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EXECUTIVE SUMMARY
This is the seventh in a series of annual
Equiniti Credit Services research reports
investigating consumer attitudes to
unsecured credit.

analyses the evolution of data to determine
critical takeaways for lenders.

As in previous years, this report draws
on data collected from a survey of 2,000
UK consumers conducted in Q4 2019.
It identifies vital attitudinal trends and

This year, Equiniti Credit Services partnered
with Credit Kudos, an FCA-authorised
credit bureau and Open Banking Account
Information Service Provider (AISP), to give
a broader scope to the traditional lending
remit.

SECTION
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SECTION

Explores current trends in the credit
market and borrowers’ attitudes towards
different lenders. It reveals that although
cautious consumers are still borrowing
from banks, there is an established
market for alternative lenders.

Examines the growing importance of
brand reputation as a deciding factor for
borrowers. It discusses how both traditional
and alternative lenders could benefit from
this perceived trust and explores how
consumers might react to non-financial
brands entering the lending market.

SECTION
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SECTION

Reveals a rapid decline in usage of oncepopular price comparison websites,
and what this means for lenders who use
them as the gateway to reach consumers.
It analyses data to make the case for an
alternative, new revenue proposition – a
declines management platform – which
can match consumers to alternative
loans, and lenders, should their first
choice of application be rejected.

Focuses on the potential of open banking
as a driver of new, more personalised
products and services to borrowers. As
consumers become more willing to share
their data and become increasingly au fait
with the benefits of open banking, our
research reveals a set of specific use-cases
for new consumer-centric offerings.

The report concludes that as technology
continues to drive convergence across
sectors, and new brands make a play for
the consumer credit market, established
lenders need to ready themselves for

4
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what’s next. It discusses how established
lenders can build on their current positions
by investing in the right technologies which
will deliver on what consumers really want.
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INTRODUCTION

Welcome to A Brands’ New Decade, the latest annual research report
from Equiniti Credit Services, investigating consumer attitudes towards
unsecured lending in 2019.
Conducted against a backdrop of political instability and during the
‘Brexit limbo’, this research reveals a slowing of growth in consumer
credit. It provides insight into consumer attitudes to the unsecured credit
market, including both traditional and alternative lenders and emerging
technologies. Importantly, the report also reveals opportunities for credit
providers to leverage new technologies to enable the creation of new
services and revenues.

Methodology
Of the 2000 people questioned in this year’s survey, 51% were women,
and 49% were men. The age demographics analysed included 26%
Millennials (18–34), 35% Generation X (35–54) and 39% Baby boomers
(55 and over).
The research was undertaken in the UK between October and November 2019 by
ResearchBods.
equiniticreditservices.com
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THE MARKET

1
Market view:
Where are the
opportunities for lenders?
The market has stabilised,
with YoY borrowing falling
slightly by 3% overall:

+7%

Most significant increase
in borrowing from 25–34s

6

67%
Chose to borrow
from a bank.
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Market stabilisation
Since 2018, overall borrowing has slowed
by 3%, with figures indicating a stabilisation
of the market. This slight YOY decline in
borrowing is reflected across the age groups
surveyed, declining by 4% (35–44) and 7%
(18–24 and 45–54). Borrowing by those aged
55+ showed no change, with just 8% taking
out a loan over £1,000 in the past 12 months.

Living with caution?

Chose to borrow from an
alternative lender

This cautiousness could explain why
banks remained the preferred type of
lender overall, despite the proliferation of
alternative lenders, with 67% of respondents
saying that they had borrowed from a bank.

What about alternative lenders?
Only one in five people (21%) chose to
borrow from an alternative lender, a figure
that has fallen across the board from last year
suggesting they may be losing the battle, for
now. More than one in three (36%) younger
millennials those aged, 18–24, however, did
choose to borrow from an alternative lender.
Continuing an established trend seen
over previous years, data suggests that
consumers do remain open to borrowing
from other lenders. 64% said they would be
likely to consider an alternative lender over
a traditional bank next time they need to
borrow money, with this figure rising to 79%
for those in the 25–44 years-old bracket.

36%

21%

The data suggests that UK consumers may
be exercising a level of financial conservatism
as a result of ongoing economic stagnation
coupled with the political uncertainty that
continued throughout the majority of 2019.
Interestingly, the only demographic where
this does not appear to be the case is
amongst older millennials, or the 25–34-yearold age group, where borrowing increased
by +7%.

Banks are lender of choice –
for now

Of those aged 18–24,
chose to borrow from an
alternative lender.

Takeaways for lenders:
While the consumer credit market may
not be growing at the pace it once was,
there is still opportunity. Although banks
are the first choice for most borrowers,
the apparent willingness of consumers to
consider an alternative lender the next time
they need credit should not be ignored. With
younger millennials showing growing levels
of confidence in the credit market, along
with Generation X’s appetite for alternative
lenders, appealing to these markets
should be a key focus for lenders looking
to differentiate. Open Banking is already
providing greater opportunity to compete,
equiniticreditservices.com

with transactional data no longer an exclusive
asset of the high-street lenders.
To reignite the credit market, remain
competitive and capture those with the most
buying power, lenders should look to new
data to create new products and services that
appeal to consumers’ expectations for instant
gratification and demand for high levels of
personalisation, and customer service.
History shows that slower growth will not
last forever, and it’s those lenders who look
ahead, and invest in the agile technologies
available today who will ready themselves for
a market upturn, whenever that may be.
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The brands are back in town:
What’s driving consumers’
loan choices?

25%

39%

Ranked brand reputation as
the most important factor for
their choice of loan provider.

Would only borrow from a
well-known lender.

Apple

8

Google

Amazon

Admiral

42%

41%

34%

26%

21%

When asked to select a loan from a
list of established brands, respondents
selected:

John Lewis
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Factors driving loan choice
When asked which factors they considered
to be most important when taking out a loan,
unsurprisingly, a low-interest rate remained
the number one factor, cited by 45% of
people.
Interestingly, brand reputation has overtaken
low weekly / monthly repayments as a key
deciding factor. One in four people said it
was the most important, and 21% the second
most important consideration. It seems that
if the rate is right, cautious consumers are
more inclined to trust – and default to –
recognised, trustworthy brands during times
of uncertainty.

Don’t bank on your reputation
While 39% of this year’s respondents would
only consider borrowing from a well-known
lender, just 14% said that they would only
borrow from a lender they’ve used in the
past.

Reputation, it appears, does not equal
loyalty, so lenders should not rely on return
custom and recognise what it is that attracts
consumers when choosing a lender.

Brand name credit
Indeed, consumers may willingly move
away from traditional lenders if given the
opportunity to engage with a brand they like
or consider to have a good reputation. When
asked to select from a list of established
brands, loans from Google and Apple would
be chosen by 26% and 21% respectively
and Amazon by a huge 34% of respondents.
Less surprising is that Admiral and John
Lewis, both of which already offer personal,
unsecured borrowing, were cited by 41%
and 42% overall. Given that over half of
consumers would consider an alternative
lender next time they need a loan, these
findings suggest a ready-made market for
big players who can move quickly.

Takeaways for lenders:
It seems that well-known lenders can be
cautiously optimistic, at best. Data suggests
that, across the board, consumers still perceive
low-interest rate products as representing the
best deal. In uncertain times, they may default
to well-known lenders, but even then, there is
little evidence of any sustained brand loyalty.
If given the choice, brand reputation may
trump financial experience.
There is apparent appetite for trusted
consumer brands like Admiral and John
Lewis, that enjoy strong reputations in their
primary businesses and then move into the
unsecured lending market. This model may

equiniticreditservices.com

well provide a blueprint for others to do the
same in the coming months and years.
Big tech or retail brands, like Apple, Amazon
and Google are known for market-leading
user experiences. These brands are not
only cross-market disrupters, they are
unencumbered by banking legacy systems,
so can start fresh, digitally, and deliver a new
level of customer experience. To compete,
banks now need to invest in new agile
technologies and services that can drive their
own enhanced user-experience.
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PRICE COMPARISON
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No Compare – the decline of
the price comparison site
Goodbye, best buy?
2019 data reveals a dramatic reduction in the
use of traditional price comparison websites
by consumers seeking the best-rate loans,
a drop of 27% overall. This is a sudden and
sharp fall, following years of consistently high
usage suggested by previous years of data.

Selective shopping around

Will look at five
or more different
lenders

10

Will look at three
different lenders

Prime for the decline
If their credit application was declined, 59%
of respondents indicated that they would
be likely to continue with an alternative loan
application from a different financial provider
at a slightly higher interest rate. This rises
to 71% of 25–34-year-olds, and 72% for
those aged 35–44. Just 13% would refuse
altogether. This echoes previous years’ data,
confirming an established market for the
instant follow-up of declined applications at
the point of refusal, and a prime opportunity
for lenders.

10%

33%

28%

Despite comparison sites falling out of
favour, interest-rate conscious consumers are
still inclined to shop around and compare
multiple loan providers before committing
to an application. One in three people (33%)
look at three different lenders, and 28% will
review over five to ensure they are getting
the best deal. Less than 10% would only
consider a single option.

These figures, combined with the apparent
importance of low-interest rate and brand
reputation explored in the previous sections,
suggest that many consumers are going
direct to their preferred lender and then
comparing the ‘best’ offers within a select
pool of their choosing. This time-consuming
task, creates an opportunity for aggregators
who revise the model of a traditional price
comparison website, and harness new data
collection tools to create improved bespoke
offering to the consumer.

Will only consider
one option
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27%

drop in use of price
comparison sites over the
past 12 months.

59%

people would move forward
with a higher-interest loan,
from another provider, if
declined by their first choice.

Takeaways for lenders
It seems that savvy consumers are no longer
satisfied with a ‘best-buy’ table of available
products and instead are favouring a
direct-to-lender approach that offers a more
personalised, accurate result. Multiple factors
could be influencing this shift in mind set:
increased knowledge on the selective ‘shopwindow’ approach taken by price comparison
sites; perhaps a greater understanding of
the commercial deals that underpin lending
panels, or even a feeling that the customer
experience they deliver hasn’t kept pace with
today’s expectations of digital services.
Propositions that continually engage
consumers with bespoke offerings will win
out over transactional ‘fire and forget’ search
products. Consumers are growing tired of
representative rates that don’t reflect reality.
Services that can better utilise data to uniquely
match a product to a consumers’ needs are
rapidly overtaking the conventional models.
The proliferation of data could prove to be
an asset for aggregators that are able to
determine its best use. Those that are making
the first moves with new datasets could build
a new, competitive advantage.
If the decline in the use of price comparison
sites continues, however, lenders who count lowinterest rates as a primary point of differentiation
should consider revisiting their strategy and
establish new ways to attract borrowers.
Even if borrowers do go direct, variations in
their financial circumstances means not all
applicants will be eligible for the best deal.
equiniticreditservices.com

With this in mind, the potential for a declines
management platform to retain customers that
have been turned down is already significant
and likely to grow. These solutions use alreadyinputted data to match a declined applicant
to the next best offer available quickly and
efficiently, regardless of lender. Few, if any,
lenders have created a viable offering in this
space so, with the technology readily available
2020 may be the time to move, as price
comparison sites continue to wane.
The establishment of a declines process
could also boost the standing of well-known
lenders, positioning themselves as responsible
and consumer-centric entities, supporting
Treating Customers Fairly (TCF) principles and
effectively managing vulnerable customers.
Ensuring that anyone found to be ineligible
for their best rate is instead offered a viable
and affordable alternative, is surely a better
outcome than them being abandoned and
left to re-apply with no better chance of
success. It could also be a commercial win-win
for both the initial and ultimate lenders.
Automated technologies that enable
intelligent credit decisioning against a marketwide loan panel can support in determining
the right product for each customer’s
circumstances, ensuing that they are only
matched with affordable alternative products
that they are likely to qualify for. Significant
development potential also exists as data
sharing via open banking APIs becomes more
widely accepted and used by consumers.
11

API AND AI

4
Open banking,
open sesame
75%

Of 25–34-year-olds were open
to sharing data in exchange for
convenience

72%

60%

Would be willing to share bank
transaction history in exchange
for a better loan rate

Are interested in flexible
loans’

A better deal

Getting personal

New questions for our 2019 survey revealed
that 58% of respondents would be willing to
use open banking to share their transaction
history with a credit provider, if it meant
reducing the time and effort needed to
fill in a loan application. This figure rises
to 70% for 18–24 year olds and 75% for
25–34-year-olds suggesting that consumers
are increasingly more open to sharing data in
exchange for convenience.

Survey data also indicates interest from
consumers in the wave of new financial
services being enabled by open banking.
Three quarters (75%) said they would be
interested in a loan from a single provider
which is flexible to suit their circumstances
when they needed more money. 68% would
be willing to accept a lower-rate loan rather
than go into an unarranged overdraft. This
is especially relevant given the new rules
around overdraft charges coming into force
in April 2020.

Data sharing would also be considered if
the consumer were able to get a better deal
overall. Only 16% would be ‘not at all likely’
to share their personal financial data to
enable their existing provider to offer them
additional loans at a lower rate. And 60%
would be willing to give lenders temporary
access to their bank accounts in exchange for
a better, more personalised mortgage rate.
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In addition, only 40% would refuse to regularly
disclose transaction history during their loan
period, if it enabled the lender to determine if
they would qualify for a lower rate.
By having access to individual’s real-time
transaction data across their accounts,
lenders could get an accurate view of a
person’s lending profile and tailor products
accordingly. Borrowers could be rewarded
with lower rates as their loan term evolves,
based on sound financial behaviour.
Research Report – A Brands’ New Decade

I want it now
When it comes to getting funds from their
loans, 73% of this year’s respondents expect
to receive funds from an accepted application
in 24 hours or less, with 17% wanting access
instantly or within a few minutes.

The intel on AI
When asked about other technologies,
almost one in three (32%) respondents
indicated that they trust Artificial intelligence
(AI) to successfully determine their credit

worthiness, and 27% would also be likely
to trust a robo-adviser to find their next
mortgage deal. For nascent technologies,
these stats provide a revealing and optimistic
nod to the future.
That said, the data doesn’t spell the end
for humans just yet. Almost half of all
respondents prefer either face-to-face (24%)
or telephone (23%) contact with an adviser
when searching for answers to queries about
their loans.

Takeaways for lenders, from Credit Kudos
Personalisation and instant, consumercentric digital services are now embedded
into almost every key customer service and
user experience touchpoint. As we move
into 2020, consumers’ expectations for such
services will only increase, and lenders need
to ensure they’re not left behind.
Research suggests that consumers are open
to the range of practical applications on offer
to turn their data into more personalised
services. Rather than a static, fixed-rate or
loan amount set out over several years, new
transaction data-based products can flex and
adapt to fit changing individual circumstances
and lifestyles. Lenders could create more
sustained and deeper relationships with their
customers by using data to gain a better
understanding of them as individuals, creating
a more central-role for themselves in the lives
of their customers.
Lenders should capitalise on the appetite for
these services early and communicate them

equiniticreditservices.com

as benefits that could be afforded by open
banking. Doing so may increase adoption
and unlock the data needed to make them a
reality.
It is intelligent, agile loan management
technology that can bridge between
traditional lending frameworks and new open
banking capabilities to enable the delivery
of new, flexible services to meet consumer
demand. The ability to create deeply
personalised offerings hinges on making
sense of aggregated data and processing it
quickly to determine individual outcomes.
Personalisation and digitisation go hand in
hand and those lenders that make that leap
will be able to hardwire both responsible
lending and innovation into their operations,
resulting in the delivery of standout products
to the market.

www.creditkudos.com
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CONCLUSIONS

Conclusions:
What should lenders do next?
It’s a challenging market, but opportunities
remain. As technology continues to drive
convergence across sectors, established
banks need to ready themselves for what’s
next. They must recognise new ways to
reach consumers and be fleet of foot with
technology and new data sources, focusing
on delivering the first-rate user experience
that will ensure they protect their lender-ofchoice status.
For well-known, alternative and new
lenders, there is an opportunity to capitalise
on consumers’ willingness to explore other
credit sources. The battle here will likely be
won through personalisation. Technology
is quickly changing what consumers expect
from the services they use, and as the
months pass, they are softening to the idea
of technology-enabled services, like open
banking and AI. These are moving beyond
concept stage in the minds of consumers
and starting to establish themselves as
enablers of better services. When borrowers
14

feel they are in a ‘safe’ environment, they
may be more willing to capitalise on these
technologies for a better deal.
Access to new data sources, like open
banking, requires consumer consent,
meaning that lenders who adopt early will
have a significant data advantage. Having
greater visibility of consumer behaviour,
both before and after an application, will
enable lenders to quickly leverage this
insight to bring new and improved products
to market.
Crucially, lenders need to ensure they
are investing in the right systems and
partnerships. Only with the right blend
of technologies and specialist support
can they ensure they ride the wave of
technological change that the 20’s will
deliver, and use it to deepen trust, extend
brand reputation and deliver the services
that consumers really want.
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About EQ (Equiniti Group plc)

About Equiniti Credit Services

EQ is an international technologyled services and payments specialist,
providing non-discretionary payment and
administration services to some of the
world’s best-known brands and the UK’s
largest public-sector organizations.

Equiniti Credit Services builds innovative
solutions that are transforming the credit
industry. Offering a complete outsourced
credit management solution, combining
award-winning proprietary technologies,
specialist personnel, FCA compliant
processes and industry best practice.

It is the UK’s leading provider of share
registration, employee share plans, and
associated investor services, and has market
leading positions in pension administration
and software, and employee benefit
schemes.
Equiniti’s services, which are delivered by
over 5,000 employees, benefit 36 million
people in the UK and 120 countries around
the world.

Equiniti Credit Services delivers flexible, agile
solutions that support the entire loan life
cycle process. The scalable platform enables
lenders to increase efficiencies, reduce time
to revenue and improve operations.
‘Equiniti Credit Services’ is the trading
name of the following companies; Pancredit
Systems Limited, Equiniti Gateway Limited
and The Nostrum Group Limited. Part of
the Equiniti Group.
www.equiniticreditservices.com

Credit Kudos
Credit Kudos is an FCA-authorised credit
bureau and Open Banking Account
Information Service Provider (AISP) that
uses financial behaviour to measure
creditworthiness. Through direct
connections to the UK’s largest banks,
Credit Kudos aggregates and interprets
transaction data for use by lenders, brokers,
and financial institutions. Credit Kudos
goes beyond traditional scoring, providing
a comprehensive view of a borrower’s
creditworthiness. Our platform transforms
complex sets of information in easy-to-use,
digital-first tools to help everyone make
better lending decisions.
www.creditkudos.com
equiniticreditservices.com
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