- The view of senior

- business leaders




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

From COOs and CIOs to heads of marketing

and digital transformation, each respondent

was picked for their influence over payment
approaches and their detailed knowledge of the
tools and partnerships their companies use to
manage payments. These leaders worked across
12 diverse sectors, from retail and manufacturing
to charities and hospitality.

What we have is a fascinating snapshot of where
UK businesses are heading and how they're
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?

Inflation, the economic downturn and cashflow
issues are the top three barriers to growth for
all businesses.

For 70% of organisations with revenues of
£10-£24m, changing customer preferences had
the greatest negative impact, along with growing
competition, inflation and the economic downturn.

Interestingly, while supply chain disruption (57%)
affected businesses of all sizes, it was more acutely
felt by corporates with a turnover above £500m,
77% of bosses attributed poor performance to
supply issues.
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Economic downturn 66%

Employee and talent shortages 64%

Growing competition in the market 57%

Inefficiencies in the back office (o)
(e.g. around processing payments) 48 /0
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Contents Current landscape

How are businesses
building resilience
over the next

12 months?

From post-pandemic recovery and spiralling
costs to technological change and the sustainability
agenda, UK 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, the top
three approaches are:
cost-cutting and improving efficiency
securing faster payments from
clients/customers
reassessing contracts with suppliers
and partners

For businesses with revenues of £25-£49m,
however, expanding use of data analytics (44%)
comes before cost-cutting measures (42%).

And for bosses of companies with £500m+
earnings, 61% are focusing on reassessing
contracts - potentially enabling them to leverage
more economies of scale and pressure than
smaller businesses.
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49%

Cost-cutting and efficiency drives

45%

Securing payments faster
from clients/customers

21%

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

40%

Reassessing contracts with
suppliers and partners

21%

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

26%

Transforming payment
processes in the back office

Expanding use of data analytics

30%

Enhancing international
payment capabilities
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Contents Current landscape

Where can
payments create
opportunity?

Despite the challenges, all businesses are seeing
the opportunities that payment transformation
could bring to their business by delivering more
valuable data and better insight.

“ Whenever we have made
progress or changes in payments,
it has never been based on
purely Anancial needs. We are
always thinking first of customer
experience, customer convenience
and how we can link that to our
business priorities. ,,

Ifigo Perez
Global Head of Digital Strategy and Transformation,
Vodafone

CX destinations Journey to change

51%

agree that payment
transformation is
at the heart of their

customer experience

strategy.

Expert guidance

Making change work

51%

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

4 Previous | 6 | Next p



Contents Current landscape Journey to change Expert guidance Making change work

68%

Simplicity and ease Simplified steps around
of payment security and privacy

%
63%
Personalised Seamless payment

recommendations experience across physical
at point of sale and virtual channels
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14%

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

Expert guidance
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)

51%

Contactless

(debit or credit card,
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o
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449%

Bank transfer

13%

Scan-and-go ‘
(customers scan
as they shop)
®
8%
Cash ‘ 3%

Cheque
®1%

Biometrics

QR codes)

® 5%

Cryptocurrency

(o)

3%

Just-walk-out payments
(e.g. Amazon Fresh)
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Trust and
safety
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Contents Current landscape

How are companies
investing for

future payment
transformation?

Investment in accepting corporate credit cards
(71%) is a key choice for bosses preparing for the
future, followed by real-time payments and pre-
paid cards.

Interestingly, investment in pre-paid cards was
more likely for corporates with a turnover under
£249m compared to those with higher revenues,
with an 11-percentage-point difference.

The latter, however, were more likely to be
investing in new payment architecture (57%)
compared to those corporates with turnover
under £249 (47%), and were 8 percentage points
more likely to invest in real-time payments.

CX destinations

Journey to change Expert guidance

a47%

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

Pre-paid cards

")

Anson Building Services
Corporate

49%

Business-to-consumer
(e.g. Venmo, PayPal)

Making change work

48%

New payment
architecture
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Contents Current landscape

What are leaders
doing to transform
payments this
year?

Our top-level results show that leading
initiatives being implemented by business
leaders are upskilling the workforce, increasing
automation around payments and improving
payment experiences.

However, corporates with a turnover above
£250m are more likely to be rolling out

the adoption of advanced analytics (76%),
integrating finance systems with external
partners (76%) and centralising systems
(76% - rising to 100% for corporates with
over £500m turnover).

Only when it came to decreasing risk in
payment operations were corporates with
turnovers under £249m more likely to be
taking action than their larger counterparts
in the next 12 months.
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Corporates with a turnover under £249m
(percentage point difference for those above £250m)

69% E2lele

Upskilling workforce

Increasing automation 68% +3pp

Improving the vendor and customer payment experience 64% +12pp

Adopting advanced analytics to better utilise customer data 57% +19pp

Integrating finance systems with external partners
for payment initiation and reporting +19f)p

Centralising systems 57% +1 9pp

Outsourcing elements of payment processing 54% +11 PP

Decreasing risk in payment operations 53%

Percentage point difference between corporates with less than
£249m turnover and those with turnover above £250m.
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What's getting
in the way of
payment
transformation?

Lack of skill in-house, competing initiatives and
market uncertainty were seen by leaders as the
biggest challenges to payment transformation
according to leaders across all businesses.

However, when we dig deeper into the numbers,
we see that competing initiatives were a more
pressing issue for corporates with turnovers
above £250m - 76% of leaders in these
businesses thought it their greatest obstacle,
compared to 47% for corporates under £249m
turnover. These same larger businesses were
also less affected by market uncertainty (29%
versus 50%).

Corporations earning less than £249m also
faced more scepticism within their own
leadership - 33% compared to 18% for those
earning more.
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Not enough
customer demand

31%

Not enough budget
or investment

Struggle to demonstrate
adequate ROI

Competing transformation Market uncertainty
initiatives in the business

51%| 47%

Making change work

General scepticism
from the organisation’s
leadership

31%

28%
20%
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Opportunity to
cut costs and

370/0 N W N v drive efficiency

31%
0,0

Customer Recommendation
preferences of external
(gathered through partners
market research,
focus groups etc.)
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45%

work with a
third-party
provider
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23%

Actionable insight

(e.g. recommendations

for how to use data in
customer outreach)

49%

Transparency, reliability
and accuracy of data

17%
Demonstrable 15%

ROI T
Personalisation of
data tool
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Making change work for business:
the payment expert'’s view

How should businesses be responding to the cost-of-living crisis and the resulting squeeze on
household budgets? Being able to understand your customers more profoundly can shape
your business strategy and, ultimately, help you win greater market share.

It's not surprising that more than half of respondents agreed that payment data represents a major source of valuable consumer insights.
We live in an age of data. Most modern businesses are collecting data at an almost unimaginable rate.

Unlocking the answers Seeing the bigger picture
The secret to unlocking insight from that data is the right Whatever your challenges today or your ambitions for tomorrow,
analysis. We've developed tools that allow us to help businesses we can help you use your data to navigate the change towards a
make strategic decisions based on the power of data. brighter future. For us, the payment part is just the start of how
: _ . we can help.
At a micro level, we can use spend data to optimise business
operations - finding ways to streamline processes, free up Marc Pettican
working capital and support vulnerable suppliers. Head of Barclaycard Payments

At a macro level, we can reveal consumer behavioural trends
to help drive commercial strategy and open opportunities -
showing where to invest in your customer experience and
identifying key areas for growth.

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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