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Changlng 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 S

businesses are preparing for the future | /| \ Q

To discover what's important to the retail sector,
we've delved deeper into the data. From COOs
and ClOs 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?

Compared to all businesses, a third more

retail leaders saw supply chain disruption

as a factor negatively impacting their business.
Unsurprisingly, this puts supply chain issues

on a par with the economic downturn as factors
standing in the way of retail growth.

Rising inflation and/or interest rates, employee/
talent shortages and changing customer
preferences were rated at similar levels by
retail leaders as they were across all sectors.

Retailers, however, reported being less affected
by inefficiencies in the back office - with just
41% reporting this was an issue compared to
48% of all businesses.

CX destinations

All industries benchmark:

66%

57%

68%

64%

62%

57%

65%

48%
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Retail only

Supply chain disruption 76%

Changing customer preferences 63%

Inefficiencies in the back office 41%
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Contents Current landscape

How are businesses
building resilience
over the next

12 months?

From cross-border turbulence to the cost-of-
living crisis, retailers are under just as much
pressure as their customers. But how are
retail leaders planning to respond to change?

In the year ahead, this sector’s priorities align
with those from all businesses. Their three
key initiatives to build resilience are:

* cost-cutting and improving efficiency
* securing faster payments
* renegotiating contracts

While retail leaders' initiatives generally
aligned with the all-business results, they
were less likely to be planning to transform
their back-office payment processes (21%
versus 26%) or enhance their international
payment capabilities (19% versus 30%).

CX destinations Journey to change Expert guidance

53%

Cost-cutting and
efficiency drives

a47%

Securing payments

19%

Enhancing international
payment capabilities

41%

Reassessing contracts with
suppliers and partners

21%

Transforming payment
processes in the back office

24%

Deepening understanding
of customer trends

37%.....
2 5 % Expanding use of data analytics

Employee retention programmes
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Where can
payments create
opportunity?

Despite the challenges, retail leaders are seeing
the opportunities that payment transformation
could bring to their business - from invaluable
insight to improved margins.

60%

agree that their
payment partners
can provide valuable

data on customers
and their spending

preferences. 61 %

agree that their
payment data
represents a major
untapped source of
valuable customer
insight.

“ Data is something that you can
analyse in order to adapt your
strategy and refine your customer
profile, then take action. For example,
do we need a more flexible store or
high-end store, or maybe we don’t
need it at all anymore because that
area is very digitalised? ’,

Ifigo Perez
Global Head of Digital Strategy and Transformation,
Vodafone
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79% 76%

Simplicity and ease Simplified steps around
of payment security and privacy

73% =0
New solutions to support 67 /O

cost-of-living concerns Accepting payments
from international

programmes) customers

(Buy Now Pay Later loyalty
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17%

Bank transfer

36%

Physical card
payments

36%

Digital wallet
4%

Cryptocurrency

AN

® 8%

Scan-and-go Just-walk-out payments

® 1%

Cash
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Trust and
safety
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How are companies
investing for

future payment =i
transformation? 67%

Push-to-debit-card
(e.g. Visa Direct or

As payment acceptance undergoes rapid e el el
change, retail leaders are preparing for the
future with more investment in business-to-
consumer payments than other sectors (79%
versus just 49% for all businesses).

52%

Virtual payment card

They're also prioritising real-time payments
(76% versus 63%), pre-paid cards (69% versus
58%), and push-to-debit-card (67% versus
47%) over other sectors.

43%

New payment
architecture

Pre-paid cards
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What are leaders
doing to transform
payments this
year?

Raising the skills available in-house around
payments is a leading priority, with initiatives
being actioned by three out of four retail leaders.
They're also focused on improving the vendor
and customer payment experience, and adapting

advanced analytics to better utilise customer data.

When it comes to plans to centralise systems

in the next 12 months, only 44% of retailers are
acting, compared to 60% of all businesses. This
could be because retailers already have very lean
systems or are perhaps missing an opportunity
to find greater efficiencies.
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Upskilling workforce 75% +6pp

Improving the vendor and customer payment experience 69% +3pp

Adopting advanced analytics to better utilise customer data 69% +10pp

Increasing automation 63%

Decreasing risk in payment operations 56% +4pp

Integrating finance systems with external 560/
partners for payment initiation and reporting o

Outsourcing elements of payment processing 50%

Centralising systems 44%

. Percentage point difference of the sector compared to all businesses surveyed.
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Wha t’S getting Struggle to demonstrate
in the way of e
payment ST
transformation?

Not enough

. L customer demand
When it comes to delivering key changes

to payments, a lack of relevant skills within
an organisation was identified as the key Not enough budget
challenge by 63% of retail leaders (compared or investment

to 53% by all businesses).

Retailers also faced concerns around a lack
of tangible business cases to prove value
(50% versus 39%) and scepticism from within Lack of tangible business cases Market uncertainty
the business (38% versus 31%). USRI

On a more positive note, the problem

of competing initiatives was felt less by the
retail sector (25%) compared to all other
businesses (51%).

50%
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Opportunity to
cut costs and

3 6% 370/0 drive efficiency

“ Q{.

Interoperability Ability to
with other systems capture
and channels customer data
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43%

work with a
third-party
provider
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29%

Understanding
the sector

30%

Value for money

52%

Transparency, reliability
and accuracy of data

26%

Actionable insight
(e.g. recommendations
for how to use data in
customer outreach)

15%

Demonstrable ROI

20%

Personalisation of data tool
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CX destinations

Journey to change

Making change work for business:
the payment expert'’s view

Expert guidance

How should businesses be responding to the cost-of-living crisis and the resulting squeeze on discretionary spending?
In our Aercely competitive retail sector, being able to understand your customers more profoundly can shape your
business strategy and, ultimately, help you win greater market share.

Get it right with insight

It's said that the customer is always right, but
unless you really understand them at the right
level how can you craft the customer experience
they really want?

We know that today’s consumers want the flexibility
to use their preferred payment method as well as
a consistent customer experience however they
shop - the ‘omnichannel’ experience.

But what about
your customers?

To truly understand your customers, you need to
pair knowledge of consumer expectations with
analysis of meaningful data. This can give you the
insight to build the CX journey that they want and
shape the business that you want.

A partner is just the start

Being clear about your customer experience
ambitions has never been more important. It
should define not only what you do but who you
work with.

The right payment partner will help offer the
insight you need to set your strategic decisions
and back them up with the capability to deliver
for your customers and your business. For us, the
payment part is just the start of how we can help.

Adam Mepham
Director of Retail & Corporate Industries,
Barclaycard Payments
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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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