
Transforming 
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experience
How a customer-first approach 
to digital transformation can 
enhance customer experiences 
and boost your business success 



EXECUTIVE 
INTRODUCTION
In the past, interactions between customers and businesses 
happened face to face, or on the phone. This was true of every 
kind of transaction, from applying for a mortgage in a bank 
branch to cashing a cheque, purchasing insurance, or a phone, 
and everything in between. 

Today though, digital technologies have changed all that. But 
while customers can access a vast array of services online or 
on their mobile devices, they still crave the personal touch, and 
choose their providers based on the quality and convenience of 
their digital experiences.

This makes it essential for you to build loyalty based on 
customer-centric digital strategies. 

In fact, our recent research commissioned through Forrester 
Consulting found that ‘improving customer experiences’ and 
‘increasing trust and satisfaction’ are both within organisations’ 
top five priorities. 

Interestingly though, achieving these goals is heavily dependent 
on digital technologies, with most firms already combining,  
or planning to combine, internal and external data to create  
a better view of their customers and to understand their  
needs better.

The link between digital technologies and customer experience 
partly explains the widespread investment in advanced data 
analytics technologies across the industry. 

These technologies will help organisations to deliver a number 
of key customer-experience priorities. These include the ability 
to bring in data from a range of sources to improve acquisition 
based on more accurate targeting of communications and 
campaigns. 

Additionally, companies are looking to optimise customer-level 
decisions at the collection stage, and map customer journeys to 
maximise lifetime values well as capitalise new opportunities 
and predetermine next best offer for high risk customers. 

To take advantage of growth segments such as SMEs, firms are 
also bringing together all available data about customers to 
propose next best offers for higher risk applicants. 
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2 in 5
don’t have the right 
data to make 
instant decisions

1 in 4
are making 
inconsistent decisions 
across channels



In this paper, we look at some of the barriers holding back 
transformation for institutions, and discuss how you can 
overcome them to improve digital engagement and maximise 
your conversion. We also look at how a successful digital 
transformation strategy can deliver engagement and revenue 
benefits for your business, while also delivering great 
experiences for your customers.

“With digital transformation initiatives proliferating 
across the industry, more and more organisations now 
see themselves as digital leaders. The number of CEOs 
who say they provide a best-in-class digital service has 
almost doubled, from 37% last year to 78% today. This 
increasing digital confidence, added to higher digital 
budgets and emerging digital technologies and 
capabilities, is a sign of things to come.”

Derek Garriock, Head of Innovation design, Experian

Featuring research 
from Forrester

Innovation, smart data 
and the drive to customer-centricity
Third annual commissioned study conducted by Forrester Consulting on behalf of Experian

To read the full 
research findings 
download our report; 
Innovation, smart data 
and the drive for 
customer-centricity 

Download report »
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http://poland.experian.com/analytics/forrester-report.html


THE DIGITAL 
TRANSFORMATION 
VISION VS. TODAY’S 
REALITY
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Today large numbers of customers use online banking, with 
mobile banking apps also growing rapidly in popularity. At the 
same time, almost 90% of customers also have a social media 
presence, which highlights the extent to which society in the UK 
is now ‘digitised’.†

Done right, digital transformation is a win-win for businesses 
and customers. By reducing manual effort and supporting 
customer self-service, it can help you dramatically improve 
operating efficiency and reduce costs. 

At the same time, your customers can access all the products, 
services and support they need quickly and easily, direct from 
their computer or mobile device, but with equal levels of 
effectiveness regardless of channel. That means fast, slick, 
convenient services that differentiate your brand and build 
customer trust. 

Unfortunately, though, this vision for fast, seamless digital 
experiences is still a long way from reality for most 
organisations. 

Customers typically have to re-key their information multiple 
times to complete an application for a new product or service. 
They have their onboarding experience interrupted with onerous 
identity and fraud checks, and requests for, or required to wait 
for, physical or paper documents. And they have to provide their 
information all over again if they choose to contact you by 
phone instead of online – or vice versa. 

Between long-winded application and onboarding processes, 
and rigorous fraud and affordability checks, businesses typically 
experience ‘leakage’ of 85% for their digital services. That 
means that while 100% of people are initially interested in a 
product or service, only 15% are completing processes 
effectively and becoming customers.

†  Link to Experian consumer research white paper
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4bn
INTERNET USERS

5.1bn
MOBILE USERS89%

of people, across 
age groups, use 

social media 

90%
of people today use 

online banking 



Although many customers – particularly millennials – now 
bank, shop and even socialise online and on devices, there are 
still significant barriers to true digital transformation. This is 
especially the case where businesses have invested heavily in 
legacy systems that restrict how services can be structured and 
delivered.

If this is your case, your approach to digital service delivery may 
be limited to transposing existing services into the digital 
environment. By adding a so-called digital skin to an existing 
process in this way, you can allow your customers to access 
services online or on their mobile device. However, you may not 
be able to deliver any new or additional value in terms of 
improved speed or convenience for them. 

Fragmented customer journeys and 
frustrating experiences
With digital skins used to move existing services online, customer 

data is often held in different silos around the organisation, and 

manual checks are required during certain points to validate and 

approve customer applications. 

This leads to multiple requests for the same information, different 

service experiences depending on the channel, and a generally 

fragmented customer journey. Additionally, identity checks still 

require paper forms or the provision of additional verification 

materials, slowing down the onboarding process, increasing 

abandonment rates, and negatively impacting the bottom line. 

These kinds of fragmented customer journeys also create an 

administrative burden as customer data is cross referenced with 

other information sources, or forwarded to identity partners such as 

credit bureaus as opposed to being checked within the journey in 

real-time. Additionally, lack of consistency between channels and 

data held in multiple silos creates loopholes that can be exploited by 

fraudsters, increasing risks for customers and the business. 
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THE DIGITAL 
JOURNEY SO FAR

High cost interventions to improve sales conversion

Personal 
details - name, 
address, DOB

Basic customer digital onboarding journey

Qualifying details - 
financial etc

Product option  
selection

Checks -  
credit, fraud, ID

Fulfilment  
information

Address 
issues

Fail criteria of what  
they’ve requested

Give up -  
bored and confused

Fail checks PURCHASE

up to 85%
leakage rate

6



93%
Omni-channel customers 
spend 93% more than 
customers that shop 
direct or online.1

57%
of consumers  
shop online.1

7

1. 2018 Deloitte Annual Holiday Survey

2. 10 Notable Omnichannel Trends and Statistics, business2community.com, April 2016

3. How Real is the Retail Omnichannel? bostonretailpartners.com, January 2016

89%
is the retention 
rate brands see 
with an omni-
channel strategy.3

85%
of businesses say 
omni-channel is 
their top priority.2

The solution: design digital 
services around customer needs
To make things better for customers, transposing existing 
services into the digital environment is no longer enough. 
What’s needed is a more radical approach that puts customers’ 
needs and experience first, even if that requires significant 
change to your operational culture, technology infrastructure 
and policies. 



to deliver customer-
centric digital services
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8 ways

Digital transformation  
requires cultural change 
Designing digital services around customer needs not only 
depends on technology transformation, it also requires a 
transformative culture, investment in new digital skill sets, 
and greater understanding of what customers truly want and 
need from their digital services. Anything that stands in the 
way of this kind of transformation – from inflexible legacy 
systems and processes, to unconnected data silos and 
service channels – should be considered as challenges that 
need to be addressed and overcome. 

In the following sections, we look at 8 ways you can create 
digital services that enhance your customer experiences and 
differentiate your brand in crowded markets. 

The top challenges for businesses to overcome include:

inflexible 
legacy 

systems 

convoluted 
processes

unconnected 
data 

siloed 
working and 

design 



Data is required for every stage of digital service delivery, from 
identifying and authenticating customers, to conducting 
affordability checks and making lending decisions. However, 
around 30% of customer data held by organisations is 
inaccurate in some way, which negatively impacts your ability to 
deliver great customer experiences. 

To address this challenge, and to accelerate transformation, you 
need to implement strong data governance structures, starting 
with a data committee or officer who takes overall responsibility 
for looking after your datasets. 

As well as C-level oversight, you need to conduct an in-depth 
review of the data you hold and how you use it. To increase your 
‘data maturity’, you can then establish clear policies for how 
your data is captured, used, stored and maintained. 

PUT YOUR DATA 
HOUSE IN ORDER
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Up to 30% of customer data is 
inaccurate in most organisations, 
showing a clear need for more 
effective data cleansing, 
management and governance.”

#1
These types of data management policies ensure that your  
data can support a wide range of digital processes, from  
digital onboarding to pre-authorisation of customers for  
specific products. 

You can also be sure that your customer contact details  
are accurate, increasing engagement opportunities and 
streamlining compliance with FCA regulations, the GDPR  
and all other relevant controls.

Find out more »

Discovery
Find your data and  

take control

Manage
Bring your data 
together into a 

single view

Enhance
Enhance your data 

by appending 
against our data

3 steps to better managing data:

https://www.experian.co.uk/business/data-management/single-customer-view/ 


Historically, digital projects have been driven by the desire to 
reduce operating costs, not necessarily to deliver more value for 
customers. This has led to slow, frustrating digital journeys that 
fail to live up to customers’ expectations – but equally don’t 
deliver on the promise businesses seek of more efficiency. 

To reverse this trend, you need to put customers at the heart of 
your newly designed digital processes. This requires a new 
mindset that considers customers’ needs at every stage, with 
technology used wherever possible to provide faster, slicker, 
more automated experiences. 

One example of this is a digital process that conducts eligibility 
and affordability checks much earlier in the process – instead of 
right at the end. This simple change can dramatically improve a 
customer’s experience, whether they are eligible for the product 
or not. 

LOOK BEYOND  
COST SAVINGS

#2
In the case of customers, an early indication of eligibility can 
take the stress out of the application process. Equally, those who 
are unlikely to be eligible can avoid wasting time and making 
emotional investments unnecessarily.

To achieve success:
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Improving the 
experience and 
optimising the 
journey

Being more  
efficient with 
resource, and 
budget

Automating more 
processes

Improving 
acquisition channels 
with additional data 
integration for 
improved targeting

The priorities across 700 CXO’s 
globally include:

the customer needs to  
be at the centre of  

your strategy 

you need to review and 
identify points of friction, 

or opportunity, in each 
stage of the journey

better data insight  
can help empower 

consumers, but also you 

Find out more about how 
prequalification can enhance your 
customer journey and channels. 



When existing banking services are digitised, the onboarding 
experience is often inflexible and customers may not have the 
information they need easily at hand. This excludes a large 
number of customers from completing the process online, 
resulting in the high drop-out rates we are seeing for digital 
customer onboarding - but it also means traits which can be 
indicative of fraud, such as toggling, aren’t picked up, as the 
means of doing so aren’t integrated.

The key to maximising digital adoption is to recognise that not 
all customers have the skills, abilities or credit scores needed to 
complete some online processes. Delivering great customer 
experiences depends on providing alternative routes for your 
customers, for example, the ability to integrate new data, or 
concepts such as psychometric analysis. 

CO-CREATE DIGITAL 
SERVICES TO OPTIMISE 
CUSTOMER 
EXPERIENCES

#3
To design the kind of process that offers multiple paths  
and enables any kind of customers to access services  
requires ‘co-creation’. 

Through collaboration with digital delivery partners and 
customers themselves, you can begin to understand the 
different routes customers need to finish online application 
processes successfully. You can also more easily determine how 
changes to services may impact other areas of the business, 
from identity and fraud, to risk and user experience (UX). Even 
more importantly, you can work directly with customers to 
understand their needs and desires, helping you deliver the best 
digital experiences. 
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Delivering great, CX depends 
on your ability to provide 
personalised journeys for all.”

Not having the 
necessary 

details to hand

The time to 
complete

The lack of ‘save  
and return’

What is causing 85% of people to 
drop-out of digital experience?



By transposing traditional services into the digital environment, 
you could be missing a major opportunity to enhance customer 
experiences and gain a new competitive edge. 

The same is the case with digital services. By thinking out of the 
box, you can create new offers and propositions that deliver new 
value for customers and that position you as an industry leader. 

When customers apply for a mortgage, for example, why not 
give them access to an entire ecosystem of services that covers 
their needs at that point in time? This could include the 
mortgage itself, the required house insurance, a moving service, 
energy switching, renovation services, and links out to 
homeware providers. 

THINK OUT OF THE  
BOX TO CREATE MORE 
CUSTOMER VALUE

#4
You could even offer home improvement loans or other products 
that they may need as they move into their new house. This 
concept is translatable to all products and services. 
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2 in 3

people don’t want  
physical financial advice

1 in 3

want proactive offers, 
tailored to their wants and 
circumstances – therefore 

integrated advice

2 in 5

want a personal finance 
management tool

1 in 5

want this to include 
comparison services

Find out more about how open banking 
can help improve the application 
process for customers, with an example 
of a mortgage journey. 

Find out more about what a personal 
finance management tool could look  
like in reality. 



Fragmented digital systems and journeys create friction in the 
customer experience. Customers may have to provide the same 
information twice, for example, to apply for a product or service 
– once in their initial application and again for onboarding by a 
particular department. Likewise, identity, authentication and 
credit checks may rely on data outside your business, requiring 
complex manual interventions at different stages of the process. 

You can overcome these challenges, and eliminate friction from 
customer journeys, by integrating and aggregating data from a 
wide range of traditional and non-traditional sources. With this 
information embedded in your business and workflows, you can 
speed up those lending decisions and reduce the need for 
onerous questions about income and outgoings. 

DELIVER FRICTIONLESS 
CUSTOMER JOURNEYS
WITH DATA AGGREGATION AND ANALYTICS

#5
You can conduct fast, accurate, automated checks and pre-
populate a significant number of data fields on application 
forms, so your customer can access your offers much more 
quickly, and with much less effort. 

By bringing traditional and non-traditional data sources into 
your digital services, you can save customers time and enhance 
their experience. You can also reduce manual interventions on 
your side, and ensure that all your customer data is accurate 
and validated at every stage of the journey – helping you make 
better lending decisions and minimise your financial and 
regulatory risks.

We’re an impatient lot it  
seems and friction 
comes at a cost, 
regardless of the pace 
and innovation in 
technology. Success in 
the digital economy 
hinges on ensuring fast, 
secure access via 
multiple channels.”

Up to 70% prepopulation  
of application data fields.1 2 3 4 5

Additional data 
sources can populate 
many more too.

Prequalification can be 
integrated across channels 
– text, chatbots, or via smart 
device such as Alexa. 

Giving your customer 
assurance of their terms 
and likely acceptance 
reduces decision time. 

This is proven to convert  
more applications.

How can you 
reduce drop out?



The only way to deliver great customer experiences at scale is 
to automate your decision-making process as much as possible. 
This requires advanced analytics technologies that can 
determine key factors such as a person’s affordability as well as 
a range of other factors based on all the available data about a 
customer, including their previous behaviour, bureau data, 
monthly income, outgoings and more.

Automating decisions provides a range of efficiency benefits, 
allowing you to focus time and resources on borderline cases. 

AUTOMATE YOUR 
DECISION MAKING FOR 
GREATER EFFICIENCY 
AND CUSTOMER VALUE

#6
Additionally, customers can be provided with self-service 
options which have proved especially valuable for collections, 
where customers welcome the opportunity to set up payment 
plans themselves with no need to talk to representatives from 
the bank or credit card company. All this insight that the 
customer engages with is powered by automation. 

Perhaps even more importantly, automated decisioning allows 
you to speed up lending decisions dramatically, especially for 
complex and high-value products. This can transform 
traditionally slow, cumbersome processes – such as a high cost 
lending application, or small business lending - making it fast, 
convenient and easy for customers, and fundamentally 
improving their experience of doing business with you. 
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82%
acknowledge  
the power 
brought by data, 
analytics and 
technology 



Reduction in fraud 
through the ability 

to quickly add,  
and amend, controls 

Faster 
decision time 
by creating an 
omnichannel  

real-time decision 
strategy

Reduction in spend  
by automating 

decisions rather 
than manually 

reviewing

Technology advancements often make life better and more 
convenient for customers, and the next-generation of digital 
solutions is no exception. For this reason, you need a technology 
infrastructure that is able to integrate any new technology that 
comes to market, whether the goal is to improve customer 
journeys, enhance fraud protection, or improve accessibility for 
your customers. 

For example, by building your digital platform on open 
technologies, you can quickly implement anything and 
everything from biometric security solutions and email 
verification solutions, to voice recognition commands for 
initiating account log on or transactions. All of these make 
digital services better for customers – as well as providing 
significant security and cost-saving benefits for your business. 

ENGAGE WITH AN  
OPEN TECHNOLOGY 
ARCHITECTURE

#7
This open technology approach not only allows you to tap into 
new developments, often coming from Fintech innovations and 
services, but it also ensures that you can connect easily with 
new applications and data sources that can help you improve 
your digital journey across authentication, onboarding, 
affordability, or any other service area.
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50% of business are looking to rely 
on cloud-platforming to drive fast, 
efficient digital engagement.”

Forrester predicts that more than 50% of 
global enterprises will rely on at least 

one public cloud platform to drive digital 
transformation and delight customers. 

The benefits can be:



AI allows you to continually analyse all known data about a 
customer, helping you to add value at every stage of their 
journey with you. If you have consent to use a customer’s open 
bank transaction data, AI can also help you spot trends in their 
long-term spending patterns and make recommendations on 
how they can improve their finances. Additionally, you can see if 
they are running into financial difficulties, allowing you to 
suggest changes to their payment terms, prevent defaults and 
avoid formal collections processes, for example. 

Today’s most sophisticated analytical techniques allow for any 
data, from anywhere, to be connected and then categorised. This 
data can be fed through the journey to inform the best next 
action of each individual and, in essence, design journeys built 
on data, giving more accuracy, efficiency and personalisation to 
the design. 

USE ARTIFICIAL 
INTELLIGENCE (AI)  
TO ENHANCE CUSTOMER EXPERIENCES

#8
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Businesses are planning  
to enhance customer  
experience through:

90%  
investing in AI

73%  
increasing budgets

80%  
better  

utilising data

Financial Services
are looking at longer term 

adoption strategies –  
with the intention to  

enhance decisions, fast.

Energy
channel optimisation is a  

core driver for AI adoption.

£

There is a distinct difference between sectors 
regarding adoption of AI. For example:

Understand affordability –  
faster (reducing time by 50%)

Remove manual 
underwriting

Understand advanced 
segmentation

Automate adaptive credit 
risk modelling

Optimise customer  
lifetime value

Make faster decisions, in 
real-time across channels

AI can help to:

1 2

3 4

5 6



1 in 3

legacy systems
Read more about the benefits of 

modernising technology »

1 in 5

the time it takes  
to make a decision

Understand more about where drop out 
is highest across channels »

70% being unable  

to access data to make  

an instant decision.
Read more about how you can better integrate 

data to make more inclusive decisions »

How do you move from burden to brilliance?

40% plan to automate more 
in the next 12 months

To enhance customer service, risk and fraud 
management. But also, customer lifecycle 
management, including product development.

Is this achievable?

Through Experian you can:

Act in the moments 
that matter

Optimise customer  
lifetime value

Improve underwriting 
productivity by 66%

Improve affordability 
performance by 98%

66% 98%

What burdens 
most businesses?
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Take the next 
step on your 
transformation 
journey

17



Friction in digital journeys causes all manner of negative 
impacts for customers. In some instances, fragmented 
processes can lead to frustration and loss of trust in 
your brand. 

Even more sobering is the fact that 85% of potential customers abandon 

digital application and onboarding processes due to a poor experience. 

That means they never become customers, representing a major missed 

opportunity for your business. It is also a contributing factor to high 

customer acquisition costs across the industry, which is still rising for 

around 59% of companies, and high cost-to-serve, which is increasing for 

57% of businesses.

38

85%

Personal details 
name, address, DOB

Qualifying details 
financial etc

Product option  
selection

Checks  
credit, fraud, ID

Fulfilment  
information

PURCHASE

UP TO

LEAKAGE RATE

High cost 
interventions to 
improve sales 

conversion

Fail criteria

Address issues

Give up 
bored and 
confused

Fail checks -  
e.g. affordability 

check

Common occurances of friction in  
a standard lending application 
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With many organisations simply transposing traditional 
processes into the digital environment, poor customer 
experiences are easily accounted for. 

Back-end systems still operate independently, making it difficult to gain a 

single view of the customer, and you often need them to submit 

information several times to different areas of the business. Additionally, 

you have to conduct checks – including credit checks – with third-party 

partners manually, which increases your processing times and causes 

frustration for your customers. 
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Manual checks occur at multiple 
stages of the customer journey

Affordability

Provision of financial 
documents to prove income 

and expenditure

Underwriting

In-depth manual assessment 
with, or without, customer 

due to lack of financial data 

Identity verfication

Submission of paper  
identity documents 

Receipt of paper-based 
components (for example a 
physical card being used, or  

a posted contract to read, 
then sign)

Identity validation

Assessment of data to 
validate identity, through 
cross-checking multiple  

data-sets - mainly performed 
as a logical flow.  



The way to overcome these challenges, and to deliver 
truly great digital experiences, is to implement 
organisational changes that put digital experiences  
at the forefront of the transformation agenda. 

Likewise, you can accelerate your digital journey by investing in the skills 

needed to deliver projects, along with governance structures for digital 

oversight and decision making.

Executing a customer-first digital strategy also requires you to 

seamlessly integrate your systems, data and processes. In addition, you 

can bring in data from third-parties such as the credit bureau (accessing 

both traditional and non-traditional data) to speed up and enhance 

eligibility and affordability checks, giving customers an answer before 

they undertake lengthy application processes.

Digital transformation needs to be a strategic initiative

A data aggregation platform can enable you to access unseen insight to 

better inform, populate and match applications 

Open-source, agile, technology can enable you to create a single 

decisioning strategy that connects your entire business and processes. 

CATEGORISATION  
OF FINANCIALS 

Understanding of behavioural 
trends to inform capacity to pay 

Identification and proposal of  
best suited product, with relevant 

terms and pricing 

INSTANT  
SELECTION  

Instant access to the product, 
thorugh digital card, instant 
loan pay-out or mortgage in 

principal for example 

ADVANCED  
AGGREGATION

Assessment of affordability -  
or pre-qualification of suitability 

Pre-population of personal details 

Integrated KYC and AML checks 
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Opportunities from data  
beyond acquisition
Data can dramatically improve customer onboarding 
experiences and reduce drop-out rates significantly, and 
also opens the door to new digital opportunities. 

You can use data to see if your customers could pay off their debts faster, 

and recommend products and services to help them be in a healthier 

financial position. 

You can also detect when they are running into financial difficulties, 

allowing you to renegotiate their terms and conditions, and avoid formal 

collections processes. Being able to bring all customer data into a single 

point, can enable you to better automate decisions. 

This means you can dramatically speed up services and lending 

decisions – and use innovative applications that enhance their experience 

from the first moment of engaging with you. For example, self-serve 

management tools or pre-qualification offered by means such as chat, 

speak or text – plus many more.  

The potential applications for these kinds of services are only limited by 

the imagination of the digital team.  

You can offer value-adding digital services, such as a 
PFM tool accessible through account management tools 

2

5

6

7

8

9

10

11

3

4

13

12

14
ACCOUNT OPEN  
LOAN PAID OUT

Device intelligence

Form fill and validation

Pre qualification

Existing customer check

Business and mandatee 
verification

Bank account verification

Credit risk / affordability

Security assessment

Fraud risk assessment

PEPs and  
sanctions screening

Referral management

Prospect 
targeting

Organic
Targeted 

customers
Existing customers

1

Minimal 
business 

details and 
key parties

Existing login

Initial offer 
acceptance and 

application

Login for Open Banking

Management accounts / 
security details

Best offer confirmation

Electronic signature

Question 
response

Provide 
documents

Loan 
payment

Onboarding 
and audit  
for MI

USER EXPERIENCE LAYER DECISION 
ORCHESTRATION 

LAYER

CORE 
PLATFORM

You can engender trust through optimising terms, 
pricing and product suitability, in real-time throughout 
the management 

Reduce your, and your customers, risk by 
integrating affordability into the management

1

2

3
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Helping you on your 
transformation journey 
Experian is helping leading financial services companies around the 

world to accelerate their digital transformations and to create great 

digital experiences for their customers. Our capabilities range from 

consultancy to help companies deploy strong data governance policies, 

to technologies that integrate systems and data, and automate decision 

making to speed up the customer experience. 

In particular we offer technologies, including our intelligent aggregation  

platform, that bring together systems and data to streamline digital 

customer journeys. It allows you to aggregate and analyse data from a 

range of sources to return detailed eligibility scores for customers before 

they embark on an application process, pre-populate their application 

forms for them, and conduct all required checks – such as affordability 

and credit checks, KYC and AML. All seamlessly integrated as part of  

the process. 

One key technology in the Experian portfolio is our Machine Learning 

engine that categorises all data relating to a customer – including their 

bank account transaction data. 

It allows you to make sense of aggregated data platform, giving you a 

clear view of a customer’s affordability. This supports automated lending 

decisions that are accurate and, equal for every customer – helping you 

towards your FCA obligations for customer fair treatment and outcomes.

Through the integration of both aggregation and categorisation into a 

single, ahile, decisioning architecture, you can also convert a customer’s 

data into insights about their creditworthiness and enrich your potential 

for automation. This allows you to pre-authorise your customers for 

products, and to make suggestions about how they can improve their 

financial situations by changing products or providers, all through an 

automated process.  

Smart insights from Experian can help you to create platform services in 

collaboration with your business partners. Where a mortgage application 

is successful, you can offer customers a range of complimentary 

services, from surveying and home insurance, to removal and home 

refurbishment services. This can help you open new revenue streams for 

your business and boost your commercial success – and the concept is 

possible across all services, not limited to only mortgages.
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contained within this report   
Research insights 

Research contained within this report was a commissioned 
study was conducted by Forrester Consulting on behalf of 
Experian. The results are based on findings from 705 global 
managers and above with responsibility or influence over 
customer data, analytics, risk, and SME services. Additional 
insight is data sources such as National Hunter and Credit 
Insight. For more information on any of the findings, please 
contact us. 

• Read the full research findings from our  
Forrester study here 

• To read insight from our Global Data  
Management trends 

• For a full view of the UK Fraud trends,  
please read our annual fraud report 

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 maximize 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 organizations 
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 17,000 people in 37 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/B2B 
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and design solutions through the provision of data 
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we can help organisations to manage credit risk, 
prevent fraud, target marketing offers, automate 
decision making and create a better tomorrow 
for consumers. Derek has been instrumental in 
designing our ‘Omnichannel Customer Journey’s’ 
using consumer insight and Experian capabilities 
to create frictionless experiences, whilst stripping 
out costs and improving cross sale.
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Delivering great 
digital customer 
experiences
Three example  
digital use cases
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three 
key use 
cases
that feature many of the 
benefits of customer-focused 
digital services.

Let’s explore

By embracing the cultural and 

technology changes needed to 

support digital transformation, 

you can enhance every key 

stage in the customer journey, 

from identification and 

authentication, to onboarding 

and ongoing customer 

management. While this 

chapter explores three vertical 

specific examples, they are all 

transferable, across use cases, 

products and markets.



#1 Pre-qualification 
via text. 

An automotive 
credit eligibility 
example. 
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In the past, customers looking for automotive credit had to 
provide in-depth data about themselves and their financial 
situation. The lending decision was made at the end of the 
process, turning down many customers after they had invested 
hours of time – or granting credit, but without the appropriate 
length of assessment to validate whether the vehicle is 
affordable. 

To make the application process better for customers, digital 
services can be used to determine their eligibility at the very 
beginning of the process – before they have invested their time 
or energy applying for the product. 

One example of such an application is to enable your customer 
to ‘text for credit’, offering instant text notification of their likely 
acceptance. The same concept is seen in a chatbot application 
- where the chatbot can return a probability in real-time. 

The most recent is voice. Innovative developments now offer the 
ability to assess terms, pricing and likely acceptance of 
automotive finance, for example, while watching a related TV 
advert and interacting with a smart device. 
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Acquisition:
drives conversion

Removes friction:
minimal data 

capture

Streamlined:
rapid 

identification  
of consumer

Confidentiality: 
results shared 

only with 
customer

1 2 3

Key benefits:

Requesting that customers send a few simple  
pieces of information about themselves to the lender by 
text message.

Returning a percentage score that shows how likely they 
are to be accepted for the credit.

If customers are unlikely to be accepted for a particular 
vehicle or credit agreement, agencies and finance 
companies can offer them an alternative deal that they 
can afford. This turns a rejected application into a cross-
selling opportunity that can generate additional revenues 
for businesses. 

1

2

3



50%
of all searches will 
be voice searches 
by 2020.

2 in 5
say voice 
activated devices 
are essential to 
their lives.

19%
of people use Siri 

at least once a day.

55%
of teenagers use 
voice search on a 

daily basis.

44%
of adults use 
voice search on a 
daily basis.

Watch our example of  
how voice for credit works 
in a real-life scenario »

Watch now »

The opportunity presented by pre-qualification across 
channels: text, type and voice

The development of voice for credit offers consumers the 
opportunity to apply for credit by simply watching TV. For 
example, a consumer could find out about their options by 
asking their smart hub about the car advert they have seen. 
Innovative tools such as voice for credit, or click for credit,  
allow people to equally access financial services through  
simply engaging with a smart device, or when engaging with 
your company via a chatbot. 

62%
of people use a 

chatbot to access 
services because 

of the 24/7 access.

31%
Texts have a high 

conversion rate 60%
of consumers 
used these as 
methods to 
interact with a 
business in 2018.

Chatbots and Alexa 
are equally popular 
means of engaging

217m
 texts a day

Brits send

Watch our animation of 
how text for credit works »

Watch now »
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https://players.brightcove.net/87117017001/rJUPZ43a_default/index.html?videoId=6023802161001
https://players.brightcove.net/87117017001/default_default/index.html?videoId=5846936502001


Try the journey for yourself, 
TEXT, “MWHFG” to 88802 

How it works: 

• Understanding audience insights

• Encouraging people to apply – through clever 

advertising – on social media, for example 

• Integrating into channels – chatbots, social media, 

aggregator sites, online adverts, or even in store or 

on TV adverts 

• Using APIs to connect your APIs with bureau data 

• Applying rules – aligned to your credit risk policies 
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Drives conversion in acquisition 

Reduces friction, through 
minimal data capture Streamlines rapidly, the 

identification of a consumer 

Engages confidentially with 
the consumer – sharing 
results with them only

Supportive of 
traditional channels Tailored around your 

lending strategies

Powered by people 
and expertise

• Responding quickly and verifying eligibility for the 

product straight back to the consumer

• Moving the consumer straight to the application 

stage, still within their secure journey

• Allowing the consumer to apply from there, or  

simply save for later. In social media integration,  

they can come back to the application or discard it 

from their timeline. 

Make informed 
channel decisions



#2 A ‘personal 
financial 
management’ 
application for 
customers
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Demand for credit is changing

As household debt increases in the UK, rising inflation and 
interest-rate rises are putting even more pressure on 
customers’ disposable income. This has left many individuals 
and households with significant credit card debt and high 
payments for interest on loans and cards. Today we see the vast 
majority of borrowers in persistent debt, each paying minimum 
payments and therefore having a revolving balance. Equally we 
see less mortgage demand but more applications for high value 
credit over longer periods of time. 
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Credit demand is 

down in general 

but up on retail 

finance 

Cash advanced 

are rising

Arrears on  

personal loans are 

significantly up 

and credit card 

arrears are also 

climbing

Debt is concerning people 

The customer and their needs are changing. From a consumer 
viewpoint however, what we do see is consistency in their desire 
to better manage their finances – and nine in ten of people we 
engaged during a recent survey commented that relieving 
themselves of a debt burden was a key priority and this is 
where any spare funds go – to clear the balance and be more 
financially stable. 

The risk profile 
of a credit card 

customer is 
changing

Economic 
growth is 
slowing

Dominated by 
higher limit 

cards
Levels of 

persistent debt 

are up



Helping your customers manage their credit

For many of these customers, financial alternatives exist that 
could help them pay off their debts much more quickly. For 
example, the average household credit card debt of £2,574 
would take an average of 26 years and three months to clear if 
customers paid only the minimum charge each month.†  

Obviously, this term can be reduced dramatically by paying a 
larger percentage of the interest-bearing balance each month. 

To speed up the process, customers can choose to transfer their 
credit card balances onto cards that  
offer 0% interest for a limited time. Likewise, consolidating 
credit card debt into a single personal loan can also speed up 
the payment process and save customers’ money. 

Most people have limited knowledge of how to find  
financial advice

The problem is that most customers don’t know about the 
options and have to pro-actively look for advice and support to 
make these kinds of changes. This makes the process difficult 
and restricts access for many customers, who tend to continue 
with the products they have, even if they increase their debt 
burden. 

In this scenario, a digital financial management application can 
provide major benefits for customers. Once customers consent 
to sharing their open transaction data, the app can use 
advanced analytics to look at their debt situation, and trawl 
available products and services that could help them reduce 
their payments or pay off debts faster. 

People want to be financially secure, and paying off debt is a 
priority for many. However, the appetite for recreational 
spending is also up. Few people want physical financial 
services. Most want products and services tailored to their 
needs.

With rising levels of personal, and persistent, debt, empowering 
consumers with financial insight can be a positive step. When 
created using Machine Learning categorisation you can provide 
details around spending against core categories of spend, 
offering you, and them, an understanding from what was 
previously unstructured, therefore unhelpful, data.

33+67+A1 in 3
want a tool to manage 

their finances

82+18+A 8 in 10
would engage in additional 

incentive based services or 

products if it came from a 

company they already had 

a relationship with10+90+A1 in 10
would welcome offers 

from new companies 

† https://www.forbes.com/sites/johnfitzsimons/2018/01/25/why-2018-is-off-to-a-bad-
start-for-those-with-credit-card-debt/#2a6f50bf7803
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Personal finance management (PFM) technology 

works by:

10

£ Analysing the customer’s current financial situation 
based on insight derived from their bank account 
transactions.

Polling comparison sites and other sites for financial 
solutions that offer favourable interest rates or 
payment terms.

Showing customers how much they could save and 
how much faster they could pay off their debts by 
changing their financial products.

Linking customers with the providers and products 
they need to improve their financial situation and 
achieve their life goals.

Integration of a credit score empowers a user  
to better understand, for themselves, how they are 
fairing – but also presents an opportunity  
for them to act as they can see opportunities  
to improve. 

Even more sophisticated would be the ability  
for boosting a credit score – for example a customer 
offering alternative data to you where it offers positive 
benefit to their credit score 

Walk through a PFM journey as your 
customers would »

Click here »

BANK ABC

BANK ABC

BANK ABC

https://projects.invisionapp.com/share/Y2K34U1RTC3#/screens


#3
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A streamlined 
digital mortgage 
application 
process



Improving the mortgage application process for customers 

The traditional mortgage application process is time consuming 
and unwieldy. Customers are required to provide a wealth of 
information about themselves. 

Multiple manual checks are needed during the process to 
identify and authenticate customers, and to validate the 
financial information they have provided. Data from third-party 
providers is also reviewed manually, including their credit score, 
slowing down the process and delaying lending decisions. 

In the traditional process, the affordability assessment comes 
last. This means that customers who do not meet the criteria 
are refused after spending hours filling out forms and talking to 
customer-service staff. 

Contrast this traditional process with a digitised data driven 
mortgage application process and you can streamline and 
improves the customer experience at every stage. 
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Step 1: Quickly assessing the customer’s eligibility 

Based on simple information provided by the customer, you can 
access their credit score. An eligibility score is returned to show 
them how likely it is that their application will be accepted, 
allowing them to take an informed decision about whether to 
apply or not. 

Step 2: Pre-populating the application form

With consent to share bank account transaction data, a fact-
finding tool could pre-populate half to two thirds of a customer’s 
mortgage application form for them. This saves hours of time 
and ensures that all data provided is accurate, trustworthy and 
formatted correctly, allowing the adviser to focus on the 
customer’s needs, rather than on data capture.



Step 3: Automating required customer checks

All data relating to a customer is brought together by 
aggregation, to accurately identify and authenticate them, and to 
assess affordability for the product in hand. A decision is then 
made automatically, potentially reducing customer waiting time 
from days to minutes. 

A streamlined digital mortgage application process
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Step 4: Creating a value-added home-
move offer for customers

Once a customer has been approved for 
a mortgage, you can offer them a wide 
range of complimentary services that 
they may need during their home move. 
These include anything from legal 
services and conveyancing services to 
utilities, internet, home removal services, 
and others – creating opportunities to 
generate new revenues for your business 
in the form of commissions but, most 
importantly, bringing additional value 
into the transaction.  

Mortgage  
Approved

A streamlined digital mortgage application process

Step 5: Supporting customers long term

Many lenders and brokers fail to maintain an ongoing 
relationship with customers once mortgage funds have been 
drawn down. To deliver a better experience, you should consider 
providing ongoing support once a customer has moved into 
their new home. This could even include a home-management 
app that shows customers how the value of their home is 
increasing, how they can save money on their utilities, 
insurance and home maintenance costs and how they can pay 
off their mortgage sooner. You could also provide calculators 
that show how much your customers could borrow in the future 
and how they can benefit by renewing their mortgage with you, 
rather than switching when their term is up. 



Open Banking can enhance your lending strategy  
in many ways 

In mortgage applications, Open Banking can transform the 
application journey by helping to inform the decision, reducing 
the time to offer by 54 days and negating the need to manage 
paper documents. Equally, it has the ability to transform lending 
as a whole, making it more inclusive, accurate and efficient. 

Open Banking enables bank account transaction data to 
be brought into the lending decision. 

Here you can access, in real-time,  
millions of bank account transactions, and categorise it 
into meaningful segments.

You can validate income and outgoings, detect unseen 
income (in some cases), negate the need for paper, and 
reduce the time to offer by 54 days.

You can reduce the risk of first  
party fraud.

Understand the breadth of affordability of an individual 
– the comfort range.

Assess vulnerability and identify future exposure from 
savings and pension details, but also economic change.

1.

2.

3.

4.

5.

6.
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Browse through a mortgage application 
that is powered by Open Banking »

Watch now »

Today there are opportunities brought through advances in 
analytics, and the expansion and decentralisation of data, that 
can enhance the customer journey significantly. At Experian our 
investment in data aggregation, through Runpath, offers you the 
ability to access enhanced data APIs which can allow you to 
innovate in ways you can imagine – but with assurance and 
confidence that the data to power the app, journey or service, 
are effective enablers. At the same time, product innovation 
through HD, and within our decisioning tools offers the ability 
for you to innovate effectively, and fast. 

We are seeing innovation in many ways across industries – not 
necessarily the invention of something new, but finding new 
ways to better address old needs. This is exciting and the 
examples seen through this chapter are examples of just some 
of the ways in which positive developments are occurring 
across industries. Such enhancements are proving to be 
beneficial for both the consumer, as they endure a frictionless 
and slick journey, but equally benefit you as they can support 
your credit risk, fraud, customer strategies and more. 

All use cases are based on 
the same foundation: 
advanced data and analytics 

https://app.ludus.one/0bb5cb0b-eb59-4cd8-a115-670a2b4643d3/full#1


Partner with Experian 

At Experian, we’re so much more than data. We’re the partners 
you can trust to put innovation, speed and scale into your 
business, powering your growth into the future.
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1 We have market-leading data, unrivalled in its 

size, quality and integrity.

2
We understand the transformative power of data 

and have the capability (through our tech), 

knowledge and expertise (through our people) to 

unlock actionable, business-changing insights.

3
We have the global scale and experience our 

customers can trust, to help businesses of any 

size, wherever they are in the world.

4
While we have global expertise and reach, we 

have that alongside a combined local market 

focus, servicing 12000 clients in 80+ countries.

5
We lead the market by constantly innovating to 

make sure what we offer is helping businesses 

stay ahead.

In short, we are partners, not suppliers, who build long-term 
relationships based on shared ambition. Partners who both 
offer and enable:

Through advanced 
analytics and 

alternative, multi-
sourced predictive 

scoring

Through our unique 
data sets and 

modelling tools, 
available on demand 

and in real time 

Thanks to an 
unrivalled breadth 

of portfolio and truly 
global scale.
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