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 Channels and the customer 

 How do you make great customer decisions across 
channels? 

 UK Fashion Retailer case study 

 How is it different in other industry sectors? 
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“ 

” 

You’ve got to  

start with the customer 

experience and work 

back toward the 

technology – not the 

other way around. 

— Steve Jobs 



6 © 2016 Experian Information Solutions, Inc. All rights reserved. 

Experian Public. 

#vision2016 

 Choice of channel based on preference 
and convenience 

 You contact them through the most 
appropriate channel at the right time 

 Consistency across channels 

 Clear, accurate information 

 Relevant 

 Honesty and integrity  

 Quick 

What does the customer want from  

their channel experience? 

Your interactions, through every channel, need to demonstrate that you 
know the customer, so they feel valued 



7 © 2016 Experian Information Solutions, Inc. All rights reserved. 

Experian Public. 

#vision2016 

Our clients leverage a broad range of 

channels to “talk” to their customers… 

Events 

In-store / branch 

Postal 

Telephone 

Kiosk / ATM 

E-Mail / SMS 

Mobile 

Door-to-door 

Internet 

Website / 

social 

media 

7 



8 © 2016 Experian Information Solutions, Inc. All rights reserved. 

Experian Public. 

#vision2016 

Channel statistics 

Source:  Statista 2016 

Share of mobile banking users among cell phone owners  

in the United States from 2009 to 2016 
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Balancing customer centricity with your own 

objectives and obligations… 

Getting the balance wrong can be catastrophic 

For example, the mis-spelling of Payment Protection Insurance  
in the UK lead to $50 billion being repaid to the consumer 

Creating, managing and evolving profitable relationships… 

… balancing the fair, transparent and high quality experience 
of the customer… 

… with your own rewards, costs, risks, capital requirements … 

… and regulatory compliance 
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How do you make 

great customer 

decisions across 

channels? 
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Leveraging one central decision engine to create and continuously  
evolve a customer view and define a customer-centric strategy, across all channels  
and all points of the customer lifecycle 

How do you know the customer so that you 

can balance customer experience with your 

objectives and obligations?  

Central, common 

decision engine 

Data integration and aggregation 

Analytics 

Segmentation 

Strategy 

Business intelligence 

http://www.google.co.uk/imgres?imgurl=http://images.wisegeek.com/human-brain.jpg&imgrefurl=http://www.wisegeek.org/what-is-the-brain-parenchyma.htm&usg=__GZoPA962m8D1aVIT1HSqcUZnVpE=&h=787&w=1000&sz=61&hl=en&start=1&zoom=1&tbnid=g_oS7zYemXs_cM:&tbnh=117&tbnw=149&ei=NSMJUYTuBoim4ATO3IHgBA&prev=/search?q=brain&hl=en&sa=X&gbv=2&tbm=isch&prmd=ivns&itbs=1
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We want to profile all customers and target 

them with the right strategy… 

Watch 

Manage exposure 
Maintain revenue 

Problems 

Potential Resolutions 

Stars 

Keep and grow 
relationship 

Potentials 

Grow revenue 
Control costs 

Low Lifetime value High 
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… for all potential actions across  

the lifecycle 

 

Cross and up-sell 

Validate and enhance 

customer profile 

Customer value – 

actual and potential 

Manage limits  

and exposure 

Establish customer 

relationships 

Monitor customer 

indebtedness and risk 

Pre- delinquency and 

collections actions 

Renew relationship 

Set salvage, retention 

or reactivation strategy 

Review and amend 

pricing 

Single customer view 
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Cyclical customer assessment 

 Our standard, established and foundational approach  
is to run a batch decisioning process against your account 
management or CRM platform 

 We pro-actively create a strategic view of the customer  
and associated strategy definitions 

 Customer performance data, demo-graphics, bureau  
data, marketing data are aggregated to create: 

► Account and customer level scores for 
risk, attrition, propensity etc. 

► Understanding of holistic financial 
exposure and “open to buy” 

► Product propensity 

► Limit management 

► Upsell, cross-sell and bundling  
opportunities 

► Authorizations limits 

► Collections activities 

► Marketing activity 

► Next best actions 
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$10,000 loan request 
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Where channels are interactive, we make real time decisions  

about the customer 

Real-time customer assessment 

Customer Lifetime Value – High 

Risk – Low, Up to Date 

Current exposure $11,900 

$0 open to buy 

Propensity to buy – Low 

Card Limit $9,000 

Transaction limit = limit +20% 

Product to sell – Insurance 

Last contact – inbound internet Accepted loan app 05/16//2016 

Next action – outbound  e-mail for insurance 05/31/2016      

 Accept / decline decisions 

 Product selection decisions 

 New or revised limit management 

 Upsell, cross-sell and bundling 

opportunities 

 Next best actions – what product to 

promote 

Real-time creation or amendment 

of the customer view 

$10,000 loan accepted 
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UK Fashion Retailer 

case study 
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 Established in the 1800s as a traditional mail order 
company, on the back of the reformed UK Royal 
Mail service 

 They have extended their channels and brands  
to include online, in-store, telephone 

 They offer retail finance on their own products 

 They automate their customer decisioning 
processes behind these channels and across  
the lifecycle   

 Experian software, data, analytics and consultancy 
have supported their evolution and success 

 In 2015, they chose Experian’s PowerCurve™ 
software as part of their strategic transformation 
plan 

UK Fashion Retailer 

“Ours is truly a 

customer-focused 

operation” 

 

Annual Report 2015 
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UK Fashion Retailer 

Channels 

In-store / branch 

Postal 

Telephone 

E-Mail / SMS 

Mobile 

Internet 

Website / 

social 

media 

18 

 5 brands 

 Mainly UK business 

 Evolving in the USA 
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UK Fashion Retailer 

Objectives  

 

 Improved and wider 
use of decisioning 
enabling them to 
grow and transform 
their business 

Balance  

rewards, costs, 

risks, capital 

requirements 

 

 Replace existing 
legacy systems 

 Provide an 
expandable platform 
for the introduction 
of new data services 

Manage  

costs and  

drive growth 

 

 Provide a full 
customer view 
across the entire 
customer life cycle 

Customer 

focus 

 

 Adhere to new 
Financial Conduct 
Authority regulation 

Comply with 

regulation 
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Redefine their customer decisioning platform 

 Cyclical customer centric view 

 Enhanced analytics 

 New strategies to drive limit management, collections, 
exposure management 

Streamline their originations solution: 

 More dynamic business processes 

 Revised strategies 

 New anti-fraud solutions 

Real-time customer journey decisioning 

 

 

 

Decisioning for UK Fashion Retailer 
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Cyclical customer decisioning 

Customer Lifetime Value – High 

Risk – Low, Up to Date 

Current exposure $300 

$3,000 open to buy 

Propensity to buy – High 

Limit $2,500 

Transaction limit = limit +20% 

Product to sell – Summer Range 

Last contact – outbound mailing bill on 04/25/2016 

Next action – outbound marketing e-mail 05/20/2016      
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 The customer view is pivotal is making 
interactive decisions throughout the lifecycle 

 Effective cross-selling means many 
originations cases come from existing 
customers 

 Transactions on existing accounts can 
decisioned online 

 The following is a real world scenario… 

Originations 
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UK Fashion 

www.ukfashion.co.uk 



24 © 2016 Experian Information Solutions, Inc. All rights reserved. 

Experian Public. 

#vision2016 

UK Fashion 

www.ukfashion.co.uk 

Men’s Trousers - GREY 
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UK Fashion 

www.ukfashion.co.uk 

0800 123456 

neil.stephenson@uk.experian.com 

neil.stephenson@uk.experian.com 
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UK Fashion 

www.ukfashion.co.uk 

0800 123456 

0711 111222 

Neil 

Stephenson 
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Prompts call  

to the Experian 

Decisioning 

Platform 

UK Fashion 

www.ukfashion.co.uk 

0800 123456 

45 

Main Street 

Beeston 

LEEDS 

WEST YORKSHIRE 

WY21 97B 
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Customer Lifetime Value – High 

Risk – Low, Up to Date 

Current exposure $600 

$0 open to buy 

Propensity to buy – Low 

Limit $3,000 

Transaction limit = limit +20% 

Product to sell – Hiking Gear 

Last contact – inbound internet Accepted app 05/16//2016 

Next action – outbound  e-mail for Hiking Gear 05/31/2016      

PowerCurve™ orchestrates real-time data 

aggregation, external services and makes 

smart, analytical decisions 
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www.ukfashion.co.uk 

Neil 
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UK Fashion 

www.ukfashion.co.uk 

0800 123456 

45, Main Street,  Beeston, LEEDS, WEST 

YORKSHIRE, WY21 97B 

 

Men’s Trousers - GREY 
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Convergence of credit risk and marketing 

31 

Credit risk Marketing 

Decisioning around  

holistic view of customer  

Add to 
basket 

What’s the next product to show to a customer  

given their intent to buy? 

Browse Website 
What’s the next product to show to a customer  

given their on-site browsing? 

Website landing page 
What’s the best product to show when a customer  

lands onsite? 

Digital advertising 
What’s the best advertisement to show when 

somebody is browsing the Web? 

Checkout 
Pay now: three monthly payments of $90;  

six monthly payments of $50 
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How is it different  

in other industry 

sectors? 
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Channel challenges across industries 

Retail / retail finance Telecommunications Banking 

Knowing your 

customer 
Essential Essential Essential 

Customer service 

expectations 
High expectations High expectations High expectations 

Right product fit 

to the customer 
Essential Essential Essential 

Compliance Less regulation Heavily regulated Heavily regulated 

Online growth Online is growing 
Online and retail outlet 

channels are dominant 

Online is growing, moving 

more complex issues to 

branch and telephone 
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“ 

Major banking client of PowerCurve™  

Santander’s view 

Experian’s PowerCurve™ Originations and 
 PowerCurve™ Customer Management offering were 
second-to-none. Customer acquisition and growth remain key 
challenges for our business and Experian’s solution provides us 
with the flexibility to identify our most valuable 

customers, as well as to share this data across the business.   

We look forward to working with Experian to develop our 
business strategy and use these tools to achieve long-term 

growth through customer acquisition and  
advanced review systems. 

Mark Staveley  
Chief Credit Officer ,  

Santander UK 

” 
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Major banking client of PowerCurve™  

Australia New Zealand Banking Group 

ANZ customer 

now benefits 

from much 

faster and 

more 

automated 

credit card 

system 

approvals; no 

longer delayed 

by human 

intervention 
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Closing 
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 Start with the customer – they want to feel that  
you know them 

 The decisions you make need to balance customer 
experience and your business objectives and obligations 

 You need to make holistic, customer centric decisions 
across all channels – not within them 

 UK Fashion Retailer: 

► A multi-brand, multi-channel retailer that believes 
“Ours is truly a customer focused operation” 

► Customer-centric decisioning across channels  
and across the lifecycle is their vehicle  
for compliant growth 

 Many similar challenges are shared, and are being solved, 
across retail finance, banking, telecommunications, etc. 

Summary 
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Q&A 
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For additional information, 

please contact: 

@ExperianVision | #vision2016 

Follow us on Twitter: 

#vision2016 
Neil.Stephenson@uk.experian.com 
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Share your thoughts about Vision 2016!  

 
Please take the time now to give us your feedback about this session.  
You can complete the survey in the mobile app or request a paper survey.  

Select the breakout  

session you attended 

Select the Survey 

button and complete 1 2 

#vision2016 
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