
The role of 
positive friction in a 
great customer journey

August 2021
RESTRICTED – EXTERNAL

Make money work for you



Barclays Partner Finance report
August 2021

2

How positive friction could make 
the customer journey smoother
To deliver a great customer experience 
we need to meet two main objectives; the 
journey needs to be simple and quick, but 
it also needs to give the customer chances 
to stop, reflect and make informed financial 
decisions. If we strike the right balance, 
we’ll provide a great customer experience, 
underpinned by responsible and 
sustainable lending.

This is a delicate balance that Barclays Partner Finance have honed over many years 
by introducing features and refinements to our journey. It’s essential for any retailer or 
lender to really consider how they will deliver both parts of the customer journey. A great 
experience builds our mutual brands, and will help customers feel confident to repeat 
their purchases with our partners.

1Barclays Partner Finance ‘POS Opportunity’ research November 2020,     2Research for Barclays Partner Finance - based on the responses of 1,207 UK consumers December 2020

1 To help customers move through the stages  
of our application quickly and reduce  
unnecessary frustration  

We’ve reduced the likelihood of customers 
dropping out of the application process by  
giving them more flexibility. They can now:
• complete their application from any device
• verify their identity without leaving the journey  

to scan any documents
• ship their purchase to any address

These features are likely to drive conversion 
uplifts for our partners at point of sale and 
make it easier for customers to complete their 
application. Customers tell us point of sale finance 
allows them to buy sooner and budget better, so 
they can get the items they really want.2

2 To slow the customer down at the right 
moments, helping them to understand,  
remain in control, and feel safe going forward

We describe this as ‘positive friction’. It’s a pause  
in the application journey – but the customer 
doesn’t find it to be a negative experience. 
Instead, it makes them feel confident and secure 
to proceed, and we can guarantee that we meet 
our most important commitment to customers: 
making sure they fully understand the loan 
agreement they’re taking out.

Some examples of positive friction include: 
• enabling customers to check if they’re eligible  

for finance before they apply, by using a soft 
search that won’t affect their credit score

• breaking down the finance agreement into  
easy-to-understand, bite-sized chunks 

• questions about affordability and having 
customers consider if they can make  
repayments both now and in the future

Customer desire for a balanced journey is reflected  
in our research.1  When taking out finance,  
customers want:
• an easy and simple application
• all the information they need, with no ‘catches’  

or nasty surprises 
• flexibility to choose at every stage ensuring 

affordability throughout 
• a brand they can trust to provide reassurance and 

peace of mind 
• to understand the financial commitment so that 

they feel in control 
• to clearly see how it can be managed as part of 

their cash flow to feel safe from surprises – with 
options perceived to be ‘risk free’

We can see that customers care about how safe our 
journey feels. And this has a direct impact on their 
likelihood to complete the process. 

This report focuses on how we have met these needs 
within our application journey and achieved our two 
main aims:
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We care about the end-to-end purchase journey for customers  
and clients, not just the moment at the checkout

1. Research

5. Re-engage 2. Select and 
apply

4. Receive 3. Purchase

Attract customers with compliant POS finance promotions. Empower 
customers to understand if they could use finance with our Eligibility 
Checker tool, giving them some level of certainty and avoids making 
a full application if it’s unlikely to be approved.
Positive friction: encouraging customers to use a soft search before 
they apply helps them budget and buy the right items for them. It also 
increases our ability to accept their application first-time round and 
allows them to buy a higher quality item if it’s affordable.

Simple, intuitive finance application process. More than 95% 
of decisions delivered instantly.
Positive friction: affordability questions help us determine  
the likelihood that a customer’s circumstances will change,  
and make the right decision for their ongoing financial situation.
Remove frustration: we’ve removed over 15 questions from  
the application that weren’t essential.

Paperless process using Sign Anywhere. 
Positive friction: customers can review their finance package  
in bite-sized chunks so they gain a full understanding of  
the agreement.
Remove frustration: sign the loan agreement digitally with just 
one click.

Ship anywhere with ID verification integrated into the
application journey.
Remove frustration: identity verification is part of 
the application process, and not an outside step. 
Customers can verify themselves with a selfie and 
photographing their documents – there’s no need for 
customers to scan and send documents, or visit a store.

Marketing resources to help re-engage customers and 
attract a new customer base. 
Remove frustration: clear journeys give customers 
confidence in the retailer, so they’re ready to re-engage 
when making future purchases.

We design the end-to-end purchase 
cycle with the principles of clarity, 
simplicity and trustworthiness, 
putting the customer in control of 
their spending.
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Here we look at how we’ve made it easier for 
customers to understand if they are likely to be 
eligible for finance before they apply without 
impacting on their credit record. 

Customers want to know they’ll be approved for credit 
before they apply and potentially impact their credit 
score. That’s where our Eligibility Checker, powered 
by Experian, comes in. It removes uncertainty about 
finance and gives customers confidence to apply – 
46% of customers said they’d be more likely to use 
finance if they could check their eligibility first.* 

It also supports them with budgeting and thinking 
about the best way they can make a purchase. Instead 
of assuming an item’s unaffordable because they can’t 
pay for it immediately and in full, customers are asked 
to consider whether fixed monthly payments out of 
their monthly budget is a viable alternative.

This often gives customers the confidence to buy
what they really want, at the specification or quality 
they would like, and to spend a little more on
additional items they may have their eye on. And for
retailers, it could mean bigger basket sizes with higher
specification items. As one customer puts it:

“The Eligibility Checker gives you an idea of how much 
you could spend in total. That way, you can look at 
making purchases that you were perhaps putting off  
to a future time.”

But even where customers aren’t eligible for as much 
as they thought, this process can help customers 
budget effectively and reduce decline rates.

Easy-to-use, soft-search tool 

Embedded into the retail partner website, the soft-
search tool asks customers a few simple questions and 
gives them a result in seconds. The tool uses a soft 
credit search so there’s no impact on the customer’s 
credit record. 

Phase one of the tool is aimed at helping customers 
quickly understand if they’re likely to be accepted for 
finance. Phase two of the tool (coming H2 2021) is 
geared towards showing customers how much 
they’re likely to be able to borrow overall. 

It’s important to remember that it’s not a pre-approval, 
and customers may still be declined at application.

A deep dive on our features: 
Eligibility Checker

46% of customers considering 
spending over £250 were more likely 
to use finance if they were able  
to check their eligibility  
before applying.1

1Barclays Partner Finance ‘POS Opportunity’ research, November 2020

“It would give you an idea of the total 
amount you could potentially spend 
and therefore look at items 
as additional purchases that you may 
perhaps have been putting off to a 
future time.”1

“

Retaining  
positive friction
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A deep dive on our features: 
Finance application process

First, let’s look at how we’ve made this process  
as easy as possible for customers to complete  
and understand.

A short application can be a deciding factor in whether 
someone applies for credit or not. Nearly half (46%) 
of customers said they’d be more likely to use 
finance if they were asked fewer questions during the 
application.* That’s why our latest application journey 
has just 15 questions, allowing customers to apply for 
finance in minutes. 

Our application is also intuitive and straightforward 
–  it’s created by CX experts, designed to work on any 
customer device, and available in Barclays branding or 
our retail partners’ branding. Up to 95% of decisions 
are now automated. This reduces the likelihood 
customers are referred to our underwriting teams, 
and means fewer breaks in the customer journey.

We also offer the ability to integrate the customer 
application into the purchase journey via APIs for 
a seamless customer experience and to avoid any 
duplication of data. 

Next, let’s look at how we have introduced moments 
of positive friction.

To help customers reflect on their financial 
circumstances when applying for credit, we’ve 
introduced capture questions. These questions ask 
about changes to future income and outgoings, and 
whether the customer has any childcare or dependent 
care costs – information that can’t be gathered 
from credit reference agencies. This helps us better 
understand a customer’s financial circumstances 
during the full life of their loan.

1Barclays Partner Finance ‘POS Opportunity’ research, November 2020

46% of customers considering 
spending over £250 were more 
likely to use finance if they were 
asked fewer questions during the 
application.1

Reducing  
customer frustration

Retaining  
positive friction
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To help reduce fraud, customers can confirm their 
identity as part of the application process. 

There’s no need for them to visit a store or to print and 
complete additional paperwork, which means fewer 
manual referrals and breaks in the application journey.  
It also drives up completion rates, with 42% of customers 
saying they’d be more likely to finish their application 
if their identity could be verified online.* One person 
summed up the changes by saying:

“It’s easier and allows you to complete the process 
without leaving it. That would make me more likely to 
finish the application than if I had to email my documents.” 

Customers are also given clear instructions on how to 
take a self-portrait and how to photograph and submit 
their chosen ID. Once this is completed, they’ll get 
an instant decision and move straight back into the 
application journey. (In rare instances where we do need 
more information, the customer will receive an email  
from us that asks for the additional required documents.) 
This speeds up the overall application process and 
reduces the likelihood of customers dropping out of  
the purchase journey.

A deep dive on our features: 
Remote document verification

42% of customers considering 
spending over £250 were more 
likely to complete the finance 
application if they could verify 
their identity online.1

1Barclays Partner Finance ‘POS Opportunity’ research, November 2020

“It’s easier and allows you to 
complete the process without 
leaving it, that would make me more 
likely to complete it than having to 
leave and email.”1

“

Reducing  
customer frustration
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A deep dive on our features:  
Paperless signing with  
Sign Anywhere

Here’s how moving the review and signing process 
online has made it easier for customers.

Using Sign Anywhere, customers can review their 
finance package, agree with its terms, and sign the loan 
agreement – all with just one click. They no longer need 
to visit a store to sign in person, and we eliminate the 
need to print and store paperwork. 

Sign Anywhere is also an opportunity to introduce 
positive friction into the customer journey. 

From our research, we know that customers can 
be intimidated by the final paperwork and having to 
review terms and conditions associated with finance. 
That’s why we deliberately pause the journey at the 
point of signing. We give clear, transparent information 
about the loan, and help customers understand what 
they’re agreeing to. Customers can then review that 
information in easy-to-understand, bite-sized chunks 
that can be viewed on any device, either in-store or  
at home. 

This also gives our retail partners digital assurance,  
as customers confirm their understanding. 

Reducing  
customer frustration

Retaining  
positive friction
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Introducing innovations

Income capture 
questions added 
to the finance 
application

Sign Anywhere launched - 
customers can review their 
finance agreement in bite sized 
chunks, and can sign their 
application online with just a click

Dedicated copy clearance 
team & Financial Promotions 
specific guidelines available

Customer-led in-store 
application launched

Client Engagement Process – a key 
part of our oversight framework which 
includes financial promotions, ICO and 
FCA licence attestation

Mobile optimisation, remote 
document verification, flexible 
billing and shipping, and 
reduced question set launched

Eligibility Checker launched - customers can check if they 
are likely to be eligible for finance before they apply
New credit line product launched - customers can apply 
for a reusable credit account with a specific retailer
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API journey options for 
partners to connect 
with us available

We have been at the forefront of reducing 
customer friction in customer journeys, and this 
is complimented with a focus on targeted positive 
friction. Together these deliver great customer 
outcomes with clear, user friendly journeys that 
provide controlled and transparent finance.
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At Barclays Partner Finance we believe in making 
lending at the point of need simple, and worked hard 
to remove all unnecessary application steps that can 
frustrate our customers – we’ve reduced the number 
of questions in our flagship journey by just over half, 
cutting the application time from over twenty minutes 
to around three. Through deployments such as online 
ID verification and flexible delivery addresses, we’ve 
also been able remove customer frustration at key 
moments across their purchase journey; this makes it 
easier for customers to complete their purchase, and 
drives an uplift for our retail partners.

In our solutions, we’re also careful to include 
appropriate moments of positive friction. We 
deliberately include targeted questions and checks 
to help ensure we’re making responsible lending 
decisions, and we design our journeys to allow 
customers to pause and make sure they’re confident 
with the financial commitment they’re taking on. Our 
customer research tells us that whilst customers want 
the journey to be quick, they also want to feel in control.

There is increasing regulatory focus on the point of 
sale lending market, and ensuring it’s consistently 
delivering good outcomes for every customer. 
Point of sale lending can offer the benefit of spreading 
the cost of purchase for customers, often at low or no 
cost, but this can’t compromise assessing affordability 
of repayment for a customer. Barclays is dedicated 
to assessing this properly for every single 
customer application.

This is just as significant for our partners, who need 
to know their customers understand the credit 
agreements they’re signing up for, and that they can 
make the repayments both now and in the future.

This can help build a positive, sustainable relationship 
with the customer, encouraging them to consider 
shopping with that partner again in the future. It can 
also help strengthen their brand with that customer.

Barclays are continuing to innovate in this space. We 
provide financial services to over half the UK adult 

population and, as a regulated bank, we believe we 
can use the information we hold on our customer 
to enhance their experiences – so watch this space.

Conclusion
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