THE CREDIT
REVOLUTION
+

CO-BRANDED CARDS THE OPPORTUNITY FOR RETAILERS
50% of the UK’s top retailers offer customers
some kind of credit. When you look at the numbers
it’s easy to see its appeal. In this whitepaper we’ll
show the impact credit, co-branded cards in
particular, have had on some of the UK’s largest
retailers – from increasing demand per customer,
doubling average order values and generating 10
times more spend than traditional credit cards.
There’s no doubt co-branded cards are extremely
profitable, but they used to be the preserve
of only the largest retailers with very ‘prime’
customers. Technology is changing that. It’s
making co-branded cards accessible to more
retailers and more customers, creating unique
opportunities to use big data for highly targeted
marketing and making it easy to integrate as
a streamlined part of the customer journey.

In this whitepaper we’ll explore:
Consumer’s increasing demand for credit
Credit options for retailers
What to expect from a co-branded
card programme
Why more retailers don’t use
co-branded credit cards
Case studies and ROI from the UK’s
top retailers
How technology is shaping the opportunity

As retailers seek ever more creative ways to
engage customers, win over new audiences and
fight off increasing competition we look at how
co-branded cards present a significant opportunity
for retailers. One that savvy merchants will adopt
quickly, before the competition wins the hearts and
minds of their customers.
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CONSUMER DEMAND
FOR CREDIT
The demand for credit from consumers has never
been higher according to the Bank of England.
Credit levels declined after the 2008 financial crash
but have since recovered and are now at their
highest level since 2004 (figure 1).
According to PwC1, British consumers show more
credit confidence now than at any point since
their survey began in 2009. The proportion of
consumers worried about their finances (the
ability to make repayments and secure credit) has
dropped continuously in the last seven years which
is backed up by a significant drop in bad debt.
It’s clear that consumers are more willing and more
able to make purchases on credit than ever before.

Figure 1: Gross credit extended as a % of all consumer spending2
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CREDIT CARDS REMAIN POPULAR
Recent Mintel3 research shows just over half of all
internet users have taken out some sort of retail
credit in 2015 (figure 2). Of the 57% using credit
the vast majority are using a credit card, with other
options such as overdrafts, store cards and online
credit also used.

In the UK there are almost 60 million
credit cards held by 32 million people.

Figure 2: Retail credit used in the last year (2015)4
I have not used credit for retail purchases

57%

Credit card from bank/Building society

39%

Credit card issued by a retailer

11%

Overdraft

9%

Store card

9%

Credit taken out online

8%

Interest free credit over 3 months

4%

Personal loan

4%

Interest free credit 3 months or less

3%

A rent to buy contract

2%

Hire purchase

2%

Other type of credit

1%

Credit cards appeal to customers and the Financial
Conduct Authority say consumers value the
flexibility offered by credit cards and use them in
different ways. They may, for example, use them to
make secure payments and collect rewards, as an
emergency credit facility, for debt consolidation, or
for building credit history.

Those using credit cards were almost 3.5 times
more likely to be using a card from a high street
bank rather than a co-branded card provided by
a retailer. This low penetration is because only the
largest of retailers have historically been able to
launch programmes.

At the end of 2015, there were almost 32 million
credit card holders in the UK5 and around 60
million cards6.
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www.mintel.com 4Mintel Report: Consumer Attitudes Towards Retail Credit, UK – October 2015
FCA Market Study 2016 6 Creditcards.com
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DRIVERS FOR CREDIT
Consumers are taking more credit than at any
time in the past decade and the majority is via
credit cards. It’s interesting to look at the reasons
why customers are choosing to pay this way.
The Mintel research shows the three main
reasons why customers take retail credit:
It’s available
It may be surprising to many but the main reason
being ‘because it was offered’ suggests customers
aren’t always intending to buy or to buy on credit.
However, when presented with an appealing
payment option the purchase is made. Retailers not
offering credit are missing out on sales as
customers choose to wait or go to a competitor.
Finance a specific purchase
Customers look for retailers who help them spread
the cost of their purchases. Our own research on
instalment lending shows 65% of customers only
made their purchase because finance was available.
To secure the sale the positioning and prominence
of a credit offer in the customer journey is critical.
Finance general spending
Credit is not always about a one-off transaction. It’s
also about ongoing availability of funds, especially
for customers looking for ways to manage their
money.

FCA research shows only 2% of credit card
consumers are 18-24 years old, showing just how
hard it can be for this demographic to secure credit.
The same report also highlighted that three-quarters
of those who have taken out credit say if there is
a choice they will go to the shop or website that
offers credit. Just under a third of the sample
say the type of credit on offer affects where they
choose to shop. Our own data shows that 59% of
customers would have bought elsewhere if finance
wasn’t available.
For the majority, credit cards are a mainstream
product, highly regulated and an intrinsic part of
consumer’s financial needs. However, certain
demographics have found it difficult to access
traditional credit card products. Typically those
under 24 years old, those with less than 3 years
address history and many with past credit issues,
but this is changing. Specialist lenders are now
making credit more accessible to a wider spectrum
of consumers.
The conclusion is that retailers who offer credit are
driving incremental sales.

Figure 3: Why people take credit from retailers (percentage)7
Because it was offered

33

To finance a specific purchase

28

To help finance general spending

25

To consolidate other loans

12

Because I had overspent recently

11

Other reason
Don’t know/can't remember

10

9

Lightspeed GMI/Mintel
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CREDIT OPTIONS
FOR RETAILERS

Many of the most successful retailers offer credit
and/or credit card programmes. In fact, half of the
UK’s top 50 retailers offer some form of credit to
their customers. These retailers see it as fundamental
to their business and commit huge resources to
analysing data to increase sales and raise average
transaction values.
If these retail stalwarts can easily prove that credit
is good for business, the same fundamentals will
apply to a retailer of any size.

Half of the UK’s top 50
retailers offer some form of
credit to their customers.
So what options are there?
Instalment financing is great for high value,
infrequent purchases. It gives people a way to
spread the cost with fixed monthly payments.
Store cards or credit accounts are used to
fund and drive repeat purchases from a single
merchant. The customer has a maximum limit
and can add purchases from the specified
merchant. They choose the repayments, subject
to minimums.

The growth of credit is being driven by economic
growth, low-interest rates and high levels of
employment. Credit is highly valued by consumers
but traditional credit cards don’t provide much of
an opportunity for retailers.
However, co-branded cards combine the best of
both - credit for the customer and a direct link to the
retailer’s brand.
Co-branded cards give customers more flexibility
because they can be used anywhere. They become
an everyday spending tool at the front of the
consumer’s wallet, a constant tie to the brand.
For retailers this presents a great opportunity to
give customers something they value and may not
be able to get elsewhere (credit), as well as deepen
brand loyalty, drive repeat purchases and stand out
from the competition.
PwC estimates the targetable market in the UK for
co-branded credit cards is big – between 15m-21m
consumers, and around 1 million new consumers
apply each year for co-branded credit cards.

Co-branded credit cards are also used to drive
purchase frequency, the key difference is they
can be used anywhere. As above, customers
choose the repayment and have a maximum
limit but the card can be used with any
merchant for all kinds of goods and services.
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WHAT TO EXPECT FROM A
CO-BRANDED CARD
So why should you consider a co-branded card
programme?
According to MasterCard8:
•

Co-branded cardholders outspend their 		
counterparts by approximately £3,900 per year.
Co-branded cards drive usage and preference
as consumers seek to “get something back”
for their business and loyalty.
Co-branded card spend is growing at a faster
rate than that of non-reward cards.

•
•

From our own data, we’ve seen that customers
using a co-branded card generate 10 times the spend
for a major national retailer than customers using a
generic credit card.

While co-branded credit cards are clearly attractive
for consumers there are relatively few programmes
in the market, except for the very biggest retailers.
Until now the co-branded credit card market has
been the preserve of enterprise merchants because
of the cost to implement and operate. Technology
has reduced costs and quicker implementation
is making finance accessible to more people and
retailers than ever before.
There’s a real benefit for both the retailer’s bottom
line and also for customers. It’s a mutually beneficial
scenario that can set a retailer apart from others in
the industry at a time when consumers are valuing
credit more than ever before.

WHAT MIGHT THIS MEAN FOR YOU?
Consumer insights for targeted offers:
Smart data analytics from a co-branded
credit card programme can be used to
identify customers who spend regularly
with the competition. Data can be used
to personalise communications and offers
not solely based on what a customer has
bought, bagged or saved with you, but
also what they are spending elsewhere.
Clever personalisation allows a retailer
to drive the right marketing, offers and
promotions for the right customers at the
right time.
Credit where it’s needed: Integrating
credit at the point of sale gives consumers
access to funds where and when they
need them – at checkout. This increases
basket sizes and provides strong
opportunities for up-sell and cross-sell.

8
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New communication channels:
A co-branded credit card provides
multiple contact and communication
opportunities. There are statements and
mailings, websites and transactional
messages that can be used in a customer
relationship strategy. People pay more
attention to communications around an
existing financial product, like a credit
card, than the everyday marketing we
have become so accustomed to.
Highly engaged customers: Linking
loyalty with a co-branded credit card
would be a smart move for retailers.
Tying in rewards, promotions and
special offers for the highest spenders
can cement a retailer’s place as the
customer’s first choice.

Sources: Nilson Reports, First Annapolis Consulting, Boston Consulting Group. The data set forth above in this study derived
from information provided to MasterCard.
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Daily brand engagement: Many retailers
spend a significant proportion of their
budget keeping their brand at the
forefront of customers’ minds and
remaining a favourite with the target
audience. An audience, which is also
bombarded with offers, advertising and
promotions from an increasing number
of competitors too. A co-branded credit
card being used on a regular basis will
be closer to the front of their physical or
digital wallet than any loyalty card would
be. It’s also a visible attachment to the
brand every time they spend.
Increased share of wallet: Credit is
valued by consumers. Offering a cobranded card lets retailers give their
customers something of value, which
competitors aren’t. At the moment
the opportunity is huge, but the curve
is steepening. By taking an early lead
now, retailers can cement their brand
with their target audience before the
competition takes advantage.
Higher customer lifetime value:
Customers using a co-branded card
spend more frequently, have a higher
average order value and remain loyal for
a longer period of time. The value of that
over the course of a customer lifetime is
significant.
Attract new customers: Customers want
the ability to manage their cash flow,
particularly those traditionally
ignored by the banks and lenders.
Give them a way to do this with an
attractive initial offer and see new
customers coming to you rather than
the competition.
Higher average order value: Credit is
proven to increase basket size. Knowing
they can pay later means people can
and do upgrade their purchase, add
extras or buy more. As shown by the
Next example in the Case Study section,
average order value on a credit account
is 2.5 times higher than those paying by
other means.

8

More repeat spend: The effect of
customer retention on bottom-line
numbers cannot be under-estimated.
According to Marketing Metrics the
probability of selling to an existing
customer is 60-70% compared to just
5-20% for a new customer. As many as
45% of new, one-off purchasers do not
purchase a second time. A co-branded
card puts the brand in front of customers
every time they open their wallets. It
marks a retailer out as their preferred
merchant and the first one they go
to. The added benefit of being able to
target the right people at the right time
means customers are more likely to keep
coming back rather than going to the
competition. Retail credit has increased
demand per customer by 6.6% at Shop
Direct as seen in the Case Study section.
Smooth the demand curve: Seasonal
discounting can play havoc with margins
and send demand sky high at certain
times of the year. For customers, it’s
payday and unforeseen expenses that
cause cash flow issues. A co-branded
card lets people buy what they want,
when they need it and know they can
pay back what they owe when it suits
them. This smooths the demand curve
and beats the payday blues for customers.
And ultimately, the reason why
co-branded cards are a commercially
savvy solution – more sales. Co-branded
credit cards generate more value than
general-purpose credit cards because
consumers have a greater affinity with
a retailer’s brand than a bank. Also,
retailers can offer incentives and rewards
to consumers who shop using the
co-branded card which not only drives
initial take-up but increases average
order value, repeat spend and customer
lifetime value.
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WHY DON’T MORE RETAILERS USE
CO-BRANDED CARDS?
Some of the most well-known co-branded cards
have been on the market for years. They’ve been
available as a revenue generating sales tool to
the biggest retailers with the most well-heeled
customer base, but things are changing.
Reasons retailers haven’t adopted co-branded
cards include:

PRIME CUSTOMERS ONLY
In the past retailers have been frustrated by lender’s
inability to offer credit to their entire customer
base. Historically most credit card providers were
more comfortable lending to those who already
had credit because they relied on data created
by a customer’s lending history. Those without a
credit history, a lower income or a ‘thin credit file’
are perceived as high risk and turned down. This
means there are a huge number of consumers
who want credit but don’t qualify in the eyes of
traditional banks. Today, big data and innovative
credit products from more sophisticated lenders
have dramatically increased the numbers of
customers who qualify for credit.

CHECKOUT DISRUPTION
As a retailer you don’t want to disrupt the checkout.
Some retailers believe offering a credit product
during the checkout process would increase abandon
rates, and others are concerned about queues,
paper-based processes and taking sensitive personal
details in store. Technology is now changing that.
Consumers see checkout as a critical part of the
journey too (figure 4) and 81% rated checkout speed
as important and almost 50% abandoned an online
order as paying took too long.

TOO SMALL
Retailers who wanted a co-branded credit card
and who talked to the traditional lenders often found
that programmes were perceived as too
small. Lenders required retailers to commit
to an exceedingly high volume of cards issued
annually and this was unachievable for all but
the very largest retailers.

Figure 4: Attitudes towards credit and the shopping experience9
I have abandoned an online order when paying took too long

47%

53%

I have abandoned a purchase in-store because paying took too long

48%

52%

I don’t want to register for an interest free offer
I like to have a store card for the shops I use most often
I like the idea that goods can be repossessed if I fall behind

54%

46%

60%

40%

66%

34%

The speed of the online checkout process is important to me

76%

24%

If there is a choice I'll go to the one that offers interest-free credit

77%

23%

The speed of the in-store checkout process is important to me

81%

19%
Yes

9

9

No

Lightspeed GMI/Mintel
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TOO DIFFICULT
Many retailers have held back, worried by the
level of resource required to set up and the
impact on the customer journey. With long lead
times, cumbersome processes and significant
time and money required it was hard to get buy
in and prioritise programmes.

REPUTATIONAL RISK
Some retailers have been concerned about
offering credit and any backlash that may occur.
It is worth noting that today’s lending is not the
same as it was before the global financial crisis.
There has been significant investment made in
technology to help consumers manage credit.
This is critical as one of the criticisms in the past
was that credit was too easy to get and that
lenders allowed consumers to get into debt too
easily. There is now a much greater emphasis

on checking affordability (how much a consumer
can afford to repay) and transparency to ensure
consumers understand products and can manage
them sensibly. This is evidenced by the fact that
bad debt is at the lowest level since 196610. Half
of the UK’s leading retailers are offering credit
and regulation is now stronger which should give
retailers assurance that offering credit is not a
reputational risk.
It’s easy to understand why there are so few true
co-branded card programmes amongst all but
the UK’s largest retailers but there are many reasons
why now is a great time to consider it as an option:
the returns it generates, the proven benefits and
customer loyalty in the face of increasing competition
and choice. And if that’s not enough, today’s
technology is having an even greater impact in
making it all possible.

There are a huge number of consumers
who want credit but don’t qualify in the
eyes of traditional banks.

10

10

PWC Precious Plastic 2015
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CASE STUDIES
The numbers from some of the UK’s leading
retailers speak for themselves - over half offer
some kind of credit. We’ve featured just three
examples here to show the impact that offering
credit can have on different
KPIscustomers
within a business.
Retail credit

Few merchants are using a truly customer-centric
co-branded card solution. For those that do, it
provides Jan
a significant
competitive advantage
2015 Jan 2016
so many retailers are reluctant to issue metrics
publically.2.724m
2.606m

Non-credit customers

900k

1,210k

Annual sales value of retail credit customer

£450

£476

Annual sales value of non-credit customer

£211

£198

CREDIT DELIVERS 70% OF SALES
FOR NEXT DIRECTORY
Retail credit customers

The Next Directory is one of the UK’s largest
home shopping businesses
with overcustomers
4m active
Non-credit
accounts. Retail credit is the primary driver of
sales and
hassales
prominent
the retail
Annual
value ofpositioning
retail creditincustomer
sales journey. Almost 70% of customers pay
sales
value of
non-credit
customer
by creditAnnual
and the
average
order
value of
those
that do is almost 2.5 times greater than those

Jan 2015

Jan 2016

2.724m

2.606m

paying by other means. In 2016 Next Directory
delivered
percentage sales growth
900k the highest
1,210k
of the company’s three main channels to market
and£450
made up over£476
40% of total group sales. This
example clearly demonstrates the consumer’s
desire
and the significant impact on
£211for finance £198
11
their business .

Jan 2015

Jan 2016

Retail credit customers

2.724m

2.606m

Non-credit customers

900k

1,210k

Annual sales value of retail credit customer

£450

£476

Annual sales value of non-credit customer

£211

£198

11
Non-credit customers include cash, cheques, debit and non-Next credit card payments. The primary data source is the Next Annual Report 2015 and
2016. Cash sales figures have been extrapolated from the reports by Piran Consulting and are an estimate based on the publically available data.
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REPEAT PURCHASES UP
6.6% FOR SHOP DIRECT

With annual sales of £1.9bn, Shop Direct is the
UK’s second largest digital retailer with brands
such as Littlewoods and Very.co.uk. Credit is
used by a significant majority of customers and
Shop Direct highlights it as a key part of their
customer offering and a real differentiator. In
2016 they invested in developing new technology12
to accept more credit applications (appealing to
the underserved segments), helped customers
understand credit and made it even easier to open
and manage credit online.

• 		15% of new credit customers said the
		attractive initial offer was their top
		reason for opening an account
•		Demand per customer (average order
		value multiplied by purchase frequency)
		increased by 6.6% showing improved
		loyalty and increases in repeat purchases.
•		 Higher basket sizes are driven by
		 personalisation including product
		 recommendations based on customers’
		 browsing and purchasing data.

ARGOS CREDIT SALES
UP 5% YEAR ON YEAR
Argos is one of the leading omni-channel
merchants in the UK and operate through a
network of over 800 stores with over 60,000
products available online. They offer a range of
finance options for high and low value goods.
Customers have a choice of credit options
giving them flexible ways to pay for what they
want and providing loyalty for the group.
•

Home Retail Group are the UK’s largest
store card business and have over
1.7m active store cardholders.

• There’s an average 7% increase in active
		 cardholders year on year.

12

12

Shop Direct Annual Report & Accounts 2015/2016
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• Argos offer both a store card and a 		
co-branded credit card for maximum
customer choice.
• Argos credit card holders spend more in
store than the same demographic of
customers using a non-branded credit
card.
• In 2016 the store card alone drove 		
£739m (11.3%) of retail sales, up over
4% on the previous year. The increased
credit sales were principally as a result of
an increase in credit penetration across
most product categories.

https://www.homeretailgroup.com/our-businesses/financial-services/
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TECHNOLOGY IS TRANSFORMING
CO-BRANDED CREDIT CARDS

Technology is the critical driver behind the
transformation of co-branded credit card
programmes and is dramatically lowering
the barriers to entry.
Some of the key technological innovations
that mean retailers can now consider setting
up co-brand programmes are:
Better credit decisions mean more consumers
qualify for credit and can spend more
Improvements in credit underwriting and smart
use of big data allows more customers to be
approved for credit than ever before. There
are now specialist lenders with highly refined
credit techniques that allow a broad spectrum
of previously excluded customers to qualify.
Technology enables a ‘soft search’ to be made
that doesn’t leave a mark on a customer’s credit
file so they can be more confident about applying
for credit. From a retailer’s perspective an instant
search means the checkout process will not be
disrupted.
Consumer insight drives up spend, basket sizes
and repeat visits
The data created by a co-branded credit card
programme gives retailers a direct line-of-sight into
not only what consumers are buying in their stores,
but gives insight into which competitors they’re
spending with, how much they’re spending and
when. This data is invaluable in promoting
the right offers at the right time to retain consumers
and increase their value. Geolocation data, merchant
spend and spend value can be used to build
all kinds of trigger events and communications for
the best consumers.
A co-branded credit programme will also allow
communication of the right message to the right
customer at the right time through their monthly
statement or other account communications.
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Credit at the point of sale across all channels
The process of applying for credit should be a
consistent experience across all sales channels
– in store, online, on a mobile or over the phone.
Integrating the card application at the point of
sale improves conversion by giving customers an
immediate way to pay and reduces abandonment
as customers don’t need to drop out of the
purchase journey to complete the application.
Technology gives customers access to credit right
where they need it, at checkout.

Retailers can target consumers
based on competitor spend.

Fast programme set up and integration
Traditional co-branded credit card programmes have
historically taken many months, even years to get
up and running. Technology has now removed the
burden of integrating systems, ecommerce
platforms and back-end technologies. It’s possible to
simply skin technology in your own brand and plug
in code that integrates credit at the point of sale.
Development is minimal and can be completed in just
a few weeks.
Issuing instant virtual credit cards
Payments are going cashless and for consumers
who don’t want physical plastic (ApplePay users
for example) a virtual co-branded credit card can be
issued instantly. For those that want plastic cards,
technology now means printing and
personalisation can be done in much smaller
batches than in the past, making programmes
more accessible to a greater number of retailers.
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Automated processing and instant decisions
Gone are the days of holding up checkout while
a customer completes a 20-minute application
form in triplicate. Online applications make for
frictionless checkout. Credit decisions are being
made in seconds rather than days which is often
considerably less than the actual payment process.
Lenders also make a clear decision on credit at this
point (no referrals) so that consumers can spend
immediately, resulting in a great buying experience.

Technology is playing a major part in bringing cobranded cards into the reach of large,
medium-sized and growth retailers. But it won’t
stop there. As technology companies continue to
innovate, the opportunities for responsible lending,
deeper insights, refined targeting, simpler
integration, multiple sales channels and mobile
payments will only get bigger and open the
floodgates for all retailers.

Available to more merchants
Advances in automation and customised printing
mean lower volumes of cards are viable. This
opens the market for medium and large merchants,
previously considered too small if not a top 10
national retailer. Today’s standardised technology
solutions are easy to set up and can be managed
within existing teams. There’s no longer a need for
substantial investments in time and people to set
up or manage these programmes.
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CONCLUSION

Credit has never been so important to consumers.
It’s being used every day to finance specific
purchases as well as general spending. Bankissued credit cards are the most commonly used
type of credit and consumers love the flexibility but
there’s no direct link to a brand.
It’s co-branded cards where the really exciting
opportunity lies for retailers and consumers alike.
Technology is fundamentally changing how these
cards can be integrated in the customer journey,
the data-driven insights available for precision
targetting and how they can be used to drive
deeper brand engagement. Traditional barriers to
entry have been swept away by better technology
and more innovative lending - making credit
programmes available to more merchants and
more consumers.
Offering credit has been proven to be very
successful and profitable by leading UK retailers
who are generating 2.5 times the average order
value and increasing demand per customer by
6.6%. The potential impact for other retailers is
immense.
The conclusions that PCL14 (a leading payments
consultancy) drew from the market data
summarised in this whitepaper, are that:

1.

Customers choose to spend more
frequently and with bigger basket
sizes at retailers providing credit.

2.

Credit cards are the fastest growing credit
product and this is likely to continue.

3.

There is a huge underserved market in
terms of age and socio-demographics that
would use co-brand credit cards but do not do
so today.
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4.

Medium/large retailers have not yet
embraced co-branded credit cards in
the same way as enterprise retailers have.

5.

There are existing traditional users of
credit that would use a co-branded
credit card more if it did not disrupt
the shopping process.

6.

A co-branded credit card can be the glue
to multiple sales and marketing activities
on a highly targetable basis.

This provides a huge opportunity. One that gives
myriad benefits from driving loyalty, increasing
customer lifetime value and higher average basket
sizes. The potential benefits are exponential and
the good news for retailers is that the opportunity is
currently untapped.

There is a huge underserved
market that would use co-branded
credit cards but do not do so today.

But it won’t stay that way forever. Smart retailers
will see the gap and start to issue their own
co-branded cards, but there’s a first mover
advantage. Retailers who can capture customers
now can win heart and minds and create truly loyal
and engaged consumers.
Co-branded credit card programmes have the
capability to transform a retailer’s bottom line and
provide consumers with what they want.
The opportunity is clear but few retailers have
realised and the first to market will be the most
successful in capturing this additional share of
wallet and spend.

Piran Consulting Ltd (www.pcl.co.com)
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A WINNING CO-BRANDED
CARD SOLUTION
Vanquis and Deko have joined forces to develop
and launch a market-leading retail credit card
proposition which overcomes the traditional hurdles
associated with co-branded card programmes. Our
solution allows retailers to offer credit via their own
branded credit card as a payment method at the
point of sale, seamlessly integrated into their store
or ecommerce environments.
Most retail credit cards are taken out during the
sales process. Traditionally the customer journey
has been difficult to build for the retailer, tough to
manage from a compliance and staff training
perspective, and disruptive to the sales journey. Our
solution changes that by leveraging the best retail
credit point of sale technology and applying it to
a credit card application process – a much more
flexible borrowing product for the customer that
offers the retailer an array of broader benefits.
We have focused on radically re-designing the
customer experience. Instead of a time-consuming
and cumbersome application process, we have
created a customer journey which is digital and
frictionless across all channels. Online, customers
apply via a quick and simple application form
which looks and feels exactly like the retailer’s own
shopping environment. In-store, customers can
self-serve on a mobile application away from the
tills, allowing retail staff to focus on throughput and
sales and ensuring no disruption to the
checkout process. There is no clunky paperwork
and no need for staff to waste time re-keying
information. And by providing customers with
instant access to their credit, we ensure they can
spend right then and there in store.
We have also heavily invested in ensuring the
technology integration with the retailer is quick,
simple and light-touch. Our solution can integrate
into a retailer’s online or in store environment in
a matter of weeks, not months as has been the
case with these programmes in the past.
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Our cost-efficient technology lowers the barrier
to entry for retailers who may previously have
been excluded from the retail credit card market
due to the perceived cost, time and effort involved.
Vanquis and Deko provide an ‘off-the-shelf’ solution
which is easy for the retailer to manage, allowing
more merchants to take advantage of this value-add
customer proposition.
Vanquis takes an innovative approach to underwriting
which allows us to support a broad customer base,
including those with a poor or limited credit history.
These customers show a big demand for credit
but often experience difficulty obtaining credit with
mainstream lenders. Our specialism in the ‘credit
builder’ segment makes our proposition ideally suited
to retailers with a large customer base who want to
make it easier for all customers to shop.
Vanquis and Deko’s partnership makes retail credit
cards more accessible than ever before for both
retailers and customers alike.
Contact us to find out more about
our revolutionary new solution or visit
https://www.dekopay.com/credit-card

THE CREDIT REVOLUTION

ABOUT VANQUIS BANK

ABOUT DEKO

Vanquis Bank is one of the UK’s leading credit
card issuers specialising in the ‘credit builder’
segment. To date, we have helped over 3 million
people gain access to credit and given them the
tools to build their credit profiles.

Deko’s smart technology connects lenders and
merchants to give consumers a better way
to finance goods and services at the point of sale.
Continuous innovation helps merchants maximise
revenue, improve conversion and creates a great
customer experience.

Part of the FTSE 100-listed Provident Financial
Group, Vanquis has a proud history of financial
inclusion and lending innovation.
partnerships@vanquisbank.co.uk
www.vanquis.co.uk

Founded in 2008, Deko provides services
to over 1,400 merchants including Samsung,
Mothercare and Game.
0800 021 7150
hello@dekopay.com
www.dekopay.com

