to be about what the product stands for and what it can do for  
your customers. 

Those that leverage this mindsets in their brand building and marketing 
will be the ones that remain relevant to today’s modern consumer. This is 
critical to even getting to the point of onboarding – consumers will need 
encouragement to even engage. 

While value-add services could look like a completely new model, it is actually an 
expansion of existing. A Personal Financial Management tool (PFM), for example, 
is a new concept but it empowers a consumer to understand their finances and 
therefore inherently reduce risk as they are empowered with knowledge of their 
spending. A bank offering household insurance can negate risks of vulnerability, 
if the customer is currently uninsured – and vice versa. 

The Accepting The Cautious The Unaware The Incognito

41
%

67
%

28
%

19
%

22
%

8% 9% 6%

 2017      2018

Shifts in UK Data Sharing 
Attitudes in 2018†

In the UK, we noted the 
following changes in the 
size of the four attitudinal 
groups in a year:

Four ways digital is  
changing tradition

Banks and other trusted brands will 
become ‘marketplaces’ for goods 
and services 

#1

67% 
of consumers will 

share their data for 
added value

26% 
more people will 
share than one  

year ago 

38%
a third of people 

expect brands to offer 
additional value-adding 

services to them 
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The market is moving, partnerships are prevalent, and  
a new breed of disruption is brought through this enabling  
new innovation.

Such a move from traditional propositions and services could see traditional 
competitors becoming partners, especially within the financial services 
market. A credit card company aligning with a telecoms provider. A bank 
with an insurer, or retailer to offer cashback incentives and more. Some of 
this we see now, but by fully embracing, and then enabling, the concept of 
partnering enables platforms and products to be pushed into new markets, 
exposes brands to new constituencies and enables those that achieve, to 
leapfrog the traditional barriers of expansion and scale by using the core 
competencies of each partner. 

Working in partnership starts with both clearly understanding and 
appreciating each other’s unique strengths and competitive advantages. 
It is important however that any partnership that’s formed, is a mutually 
beneficial one, with aligned principles; for example data ethics and 
customer-centric strategies. These trusted ‘data partners’ need to ensure 
that customers can onboard with their partners quickly and easily via a 
standardised digital process. 

7 SOURCE: PwC

of banks, insurers and 
asset managers plan 

to increase fintech 
partnerships over the next 

three to five years

believe the risk of lost 
revenue to standalone 
fintechs is a real threat

said the epicentre of 
disruption over the 

next five years will be 
consumer banking

80+20+A82% 88% 80%

Partnerships are a business 
trend to watch#2



8

Our research shows that consumers are generally concerned 
about data security – especially in online settings. With 66% 
saying they would not currently share their data under Open 
Banking, there is an opportunity for organisations to educate 
consumers about the benefits of sharing their data and look at 
ways to support them.

Customers’ insatiable demand for value continues to drive the growth of 
comparison sites – a market that will be worth an estimated $4 billion.2 
However, many marketplaces still display products and services that 
customers may not be eligible for – causing high rejection rates and  
poor experiences.

Open Banking data and advanced analytics to a large extent, resolve the 
problem by analysing customer data – including credit data and data from 
non-traditional sources such as current account transactional data. 

This will allow sites to display only products that customers are pre-
approved for, or likely to be approved for, ensuring high acceptance rates. 
The same kinds of data can be used to pre-populate customers’ application 
forms to reduce onboarding time and effort and – in the ideal scenario – to 
support one-click onboarding ‘in an instant’.  

Open banking was born out of the Competition and Markets Authority desire 
to encourage competition, ultimately empowering customers through 
choice – the natural outcome is more active comparison site usage. With 
more consumer adopting an empowered route, and seeking value – to avoid 
being switched from – you need to ensure your position on the comparison 
site is optimal, but also you follow this profile through seamlessly into your 
business onboarding journey.

2.https://www.inddist.com/datafocus/2016/08/report-e-commerce-approach-2-trillion-year-top-4-trillion-2020

1 in 3 
expect every firm 
to make it easy to 

change to, or  
from, them 

1 in 3 
use comparison 
sites to buy car 
insurance and 

energy bills

49%
of car insurance was 

bought through a 
comparison site

Comparison sites will deliver a seamless 
customer onboarding experience#3

80%
didn’t buy financial 
products through 

the site

http://www.inddist.com/datafocus/2016/08/report-e-commerce-approach-2-trillion-year-top-4-trillion-2020
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Today’s customers hop between channels depending on the 
time of day, their location or even their mood. This means that 
your back end system needs to be fully integrated to provide a 
seamless customer onboarding experience, whichever channel 
they choose. 

By integrating your systems and data at the back end, you can also ensure 
that customers’ onboarding processes are ‘channel-independent’. 

This means they can start their onboarding process on their phone and 
finish it on their work PC, for example, or on their laptop at home. This is 
especially important for slow or complex applications, which may be difficult 
to complete in one sitting. Or simply because their internet signal went, or 
phone battery. The latter a problem that can’t be resolved and is a common 
implication on applications not being processed to the end. MULTICHANNEL

All channels available to the customer  
but not themselves integrated

OMNICHANNEL

All channels available to the 
consumer and are connected

Customers will expect a seamless,  
‘omni-channel’ onboarding experience  #4

54% 
half of those aged 

54+want more ease 
across channels 35% 

compared to 
just a third of 
Millennial’s
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Three steps to the digital 
onboarding future    
To move from today’s digital onboarding experiences to the 
one-click onboarding experience of the future, you need to 
transform your infrastructure and processes. 

In the following sections, we look at three key steps that can help you 
optimise your digital onboarding capabilities: 

Traditional onboarding processes begin with customers 
applying for products or services that have been advertised to 
them, with little or no customer profiling or pre-qualification. 
This results in high numbers of customer applications being 
rejected, wasting people’s time and potentially reducing trust  
in your brand. 

To enhance customer experiences and maximise conversion, onboarding 
needs to begin with an effective strategy for identifying the best potential 
customers. This allows you to present customers with appropriate products 
and services via the right channel, increasing conversion rates and 
maximising the value of your advertising spend. Here, marketing needs 
to connect with risk; and essentially a good orchestration is enabled by a 
comprehensive and consistent data flow across all stages. 

Improve experiences and minimise rejections 

The first step to connecting with the right customers is to define and profile 
your ideal customer, based on any number of characteristics. This helps you 
identify the people your products or services are most relevant for, and – 
therefore – who are most likely to become customers. 

To ensure that you can identify your ideal customers, you need detailed 
insights into key population segments. Criteria you need to consider include 
demographics, financial status, property ownership, digital literacy and a 
host of others. In all cases, matches with your desired customer profiles 
must be able to link back to individuals based on the identity data you hold 
about them. 

Offer A Offer B Offer C

Targeted 
customers

Non-targeted 
customers

Hyper-customised offers

Hyper-customised offers

Hyper-personalisation

Deliver the right offers to the right 
customers at the right time #1

Non-personalised



Maximise conversion and create new cross and up-sell opportunities

Once you have identified your ideal customers, you can prequalify them 
for specific products and services, and even create personalised offers for 
them. This supports onboarding in an instant based on their acceptance of 
your offer. As an additional benefit, pre-qualification allows you to cross and 
upsell different products and services that are also likely to be of interest to 
particular customers or customer segments, creating new opportunities to 
maximise customer lifetime revenues and to deepen the breadth and depth 
of customer relationships. 

Contact the right prospects via the right channels at the right time

In-depth analysis of the population in the context of your ideal customer 
profile can also help you communicate with customers via the most 
effective channel possible. If they work full time, you may need to contact 
them in the evenings or at the weekend, for example, and if they are under 
25, mobile communications could be the best option. 

To maximise success, you should also consider using data that identifies 
people who live in the same home – especially family members with 
the same initials, for example. You can also look at web usage data to 
differentiate the needs and preferences of different family members within 
a household. 

Measure the success of your customer profiling efforts

To ensure that your efforts to profile potential customers are actually 
leading to higher conversion rates, you need sophisticated tools for 
measuring success. These should include tools that identify devices and 
customers who make contact with your organisation for the first time – 
either via the website, social media presence, call centre, or another access 
channel. You can also track contacts to understand conversion rates and to 
measure performance against previous campaigns.

In addition to these measures, you can analyse data collected by cookies 
to see how prospects and customers are interacting with you via digital 
channels. This helps you to continually improve your web, mobile and 
social presence, and to identify bottlenecks and other issues in the digital 
onboarding process. 

According to Experian research, organisations who use the most advanced 
technologies to understand customer profiles are able to ‘optimise 
customer segments’ that outperform generic customer profiling and 
onboarding strategies by a factor of 8.

Consolidated 
view of 

customer

Revenue/
outcome 
causation

Triggered 
and drip 

campaigns

Personalised 
interaction

Voice of 
customer per 

channel

Response 
attribution

Recognising 
channel 

preference

Enabled across 
multiple 

platforms

Persisting 
results over 

time

Scoring, modelling, 
advanced 

segmentation

Faster cycle 
times

File-based list 
processing

Single channel, 
fire and forget

Marketing 
Sophistication 

Curve
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Traditional digital onboarding approaches may include multi-
channel elements, such as the ability to apply for a product 
or service in-store, online or on-mobile. However, different 
channels often create data siloes that require customers to 
provide their information multiple times and reduce your ability 
to cross and upsell effectively. 

To enhance customer experiences, consider moving from a multi-channel 
to an omni-channel strategy. In simple terms, this means that the data you 
collect from customers during the onboarding process is stored centrally 
against their individual profile. This underpins a seamless service for your 
customers across all channels (online, mobile, chat bots, telephone, etc.), 
and also means that they can pick up where they left off if an application or 
transaction is interrupted. 

Another way you can reach more customers is by evolving your channel and 
application strategy to reflect customers’ changing behaviours. For example, 
around 40% of consumers have already used an AI virtual assistant to help 
them complete applications and transactions using simple voice commands. 
Likewise, organisations who have integrated chat bots into their digital 
strategy have seen around a 25% increase in customer engagement. 

A wealth of other industry research shows that the time to build a strong 
omni-channel strategy is now. In particular, companies with omni-channel 
customer engagement strategies retain an average 89% of their customers, 
compared to 33% for companies with weak omni-channel customer 
engagement, while customers of omni-channel-focused companies are 
expected to achieve 30% higher customer lifetime value.3 All this means 
omni-channel is no longer a nice to have, it’s becoming central to the future 
success of your business.

Reach more customers with joined-up, 
omni-channel experiences #2
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The customer experience map should limit friction and waiting times in the 
customer journey, with measures taken to mitigate different eventualities, 
such as: 

• Gaps between devices – when users move between devices. 

• Gaps between departments – which cause frustration, or require 
customers to give their information multiple times to multiple 
representatives.

• Gaps between channels – caused when a customer moves from an 
application journey online to their social media account, for example. 

• Potential disconnects or disruption in the digital process (such as 
requests for paper identification documents or similar) that could 
increase the risk of customers dropping out at particular stages of the 
journey. 

Map customer experiences to streamline the onboarding journey

Once you have your omni-channel capability in place, it’s time to focus on 
streamlining and standardising your customer journeys. To do this, you need 
to map your ideal customer onboarding steps using an ‘experience design 
methodology’. This allows you to create an optimised onboarding process 
for each product or service, which can then be replicated across all of your 
channels and touchpoints to provide a simple, seamless experience for  
your customers. 

What does a customer experience map look like? 

Your customer journey map can take many forms, but can often be 
manifested as some form of infographic, such as our example below. 
Whatever its design, its purpose is to learn more about the customer, where 
the pain points within your processes are, and – critically – what your 
opportunities to improve the experience are. 

Your map should identify all key steps in your onboarding journey. At each 
stage, you should consider the user’s feelings and motivations, as well as 
any doubts or questions they may have about what is being asked of them. 
Not every experience during the onboarding process has to delight the 
customer, but all of the steps and requests must be effective and efficient, 
with the least friction possible. 

Awareness Consideration

Affordability

Eligibility

Product  
selection

Submit  
additional 

data

Validate

Terms of 
business

Complete
Transact

Enhance

Terms

Repayment

Income and 
expenditure

Business Process

ENQUIRE APPLY
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Until recently, many digital onboarding processes have been 
based on digitised versions of legacy face-to-face processes. 
This means that digital processes often do not take account 
of customers’ unique situations and needs, meaning that 
customers are often unable to comply with requirements and 
achieve the one, highly restrictive happy path to completion. 

In fact, with no member of staff to support them and online onboarding 
processes typically taking more than 20 minutes, around 35% of customers 
give up before they complete their application or purchase – either because 
they are too bored or confused to continue. 

As an additional challenge, organisations who have not successfully 
followed steps 1 and 2 may have to reject large numbers of customer 
applications at the onboarding phase, negatively impacting experiences and 
potentially damaging your brand image. This is why accurately profiling 
and, where possible, pre-qualifying customers for products and services is 
critical for bringing new customer on board quickly and successfully.

Finally, many organisations have developed bespoke onboarding solutions 
that are costly to build, deploy and support. On average, large IT projects 
(£15m+) run 45% over budget and 7% over time, while delivering 56% 
less value than predicted, according to an Oxford University study. This is 
often the experience of organisations who try to develop and deploy their 
own digital onboarding solutions in house with no clear methodology or 
standardised approach for creating frictionless journeys.

Onboard customers quickly, while 
enhancing their experience at every 
stage of the journey 

#3
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Unlock the power of data for prequalifying customers and onboarding 
them ‘in an instant’

Using open data, including Open Banking and open source data, you can 
revolutionise your digital onboarding experience. Specifically, gaining 
customers’ consent to access their transactional data, including their 
current account transactions for the last 12 months, you can accurately 
assess their affordability for a vast array of products and services in near 
real time, and use that insight to pre-qualify and onboard them with just a 
few clicks or finger-strokes. 

Embrace the future with new, Artificial Intelligence (AI) powered channels

To deliver the greatest choice and convenience for your customers, consider 
implementing or developing next-generation channels that allow them to 
provide information and request services verbally or using simple answers 
to on-screen prompts. These include:

Conversational User Interface (CUI) solutions

CUI is an increasingly important technology in the race to 
enhance customers’ digital onboarding experiences. In most 
CUI models, customers deal with a single partner as their 
gateway to goods or services. These companies are likely to 
be trusted brands such as banks or large internet retailers or 
search providers. In one prototype application, a customer can 
use a voice command to open their money manager in their 
trusted application. They can then ask for a new credit card or an 
extension to their credit limit on an existing card, and have their 
request answered in real time, based on financial data held by 
the partner and relevant credit checks. 

Chat-bots

By creating a chat-bot virtual assistant, you can help your 
customer navigate the onboarding process more quickly and 
easily. The chat bot simulates a simple conversation in any 
kind of messaging application, allowing the same ‘question and 
response’ logic to be used across multiple channels.  

Voice biometrics

By building voice biometrics into your environment, you can 
authenticate your customers in a low-touch way. This not only 
improves the customer experience, it also helps you to identify 
and prevent fraudulent applications. 

bank account 
transactions 
categorised in 
sub-second

1m

Speed up complex onboarding processes with data pre-population

By gaining consent to access customers’ personal and financial data, you 
can also dramatically speed up complex onboarding processes based on 
pre-population of application forms. This delivers dramatic time savings for 
customers and reduces the effort and frustration associated with providing 
detailed information about their situation and their ability to pay – including 
their income and outgoings. 
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If the customers’ request can’t be met, 
the ‘money manager’ can recommend an 
alternative product that the customer is 
pre-approved for. If the customer says 
“yes”, they can be onboarded in real time 
and details of their new card can be 
downloaded to the account they hold with 
their data partner. 

Click on our demo to discover how  
the CUI vision works in practice to 
support fast, simple, automated  
digital onboarding.

Deploy intuitive applications to enhance onboarding experiences for 
specific products and services 

Based on integrating prequalification and using advanced technologies, you 
can build any number of innovation applications to enhance your customers’ 
onboarding experiences. These include:

Mobile phone and utility ‘switching’ apps 
which allow customers to switch mobile 
phone and utility providers with a single 
click based on the best-available deals.

Car financing apps 
that support real-time decisions on auto-
loans via multiple channels, including ‘text-
for-credit’ applications.

Mortgage apps 
that can dramatically speed up complex 
application processes, such as mortgage 
applications, based on pre-approval and up to 
80% population of the customer application form.
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14. Integrate next-generation identity verification

Research shows that around 35% of customers drop out of digital 
onboarding processes because their identity can’t be confirmed, resulting in 
poor experiences and significant loss of revenue.5 At the same time, in our 
global research we discovered that 80% of applications are rejected because 
a fraud risk can’t be ruled out. 

To support your future onboarding strategy, you need identity and fraud 
management solutions that are agile, intelligent and able to stay ahead of 
the fraudsters. These kinds of solutions ingest multiple data sources and 
data points via an API and cross-reference them to verify a customers’ 
identity and associated fraud risks in milliseconds. 

5. Experian Customer Digital Onboarding White paper

Types of data that can be cross-referenced include fraud databases, 
email addresses, ID documents, and device biometrics that show where 
a customer is located in the world. With this wealth of data insights at 
your fingertips, you can minimise fraud risks while ensuring that genuine 
customer applications are always accepted. 1 in 4 

expect electronic 
documents to 

replace paper in the 
next year 

61%
are most in fear of 
sharing their credit 

card number...
...versus

10%
concerned about 

sharing their salary 



Last word: The future of digital 
onboarding is here 
We are living in a golden age of AI and advanced data analytics 
that is opening new onboarding horizons. By tapping into these 
technologies, you can deliver faster, simpler, more intuitive 
onboarding experiences for your customers, and gain new 
competitive advantage for your business. 
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By starting the onboarding process with effective customer identification, 
you can maximise conversion and connect with customers who are most 
likely to engage with you. You can then use your omni-channel capabilities 
to reach the right customers with the right product at the right time, with a 
seamless and standardised level of service across all touchpoints. 

Finally, you can combine non-traditional data sources, such as customers’ 
transactional bank account data, with credit data and other key data 
sources to pre-qualify customers, pre-populate their application forms, and 
generally make their onboarding experience much faster and easier. You can 
also use automated, real-time identity and authentication technologies to 
reduce manual steps in the process and mitigate fraud risks – ensuring that 
genuine customers never experience road-blocks or delays. 

Know
Provide access to data on a 
property, business, individual, 
account, contract etc

Analyse
Structure data, understand 
and unlock value

Apply
Execute data science within 
back office technology and 
workflow

Execute
Better conversations with 
customers, sell more, deliver 
more, manage better

Marketing  
data

Consumer  
data

Business  
data

Data  
enablement

Data 
management

Centre of excellence

OptimisationCategorisation

Connectivity

Decision 
engine

Marketing 
prospecting 

and targeting

ID and Fraud

Workflow enablement

User experience
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About the research and insight  
contained within this report   
Research insights 

Experian commissioned C Space, our trusted partner, 
to unearth insight into consumer sentiments and 
behaviours. C Space, a customer agency, is a member of 
Market Research Society and was named Best Agency at 
their 2017 awards.

On our behalf C Space surveyed 2,000 British adults to 
explore a range of subjects, from their use of financial 
services products and services to channel preferences, 
data security concerns, and viewpoints on emerging data 
sharing models such as Open Banking.

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.

Learn more at www.experianplc.com

To find out more about our services,  
visit our website: www.experian.co.uk/business
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