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Changing payment technology
to gain a competitive advantage

We teamed up with FT Longitude to hear
what 500 senior leaders are thinking about
the payment landscape today and how their
businesses are preparing for the future

To discover what's important to the hospitality and
leisure sector, we've delved deeper into the data.
From COOs and CIOs to heads of marketing and
digital transformation, we compared the responses
of business leaders in this sector to the responses of
all businesses. It's a fascinating snapshot of where the
sector is heading and how it's planning to get there.

The research was carried out by FT Longitude and Barclaycard Payments and
comprised of a survey of 500 senior UK business leaders, at organisations with
an annual turnover of at least £10m, as well as a series of qualitative interviews
with senior executives with responsibility for payments.
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Contents Current landscape

Which factors are
having a negative
impact on business
performance?

Employee and talent shortages have been

an issue for hospitality and leisure businesses for
a number of years, so it's unsurprising that three-
quarters of leaders saw it as having a negative
impact on growth (11 percentage points more
than other sectors).

Many of the other factors having an impact were
at similar levels to the all-business results, except
for liquidity and cashflow, and inefficiencies in the
back office (9 and 13 percentage points higher
respectively). While there are no easy answers
for a sector under enormous pressure from
factors outside its control, improving back-office
efficiency, responding to customers’ preferences,
introducing new ways to manage cashflow and
training/retaining talent could be areas where
businesses can take action.
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Hospitality and leisure only

Liquidity and cashflow challenges 74%

Changing customer preferences 67%

Inefficiencies in the back office 61%

Supply chain disruption 54%

4 Previous | 4 | Next p



Contents Current landscape

How are businesses
building resilience
over the next

12 months?

From immigration restrictions to post-pandemic
recovery and soaring costs, hospitality and leisure
businesses are facing a range of challenges and
opportunities. But how are leaders planning to
respond to economic uncertainty?

When it comes to building resilience, top of
leaders’ goals are:

securing faster payments
cost-cutting and improving efficiency
reassessing contracts

expanding the use of data analytics

Only 18% of leaders were rolling out employee
retention programmes. This perhaps indicates that
despite falling margins much has already been
done to address the talent shortage, or perhaps
points to new opportunities to be innovative

in this area.
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56%

Securing payments faster
from clients/customers

48%

Cost-cutting and
efficiency drives

16%

Deepening understanding

of customer trends and
preferences (such as through
analysis of payment data)

18%

Employee retention
programmes (e.g. higher-
than-average pay rises)

44%

Reassessing contracts with
suppliers and partners

25%

Enhancing international
payment capabilities

33%

Expanding use of data analytics

31%

Transforming payment
processes in the back office
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Where can
payments create
opportunity?

Despite the challenges, hospitality and leisure
leaders are seeing the opportunities that
payment transformation could bring to their
businesses - from invaluable insight to an
improved customer experience.

T 6%

agree that payment
transformation
is at the heart of

their customer
experience strategy.

“ Because we now know a lot more
about each individual, we are able
to form a better picture of them and
personalise the service. That is the
gold dust we can use to improve our
customers’ experience. ,,

50%

agree that their
payment partners can
provide valuable data
on customers and
their spending
preferences.
CETIDLEVED]
CTO, Soho House
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79%

Simplified steps around
security and privacy

67%

Seamless payment
experience across physical
and virtual channels

Expert guidance Making change work

PASSPORT

70%

Accepting payments
from international
customers

4%

Simplicity and ease
of payment
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18%

Scan-and-go (customers
can scan as they shop)

A

Taking payments
online

T emers

25%

,,,,, Bank transfer

36%

Digital wallet
(e.g. Apple Pay)
® 10% ® 5%

Just-walk-out payments
(e.g. Amazon Fresh)

Buy Now Pay Later
(e.g. Afterpay, Klarna etc.)

7%
. Payments using ' 3%

cryptocurrency Cash
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Speed of
completion
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Contents Current landscape

How are companies
investing for

future payment
transformation?

Hospitality and leisure leaders are more likely to
invest in faster and more convenient payments
that could also lower transaction costs. Take, for
example, business-to-consumer payments, such
as Venmo or PayPal; 74% of the sector are likely
to be investing soon compared to just 49% for
all businesses.

Similarly, investment in push-to-debit-card
methods is more likely to attract the attention of
this sector compared to all other businesses (67%
versus 47%). The more instant nature of these
payment methods may be attractive for improving
cashflow and customer satisfaction.

However, there is still a lot of interest in other
payment methods in line with the plans of all
businesses.

CX destinations
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41%

Virtual payment card

49%

New payment
architecture

Pre-paid cards

62%

Real-time
payments

Making change work
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Contents Current landscape

What are leaders
doing to transform
payments this
year?

Initiatives to adopt advanced analytics are

being implemented by 79% of leaders in the
sector - compared to just 59% of all businesses.
Outsourcing elements of our payments
processing was also significantly more popular
for hospitality and leisure businesses (68% versus
55% of all businesses).

What was striking about this sector is that for
every payment transformation initiative we
asked about, over half of leaders were planning
to capitalise on at least one this year. This

clearly shows an importance being placed on
payments to help evolve businesses and develop
competitive advantages.
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Adopting advanced analytics to better utilise customer data +20pp
Improving the vendor and customer payment experience

Outsourcing elements of payment processing

Centralising systems

Decreasing risk in payment operations 63% +11 pp

Upskilling workforce

Increasing automation

Integrating finance systems with external 530/
partners for payment initiation and reporting o

. Percentage point difference of the sector compared to all businesses surveyed.
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What's getting
in the way of
payment
transformation?

With the turbulence and crises of the last few
years, it's unsurprising that 68% of leaders say
market uncertainty is the biggest challenge

to payment transformation - compared to just
47% of all businesses. Competing initiatives and
general scepticism from leadership were also key
challenges for just under half of respondents.

On a positive note, lack of skills (37% versus 53%)
and a lack of tangible business cases to prove
value (32% versus 39%) were lower for hospitality
and leisure bosses compared to all sectors. Close
to 30% fewer leaders also said that not enough
budget or investment was the greatest challenge

- perhaps showing that with the right buy-in,
keeping payments fit for the future is still possible.

Journey to change
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Lack of tangible business

cases to prove value 320/
Not enough

customer demand 320/
Not enough budget o

or investment 21 /o
Struggle to demonstrate o
adequate ROI o

Lack of skills within
the organisation

37%
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48%
.
3 6% Ability to

capture
customer data

Recommendation
of external
partners

Opportunity to
cut costs and
drive efficiency

Making change work
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61%

work with a
third-party
provider
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31%

Understanding

33% the sector

Brand
recognition

48%

Ability to combine
data sources

25%

Demonstrable ROI

19% 12%

Personalisation o

of data tool Actionable insight (e.g.
recommendations for how to
use data in customer outreach)
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Making change work for business:
the payment expert'’s view

The hospitality and leisure sector has been through a lot over the past few years, with tough
pandemic protocols followed by even tougher macroeconomic headwinds.

While some businesses have made payment transformation less of a priority for understandable reasons, others have continued to
invest in their payment technology strategy.

Payments for growth Partnering with payments

Having the right tech in place could unlock continued growth As the sector looks forward, investment in payments is going
and success for businesses. Leaders are looking to take full to be key. The right payment partner will help offer the insight
advantage of what payment tech can offer, from deeper you need to set your strategic decisions and back them up with
insights into customer behaviour to improved customer the capability to deliver for your customers and your business.
journeys with faster and more convenient ways to pay. For us, the payment part is just the start of how we can help.
With tourism increasing again, being able to accept payments Jamie Evans

across channels and currencies becomes a vital part of Director, Corporate Travel, Barclaycard Payments

Welcoming more overseas customers.

Making change work
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@ barclaycard | payments


https://www.barclaycard.co.uk/business/forms/bcp-corporate
http://barclaycard.co.uk/business/corporate-solutions
https://www.facebook.com/BarclaycardPayments
http://www.linkedin.com/company/barclaycardpayments/
https://twitter.com/BcardPayments
https://www.instagram.com/barclaycard_payments
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