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This content is provided for general information purposes 
and is not intended to be used in place of consultation 
with our professional advisors. The analysis it contains was 
commissioned by Clearpay (Afterpay) and prepared by 
Accenture on behalf of Clearpay (Afterpay). 

Views and opinions expressed in this report are based on 
Accenture’s knowledge and understanding of its area of 
business, markets and technology. Accenture does not 
provide medical, legal, regulatory, audit, or tax advice, and 
this report does not constitute advice of any nature. While 
the information in this document has been prepared in good 
faith, Accenture disclaims, to the fullest extent permitted 
by applicable law, any and all liability for the accuracy and 
completeness of the information in this document and for any 
acts or omissions made based on such information. Opinions 
expressed herein are subject to change without notice. 

No part of this document may be reproduced in any manner 
without the written permission of Accenture. This document 
refers to marks owned by third parties. All such third-party 
marks are the property of their respective owners. No 
sponsorship, endorsement or approval of this content by the 
owners of such marks is intended, expressed or implied. 

Note: All monetary !igures are in GB pounds and accurate 
as of 2021. All 2021 estimates are !inancial year estimates 
for FY21.
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ECONOMIC IMPACT  
OF CLEARPAY IN THE UK

Clearpay hosted the largest 
online BNPL marketplace 
in the UK with 5,540 
merchants listed on its 
store directory

Consumers saved up to 
£28 million in credit card 
fees in 2021 by making 
purchases with Clearpay

UK consumers accrued  
£79 million in bene!it in 2021 
by using Clearpay, equivalent 
to £37 per user

1 out of 5 Clearpay users 
have stopped using credit 
cards since signing up and 
another two thirds have 
reduced credit card use

Clearpay fashion  
sales made up 8% of total 
fashion e-commerce  
in the UK

Clearpay delivered  
£403 million in net bene!its  
to merchants in 2021

60% of Clearpay supported  
jobs were outside of London  
and the South East

Clearpay drove additional 
revenue for SMBs: more than 
£4 in every £5 spent with 
SMBs was new revenue

Clearpay supported 9,550 
jobs across the UK in 2021
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Executive  
Summary

Executive summary

!e COVID-19 pandemic has created 
a period of increased "nancial 
uncertain# and necessitated rapid 
digitisation of the economy. !is 
intensi"ed the pre-pandemic trends 
of sustained growth in e-commerce 
and digital payment technologies. 

Debt conscious and digitally-connected consumers are 
moving away from traditional credit options and towards 
alternatives that o!er both interest-free borrowing and 
greater spending "lexibility.

Buy Now, Pay Later (BNPL) enables consumers to make 
small, short term purchases, often repaid in interest-free 
instalments. This means that a user can purchase an item 
without paying the full value upfront at no extra cost if 
repayments are made on time. 

The BNPL payment model provides consumers with 
several key bene"its, including the ability to spread the 
cost of purchases across multiple pay periods. As a result, 
consumer spending on BNPL in the UK has grown by 348 
per cent since January 2020. In contrast, spending on 
credit cards has declined over the same period. 

BNPL has become a particularly signi"icant payment 
method for fashion purchases, accounting for 9 per cent of 
fashion retail spending in the UK, and 27 per cent of online 
fashion retail spending. This means that one in every £4 
spent on fashion e-commerce in the UK is now paid for 
with BNPL. It has also become a popular payment method 
across all age groups. Although it is most popular with 
online shoppers under 45, one in four online shoppers 
aged 45 to 54 also use BNPL.

Copyright © 2021 Accenture. All rights reserved. 
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Executive summary

Clearpay is a leader in the UK BNPL market and paying with 
Clearpay provides a variety of bene"its to consumers. These 
include the ability to pay in interest-free instalments, which 
gives consumers more control over their "inances and 
enables them to make purchases in a way that "its with their 
own budgeting needs. This generated £79 million in surplus 
bene"it for Clearpay users in 2021, equivalent to £37 per 
user. The bene"it for users without access to a credit card is 
nearly twice as high, at £73 per year.

Clearpay also provides users with a convenient alternative 
to traditional credit models and revolving debt. One in "ive 
Clearpay users have stopped using credit cards since signing 
up, and an additional two-thirds of users have reduced their 
credit card use. 

Clearpay users saved up to £28 million in credit card fees 
in 2021, equivalent to £2 per order. This is the value of the 
savings if all Clearpay purchases were made using a credit 
card. Clearpay users also had lower late fees than credit 
card users in every debt percentile. 

Clearpay delivered £403 million in net bene"its to its  
merchant partners in 2021 - 98.3 per cent of which are 
small and medium businesses (SMBs). For the average 
merchant, this generated a 15 per cent increase in total 
pro"it margin (across all channels). Clearpay helped its 
merchant partners generate new revenue through:

• larger customer basket size

• exposure to new customers

• improved checkout conversion

• rise in repeat purchasing; and

• increased  brand relevance.

By partnering with Clearpay, the average merchant also 
reduced their costs on Clearpay sales through:

• lower customer service costs

• lower customer acquisition costs

• lower return rates

• lower marketing costs; and 

• lower fraud rates.

For example, Clearpay has the largest online BNPL 
marketplace in the UK with 5,540 merchants listed on its 
store directory - 1.7 times more than its closest competitor. 
The store directory is key in driving website tra#ic to 
merchant sites and provided merchants with one million 
referrals globally per day.

Clearpay supported 9,550 jobs across the UK in 2021, with 
60 per cent of jobs located outside of London and the 
South East. This includes 1,500 direct jobs with Clearpay 
and its merchant partners to support higher order volumes, 
for example in order ful"ilment and customer service. It also 
includes 4,530 indirect jobs or jobs in the supply chain, for 
example in logistics and marketing. Finally, it includes 3,520 
induced jobs or jobs generated by the extra spending in the 
economy by workers who have been directly and indirectly 
supported by Clearpay.

Copyright © 2021 Accenture. All rights reserved. 
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1.

Buy Now, Pay Later 
is becoming a 
preferred payment 
option in the UK
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UK consumers are increasingly 
turning to BNPL to be$er manage 
and control their "nances. !is 
coincides with broader awareness 
of consumer debt and a desire for 
%exible spending models which help 
manage everyday spending.

The UK BNPL sector has evolved to meet the changing 
demands of consumers for increased choice, more 
purchasing power, better transparency and control over 
their "inances. In a time of increased "inancial uncertainty 
and technological disruption, BNPL has provided 
consumers with "lexible payment services, and merchants 
with additional payment channels. 

UK consumers are increasingly turning away from traditional 
credit to fund purchases. Despite retail spend growing 20 
per cent between 2016 and 2021, household credit card 
debt decreased by 16 per cent in the same period. 

On the other hand, BNPL payments have grown by 348 per 
cent since January 2020 and have become a signi"icant 
portion of online transactions, with one in every £4 spent 
on fashion e-commerce now paid for using BNPL.

UK spending on BNPL has 
increased nearly 350 per 

cent since the start of 2020

One in every £4 spent on 
fashion e-commerce is 

paid for with BNPL

Copyright © 2021 Accenture. All rights reserved. 
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1.1 UK consumers are becoming more 
debt-conscious
UK consumers are reducing their credit card debt. 
Outstanding credit card balances decreased by £16 billion 
between 2019 and 2021 despite an ongoing increase in 
retail spending (see Exhibit 1).1  

A signi"icant reduction in outstanding debt occurred 
during the COVID$19 pandemic (2020 to 2021). During 
repeat lockdowns, consumers cut spending on foreign 
holidays, recreation and transport, and instead used the 
funds to pay down debt.

1 UK O!ice of National Statistics (2021), Retail Sales Index: Pounds data tables; Bank of England database LPMVZRJ

However, growth in credit card debt was already falling 
before the pandemic. Outstanding balances grew 5 per 
cent between 2017 and 2018, compared to just 1 per cent 
between 2018 and 2019. These pre-pandemic declines may 
indicate a permanent consumer shift away from credit card 
debt as consumers become more debt-conscious.

More recently, credit card balances decreased by 12 per 
cent in 2021 compared to the previous year (with the 
amount outstanding decreasing from £63.8 billion to 
£56.2 billion). 

Outstanding credit card debt of individuals

£ billion, average annual amount, seasonally adjusted, latest available

EXHIBIT 1

Credit card debt decreased by £16 billion in the last two years despite an increase in retail spending

Note: Retail spend excludes automotive fuel and is an average. Retail spend for 2021 is a full year estimate based on data to October 2021.
Source: Bank of England database LPMVZRJ; UK O!ice for National Statistics (2021), Retail Sales Index: Pounds data tables 

2016

65

81

Retail spending
Outstanding credit balance

2017

69

84

2018

72

88

2019

72

91

2020

64

91

2021

56

97
16

Retail spending is continuing to 
increase while outstanding credit  
card balances decline
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BNPL is currently a small portion of the UK payments 
system. However, spending on BNPL is growing rapidly - it 
has increased by 348 per cent since January 2020. This is 
signi"icantly higher than debit card spend growth (19 per 
cent), and credit card spend, which has declined by 2 per 
cent in the same period (see Exhibit 3). 

4 Bain & Company (2021), Buy Now, Pay Later in the UK report
5 Clearpay is the UK subsidiary of Afterpay
6 Worldpay (2021), Global Payments Report

The growth in BNPL is expected to continue. At current 
growth rates, BNPL could account for 10 per cent of all 
UK e-commerce spending by 2024.4 Other more mature 
markets, such as Australia, have experienced a similar 
growth trajectory. Australians began spending with BNPL 
in 2014 after major providers such as Afterpay5 entered 
the market. Today, more than 10 per cent of Australian 
e-commerce is paid for using BNPL.6 

UK consumers are also saving more, with the proportion 
of households with no savings decreasing by 13 per cent 
between 2017 and 2019.2 Households have also voiced 
intentions to continue their high rates of saving after the 
pandemic, with 74 per cent of UK consumers indicating 
that they would like to save more than they had pre-
pandemic.3  

2 Family Resources Survey 2016"17, 2017"18, 2018"19 and 2019"20; Accenture analysis
3 IPSOS Mori (2021), Nationwide Building Society’s UK Consumer Insights Panel

1.2 BNPL has grown exponentially in the 
last two years
BNPL enables users to make small, short-term purchases, 
with no extra interest or purchase costs applied if 
repayments are made on time (see Exhibit 2). 

EXHIBIT 2

BNPL enables small, short term purchases that are o&en repaid in interest-free instalments

Low or no 
interest 

(0%)

~15%

~30%+

~10%

<£100 £500 £2,500 £10,000+

Payday lenders and consumer leasing

Cash payment

In-house 
purchase 

plans

Instalment payments with interest

Non-interest instalment payments 
(e.g. Clearpay)

Line of Credit

Personal loan

Size of 
purchase 
and term of 
loan

*Interest-free periods may be o"ered 
Source: Company reports

Including overdrafts and credit cards*

Including retail, specialised #inance and P2P marketplaces

Potential cost to customer for di"erent credit types

indicative range equivalent annual interest rate Broader BNPL

Other unsecured credit

BNPL our focus 
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EXHIBIT 3

Spending on BNPL has increased nearly 350 per cent since the start of 2020 

Q1 2020
0

360

180

60

420

240

120

480

300

Q2 2020

Q3 2020

Source: UK Finance Card Spending Update (August 2020 and August 2021); Money Dashboard data; Clearpay data; Accenture analysis

UK consumer spending by payment type

Quarterly index of consumer spending, 100 = January 2020

Q4 2020

Q1 2021

Q2 2021

Debit
Credit

BNPL

Since Q1 2020:
Debit: +19%
Credit: -2%

BNPL is already a popular payment method for fashion 
purchases, comprising 9 per cent of all fashion retail 
spending in the UK. BNPL payments are even more 
prominent in online fashion retail, making up over a 
quarter of all online fashion retail spending in the UK (see 
Exhibit 4). 

“I prefer Buy Now, Pay Later to credit cards 
and loans because there is no interest.”

Kelly, London

EXHIBIT 4

One in every £4 spent on fashion e-commerce is paid for with BNPL

Total 
retail

Online 
retail

Fashion 
retail

Source: Clearpay data; O!ice of National Statistics UK (2021), Retail Sales Index; Accenture analysis

Online 
fashion 

retail

BNPL market share of UK payments

% of payment market, 2021

1% 4% 9% 27%

+348%
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CASE STUDY

British Fashion Council 

“The British Fashion Council (BFC) has a unique position at the centre of the UK fashion industry. In 
2019 the fashion industry was worth £35 billion to the UK economy and created 890,000 jobs. The 
BFC is responsible for bringing the industry together to showcase excellence, champion talent and 
drive positive change in the industry,” says the BFC’s Communications Director, Clara Mercer.

“We promote UK fashion globally through events and programmes including London Fashion Week 
and The Fashion Awards. We also provide education and business support to nurture new talent 
through initiatives such as NEWGEN, the Fashion Funds and Fashion Trust, all of which are funded by 
the British Fashion Council Foundation. We want to support the brightest minds and creative talent in 
the industry to grow long-lasting and responsible businesses. 

The pandemic has had a huge impact on the retail industry and it has been a real challenge for fashion 
retailers who have been forced to do things di!erently and look at new ways of working. We are 
acutely aware of the need for businesses and UK shopping destinations to build back better and adapt 
to new ways of working and showcasing product. Digital innovation has been a lifeline and many of 
the practices that have been adopted over the past few years will continue.

This is why our partnership with Clearpay is so bene"icial. We’re working with British designers to build 
their brands in a new era - developing experiential physical spaces but also creating a compelling 
digital o!er. Clearpay is a key part of that as it provides consumers with greater choice, transparency 
and a better way to pay. With consumer con"idence returning to the retail market, we know that 
Clearpay o!ers a compelling solution for customers and merchants alike. 

Looking ahead, we’re driving the conversation on clean growth and innovation in the supply chain. 
All of us in fashion have a responsibility to make the industry as sustainable as possible - whether 
it’s through developing new technologies to reduce waste, or advocating for a circular economy. If 
customers are to be encouraged to invest in higher quality products that are built to last, we need to 
incentivise "lexible options for payment to give them the con"idence to buy. This is why Clearpay is so 
important for the future of e-commerce.”

“If customers are to be encouraged to invest in higher 
quali# products that are built to last, we need to 
incentivise %exible options for payment to give them 
the con"dence to buy. !is is why Clearpay is so 
important for the future of e-commerce.”
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2.

Consumers accrued 
£79m in bene#its 
from using Clearpay 
and are protected 
from revolving debt
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Clearpay is increasingly becoming the payment method 
of choice for UK consumers in fashion, health and 
beauty. Clearpay’s thriving two-sided network connects 
consumers to an extensive array of merchant partners 
- the overwhelming majority of which are small and 
medium businesses. 

Clearpay users accrued £79 million in surplus bene"it in 
2021 from features such as the ability to pay in instalments 
and budgeting support, equivalent to £37 per user.7 These 
features also enabled Clearpay users to adopt better 
saving and "inancial habits, with one in "ive users stopping 
using their credit card after signing up and an additional 
two-thirds of consumers reducing their credit card use.

Clearpay drove substantial savings on late fees and interest 
for UK consumers, with users avoiding up to £28 million 
in interest costs and fees in 2021 that would have been 
incurred if purchasing with traditional credit cards.

7 Source: 2020 Ipsos survey of Clearpay consumers and general population, n=2,622; Survey of UK Clearpay users 2021,  
n=2,437; Clearpay data; Accenture analysis

15

Clearpay provided new payment 
options and purchasing %exibili# to 
more than two million active users 
in the UK. !is has led to substantial 
consumer bene"t, including greater 
abili# to manage purchases and 
protection from revolving debt.

Clearpay generated £79 
million in consumer 

bene!it in 2021

1 out of 5 Clearpay 
users have stopped 

using credit cards since 
signing up and another 
two thirds have reduced 

credit card use

Copyright © 2021 Accenture. All rights reserved. 

Consumers saved up to 
£28 million in credit card 

fees by using Clearpay
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2.1 Clearpay generated £79 million in 
consumer bene#it in 2021
Clearpay enables users to make small, short-term 
purchases through interest-free repayments. Users 
pay a portion of the purchase price upfront and the 
remainder over the next six weeks. Users can "ind their 
payment schedule in the Clearpay app and get sent 
regular payment reminders. There are no extra interest or 
purchase costs applied if a user makes repayments on 
time and, for those that pay late, late fees are capped and 
users cannot make additional purchases through Clearpay 
until their account is settled. This breaks the cycle of 
revolving debt enabled by traditional credit products such 
as credit cards.

Clearpay users have a stronger understanding of interest 
than the UK population - 68 per cent of Clearpay users 
correctly answered a standardised question on interest, 
six per cent higher than the population average.8 Clearpay 
users are also more likely to be employed and younger 
users earn eight per cent more than the average 18 to 24 
year old.9 

Clearpay users have better saving habits than the general 
population with Clearpay users saving 11 per cent of 
their income compared to nine per cent for the general 
population. This results in an additional saving of £740 
per year for Clearpay users based on average disposable 
income in the UK (£36,900).10 Clearpay users also make 
considered purchases. Before making a purchase of more 
than £75, 91 per cent of Clearpay users compare prices 
between websites and 88 per cent read product reviews.11 

Paying with Clearpay provided a variety of bene"its to 
consumers (see Exhibit 5). Chief among these was the 
ability to pay in instalments, which gave consumers more 
control over their "inances and enables them to make 
purchases in a way that "its within their own budgeting 
needs - for example, to align with salary pay periods or 
other bills and expenses.

8 Interest question: Amount of money in savings account after #ive years, with starting amount of £100 and a guaranteed interest rate of 2 per cent after 
#ive years. (Correct: More than £102). Survey of UK Clearpay users 2021, n = 3,005; Money Advice Service Financial Capability in the UK (2018); FCA 
Financial Lives 2020; Accenture analysis

9 UK O!ice of National Statistics (2020), Household Finances Survey; UK O!ice of National Statistics (2021), Employment in the UK: November 2021; Survey 
of UK Clearpay users 2021 n = 2,437; Clearpay data; Accenture analysis

10 Nimble Fins UK (2021), Average Household Savings & Wealth UK 2021; Survey of UK Clearpay users 2021 n = 2,437; Accenture analysis
11 Survey of UK Clearpay users 2021, n=2,437; n.b. Includes users who responded Almost Always and Sometimes
12 Ipsos survey of Clearpay consumers and general population 2020, n=2,622; Survey of UK Clearpay users 2021, n=2,437; Clearpay data; Accenture analysis
13 Consumer bene#it calculated using survey respondents without access to credit cards, see Appendix for methodology notes
14 Ipsos survey of Clearpay consumers and general population 2020, n=2,622; Survey of UK Clearpay users 2021, n=2,437

Consumer bene"its are the economic bene"its that 
consumers receive over and above the price paid for a 
service. Here, consumer bene"its of using Clearpay are 
measured through ‘consumer surplus’: the di!erence 
between the price a consumer is willing to accept to stop 
using Clearpay (the total value of the service to a user) and 
the price paid (assumed at £0 in the no interest model).

In 2021, Clearpay users accrued £79 million in surplus 
bene"it, equivalent to £37 per user.12 The bene"it for 
users without access to a credit card is almost twice as 
high, at £73 per year.13 Consumer bene"it is derived from 
many Clearpay features, including the ability to pay in 
instalments (43 per cent of surplus bene"it or £16 per 
person), access to a convenient alternative to credit (24 
per cent) and the Clearpay store directory (14 per cent) 
(see Exhibit 6).14 

“I look at my budget in the "rst place and if 
I can a'ord to pay up front, then I’ll do so.  
If I have to buy it now and pay later with 
instalments, I see how much I can a'ord. I 
get paid every two weeks, so I look at what is 
going to come within a month and then how 
much is going to go out. What is le& for me to 
use, I use it to pay in instalments for things.”

Thomas, Walthamstow
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Like the idea of paying in instalments

Helps with budgeting

Helps time purchases better

Cheaper than using a credit card

Easy to search for merchants online

Makes products more a"ordable

Want an alternative to credit cards

Friends use it or have recommended it

Don’t have access to credit

EXHIBIT 5

Consumers used Clearpay because it allowed them to pay in instalments,  
helped them to budget and to time purchases be$er

Consumer reasons for using Clearpay

% of users who responded “Very important”, “Important” and “Moderately important”, 2021

Note: Results do not sum to 100 as respondents could select multiple options.
Source: Survey of UK Clearpay users 2021 n=3,356

26

45

51

57

60

61

62

63

66

EXHIBIT 6 

UK consumers accrued £79 million in bene"t per year by using Clearpay

Source: 2020 Ipsos survey of Clearpay consumers and general population, n=2,622; Survey of UK Clearpay users 2021, n=2,437; Accenture analysis

Consumer surplus from using Clearpay

£ million value across all UK Clearpay users, 2021

$Access to an online 
marketplace

Convenient 
alternative to credit

Tracking spending 
and budgeting 

support

15
(19%)

$Paying in 
instalments

Total

19
(24%)

34
(43%)

79
11

(14%)
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2.2 Consumers chose Clearpay to avoid 
accumulating debt and saved up to £28 
million in credit card fees in 2021
Consumers chose Clearpay to avoid accumulating debt 
- nearly 25 per cent of Clearpay users do not own a credit 
card for this reason.15 Since signing up to Clearpay, one 
out of "ive users have stopped using their credit card. An 
additional two-thirds of users have reduced their credit 
card spending, with 47 per cent using their credit card 
much less (see Exhibit 7).16 

The main reason a consumer would choose to use a 
credit card instead of Clearpay is because Clearpay is 
unavailable in a spend category.

15 Survey of UK Clearpay users 2021, n=2,437
16 Survey of UK Clearpay users 2021, n=2,437

“!at’s the main reason why I love Clearpay, 
because there’s literally 0% interest…
currently my credit card is 34%, which is 
quite a lot and I don’t fancy using the credit 
card because I have to pay quite a lot at the 
end of the day…every purchase I make from 
Clearpay, it’s with my debit card and it’s split 
into four payments…I’m never late with my 
payments. !at’s rule number one for me. 
I have to pay everything on time because 
otherwise it’s just not good enough.”

Ivan, Salisbury

EXHIBIT 7

One in "ve Clearpay users have stopped using credit cards since signing up

Source: Survey of UK Clearpay users 2021 n=1,035; Accenture analysis 

Credit card use since signing up to Clearpay

%, Clearpay users with a credit card, 2021

1%  
Much more

1%  
A litte more

20%  
Never

47%  
Much less

11%  
About the same

19%  
A little less

66% of Clearpay users have 
reduced their credit card 
usage since signing up, with 
47% of people using their 
credit card much less

1 out of 5 Clearpay 
users have stopped 
using their credit 
cards since signing up
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Clearpay’s no fee model means that users are protected 
from the high costs of traditional credit products. The 
e!ective rate of a credit card in the UK is approximately 
4.1 per cent of the purchase value.17 This factors in the 
average nominal interest rate paid on the credit card 
balance, plus account establishment or keeping fees and 
late fees. In contrast, Clearpay is always free for consumers 
that pay on time and never charges interest. The only 
cost to consumers is late fees, which are capped, and 
users cannot recommence spending until their account 
is settled. The average value of late fees for Clearpay 
users in the UK is signi"icantly lower - at 1.3 per cent of the 
purchase price (see Exhibit 8). 

17 UK Finance Card Spending Update to July 2021; Bank of England CFMZ6IR; Accenture analysis

As a result, Clearpay users saved up to £28 million in fees 
and interest in 2021 by choosing Clearpay instead of credit 
cards, equivalent to £2 per order. This is the value of savings 
if all Clearpay purchases were made using a credit card.

E"ective fees and interest on credit cards and Clearpay across all users

% of purchase value, 2021

4.1%

EXHIBIT 8

Average cost to Clearpay users is 1.3 per cent of their purchase price, compared to 4.1 per cent 
for credit card users

ClearpayCredit cards 
(E$ective rate)

Account fees
Late fees

Interest

0.4%

3.6%
1.3%

0.1%

Note: Credit card rate is the e"ective rate of interest on purchases as opposed to the nominal rate
Source: Clearpay data; UK Finance Card Spending Update to July 2021; Bank of England CFMZ6IR; Accenture analysis 
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2.3 Clearpay enabled #inancial inclusion 
for people with low #inancial resilience
People are described as having low "inancial resilience if 
they are over-indebted or have little capacity to withstand 
"inancial shocks. For example, they could not withstand a 
£50 reduction in their monthly income or missing out on 
a week’s worth of pay. A quarter of UK adults predict that 
they will be unable to save over the next 12 months and 
are struggling to pay bills.18 This increases to almost one in 
three (31 per cent) for Millennial and Gen X age groups. In 
addition, nearly half of UK adults feel it is a burden to keep 
up with domestic bills and credit commitments.19 

Certain demographic groups are more likely to have low 
"inancial resilience than others. Those least able to cope 
with a "inancial shock include low-income individuals (43 
per cent of adults with a household income of less than 
£15,000) and Black adults (34 per cent).20 Unexpected 
expenses, such as a car repair or replacing a boiler, can 
push vulnerable households into "inancial stress.

18 O!ice of National Statistics, Personal and economic well-being estimates May 2021
19 Financial Conduct Authority, Financial Lives Survey 2020
20 Financial Conduct Authority, Financial Lives Survey 2020
21 Financial Conduct Authority, Financial Lives Survey 2020

Access to credit can be vital in these situations, allowing 
individuals with low "inancial resilience to smooth out 
unforeseen costs. However, 27 per cent of individuals with 
low "inancial resilience who applied for credit in the 12 
months to February 2020 were rejected.21 

Improving access to credit for underserved groups, 
and promoting broader "inancial inclusion, is possible 
with new lending technologies such as Clearpay. These 
technologies use new methods of credit risk assessment 
and data collection to capture more information on 
consumer income and spending habits, which provide 
a more comprehensive view of credit risk and enable 
lending to traditionally marginalised groups.

“For parents who are stru(ling, like myself, when you’re coming up to 
the holiday period and you need to buy presents for your kids…it can be 
a very expensive time of year for parents so when you’ve got an option 
to pay for things, especially when it’s an interest-free option, so you can 
break down those payments over a month, two months, three months, 
whatever it takes, I think that’s a really good thing…”
Andrew, Hinckley



2. Consumers accrued £79 million in bene!its from using Clearpay and are protected from revolving debt

21
Copyright © 2021 Accenture. All rights reserved. 

2.4 Clearpay protected consumers from 
revolving debt
If a credit card user does not pay o! their outstanding 
balance in full, they are charged interest on the overdue 
amount. Credit card users must then repay the initial 
purchase value, any interest accrued and additional 
debts accumulated since the "irst purchase. On the other 
hand, if a Clearpay user does not repay a late fee they are 
prevented from spending more on Clearpay until they 
make the outstanding payments. 

For the average purchase, consumers that are not able 
to pay o! their account balance pay 3.4 times less in 
Clearpay late fees over a three year period than they 
would in credit card fees. Based on the average Clearpay 
purchase amount, this is equal to £93 total late 

22 Bank of England CFMZ6IR; Citizens Advice UK; Equifax; Clearpay data; Accenture analysis

fees paid in 36 months compared to £317 in credit card 
interest (see Exhibit 9).22 Furthermore, consumers who 
are unable to make any repayments are prevented from 
spending more on Clearpay. Their late fee is capped at 25 
per cent of the purchase price. 

“When you order something on Clearpay, it 
will have your four instalment dates. So, then 
I make sure that it coincides with my budget 
for the each of those as well.”

Rosanna, Wolverhampton

EXHIBIT 9

Clearpay users who are unable to make the full repayment pay 3.4 times less in late fees 
than they would on a credit card
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Note: Credit card account fees are not included – comparison is interest paid only. 
Source: Bank of England CFMZ6IR Series; Citizens Advice UK; Equifax; Clearpay data; Accenture analysis 

Cumulative credit card interest repayments vs Clearpay late fees

Interest paid in £ on the average purchase by month outstanding, 2021

3.4x

Cumulative Clearpay late fees
Clearpay late fee cap (no repayment)

Cumulative credit card interest

10 36353433323130292827262524232221201918171615141312111098765432
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Consumers who are not able to pay o! debt balances are 
considered vulnerable or at risk of falling into revolving 
debt. Consumers with the highest outstanding credit card 
balances pay signi"icant amounts in interest repayments, 
which compound over time. 

Based on a point in time view of outstanding credit card 
balances in the UK, 17% of credit card users are paying 
more in interest repayments than the initial purchase 
price.23 Credit card users in the highest debt percentile (or 
those with the highest outstanding credit card balance)  
 

23 Economic and Social Research Council (ESRC)& Institute for Social and Economic Research, UK Household Longitudinal Study (Understanding Society) 
2018, wave 8; Accenture analysis

are paying up to 570 per cent of the initial purchase value 
in long term interest expenses because they have not been 
able to make timely repayments (see Exhibit 10). This is 32 
times higher than the amount paid by Clearpay users in this 
percentile (those with the highest rate of late fees), who are 
paying 17 per cent of the purchase value in late fees. In fact, 
Clearpay users have lower fees in every debt percentile 
as they are prevented from accruing large amounts of 
revolving debt due to capped late fees and spending limits.

EXHIBIT 10

Credit card users in the highest debt percentile paid 32 times more interest  
as a proportion of purchase value
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Note: Credit card annual account fees are not included, to maintain a comparison between marginal purchases on Clearpay vs. credit cards and annual fees 
are sunk. The top 1% of credit card customers and top 0.5% of Clearpay late fee payers have been excluded as outliers.
Source: Clearpay late fees data; UK Understanding Society, wave 8 (2018), debt module.

Credit card user payments

Interest paid as a % of purchase value by consumer percentile, latest data
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Credit card interest
Clearpay late fees

CASE STUDY

Lick

Lucas London and business partner Sam Bradley launched Lick – 
an innovative online paint company – in the belief that the home 
decorating and paint industry was ripe for disruption. They could see 
that too many customers felt unsupported in the process of shopping 
for paint.

“The o#line experience was frustrating: there was too much colour 
choice and product choice, no guidance on how to decorate rooms 
if they faced north or south, and no brand that resonated with a mass 
demographic,” says London.

“We saw a unique opportunity to disrupt, bringing the experience 
online and improving customer experience.”

The pair started working on their idea in July 2019, and raised £850,000 
in investment before launching.

Placing a premium on customer support, Lick’s mission is to support 
customers through education and inspiration.

They employ colour specialists to o!er support on site or via video 
call, and create educational content on social media and throughout 
the user journey so customers feel con"ident in the process of 
transforming their home.

Lick’s social channels focus on community, showing the changes 
that people have made to their homes and providing inspiration for 
future decorators.

“We celebrate their transformations,” says London, who describes the 
business as being “obsessed” by home decorators and their needs. 
He loves to see how creative customers can be with their homes, 
including con"idence to use pinks, teals and greens, as well as using 
panelling and painting ceilings.

O!ering Clearpay is another customer-centric initiative, says London.

“We want to give them every tool to purchase and it’s a key payment 
platform that [our customers] use. We want to give "lexibility and 
Clearpay allows customers to choose the best payment method  
for them.”

He says that while paint in itself is a relatively cost-e!ective way of 
creating impact – with the average room costing less than £100 
including decorating equipment from Lick – he wants to support 
customers with all payment options. This is particularly important if 
customers are in the midst of a bigger and costlier renovation project.

“We want to give 
%exibili# and 
Clearpay allows 
customers to 
choose the best 
payment method 
for them.”
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3.

Clearpay created 
£403 million in 
merchant bene#its 
across the UK

Copyright © 2021 Accenture. All rights reserved. 
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Clearpay has become an important 
sales channel for its UK merchant 
partners - generating £740 million 
in new revenue for UK merchants in 
2021 and delivering £403 million in 
net economic bene"ts. 

2021 has been another challenging year for UK merchants 
as they navigate an increasingly digitised sector in the 
wake of the COVID$19 pandemic. Despite this, merchants 
continued to show immense resilience as total retail 
revenue reached £97 billion, up from £91 billion in 2020.24 

In particular, lockdowns and social distancing measures 
have accelerated the growth of e-commerce and 
habitualised online purchasing behaviour. 

24 UK O!ice for National Statistics (2021), Retail Sales Index

Merchants have established and expanded their online 
presence while consumers continue to rede"ine their 
expectations around how and what they buy online. 

Clearpay has been at the forefront of this change. 
Clearpay generated £1 billion in total revenue for its UK 
partner merchants in 2021, delivering a total of £403 
million worth of net bene"its from increased average 
order values, new customers and marketing, technical 
and online learning support. These bene"its are 
particularly pronounced for the small and medium sized 
businesses partnered with Clearpay.

The impact of this spending on the broader UK economy 
is substantial. Additional revenue generated by Clearpay 
supported 9,550 additional jobs across the UK. 

25

Clearpay generated 
£1 billion in total 

revenue for its UK 
merchants in 2021

Basket sizes are  
up to 50% higher in 
value compared to 
pre-Clearpay levels

Clearpay merchants 
gained up to 

40% more new 
customers

Clearpay spending 
supported 9,550 
jobs across the 

economy

60% of Clearpay 
supported jobs are 
outside of London 
and the South East

UK merchants derived 
£403 million in 

net bene!its from 
Clearpay through 

incremental revenue 
and cost e!iciencies

UK small and 
medium-sized 

businesses (SMBs) 
enjoyed £69 million 

in net bene#its 

The average UK 
merchant experienced 
a 15 per cent increase 

in overall pro!it 
margin from pre-
Clearpay levels

Copyright © 2021 Accenture. All rights reserved. 
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3.1 Clearpay generated £1 billion in 
revenue for UK merchants in 2021
There are 11 key BNPL providers in the UK which partner 
with more than 20,000 retailers.25 Clearpay partners with 
a signi"icant portion of these retailers and generated £1 
billion in revenue for merchants in 2021. 

25 Bain & Company (2021), Buy Now, Pay Later in the UK report

Clearpay spend was distributed throughout the UK, 
with the highest spending volume in the North West 
and Greater London (£449 million and £342 million 
respectively). However, Clearpay’s proportional share of 
non-store retail spending was most prominent in areas 
outside of Greater London such as the North West and 
Yorkshire and the Humber (see Exhibit 11).

Region Spend in 2021 (£m)

North West

Greater London

Yorkshire and the Humber

West Midlands

East of England

South East

Scotland

East Midlands

South West

North East

Northern Ireland

Wales

Proportion of Clearpay spend to total non-store 
retail spend by region

%, 2021

EXHIBIT 11

Clearpay merchants in the North West and Yorkshire and the Humber have the highest 
proportion of Clearpay expenditure to non-store retail expenditure

Note: Location is based on merchant registered address with Clearpay. 
Source: Clearpay transaction data; O!ice of National Statistics, Business activity, size and location, 2021; Accenture analysis

Proportion of non-store retail spending
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East
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Total Clearpay expenditure across key UK regions
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As a result, Clearpay provided a valuable sales channel for 
merchants, particularly for UK fashion retailers. Fashion 
continued to be Clearpay’s largest sales category, with 
Clearpay fashion sales making up eight per cent of total 
fashion e-commerce in the UK. Other categories such 
as health and beauty have become more signi"icant as a 
proportion of sales.

Clearpay drove meaningful top and bottom-line 
improvements for merchants without burdening 
consumers with hidden costs. As part of this, Clearpay 
continued to build out services and tools to help 
merchants grow their business.

Clearpay hosted the UK’s largest BNPL marketplace, 
showcasing 5,540 partnered merchants on its platform - 
over 1.7 times as many as on the next largest BNPL store 
directory (see Exhibit 12). Clearpay’s marketplace drove 
valuable website tra#ic to merchant sites and improved 
customer exposure.

Merchants listed on BNPL provider store directories

Number of UK merchants, as at November 2021

EXHIBIT 12

Clearpay hosted the largest online BNPL marketplace in the UK with 5,540 merchants listed 
on its store directory

Note: Paypal has been omitted due to absence of online store directory
Source: Accenture analysis; Various merchant reports, press releases and webscrape as at 15 November 2021; Bain & Company, Buy Now, Pay Later in the UK 
report (2021)
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3.2 UK merchants gained £403 million in 
net bene#its from Clearpay in 2021

Net bene!its

The net merchant bene"it created by Clearpay in FY21 was 
£403 million, consisting of incremental revenue (£739 
million) and cost e#iciencies (£74 million) and accounting 
for operating costs (£410 million) (see Exhibit 13).  
 

Incremental revenue represents the new income Clearpay 
has generated for its merchants, over and above sales that 
would have occurred through another payment method if 
Clearpay was not available. Cost e#iciencies are the result 
of Clearpay’s ability to reduce the cost of doing business 
for its merchants. This includes customer servicing, 
customer acquisition and marketing. 

Increased sales Operating costs

739m

-410m

74m

403m

Net bene#itCost e%icienciesOperating costsIncremental 
revenue

EXHIBIT 13

Clearpay delivered £403 million in net bene"ts to merchants in 2021

Breakdown of bene#its for UK merchants partnered with Clearpay

£ million across all UK merchants, 2021

Incremental revenue Operating costs Cost e%iencies Net bene#it

Note: Operating costs include incremental costs associated with increased sales, for instance, increased cost of goods sold and transaction fees
Source: Clearpay survey of UK merchants (2021), n=416; Clearpay transaction data; Accenture analysis
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Clearpay generated net economic bene"it across the 
UK, with signi"icant bene"its accruing in major economic 
hubs such as London (£181 million in bene"its), and the 
North (see Exhibit 14). Greater Manchester captured the 
second largest net economic bene"it of £172 million. 

West Midlands, a smaller county, generated a smaller but 
still signi"icant share of economic bene"it at £4.5 million. 
Bene"its will continue to grow in regional centres as 
merchant adoption of Clearpay increases across the UK. 

Net bene#it generated by Clearpay merchants located in the top 10 counties

£ million net bene#it by county, 2021

EXHIBIT 14

Clearpay generated net economic bene"t across the UK, with £170 million  
of net economic bene"t generated in Manchester

Note: Location based on a merchant’s registered address with Clearpay
Source: Clearpay transaction data; Accenture analysis
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Merchants accrued bene"its in key areas that drove 
business growth, including: 

1. Larger customer basket size: Customer control over 
payments removes barriers to purchase at checkout and 
gives customers con"idence to increase purchase value. 

2. Exposure to new customers: Clearpay’s user 
community is particularly strong, allowing merchants 
of all sizes to leverage Clearpay’s trusted online shop 
directory to increase exposure to new customers. 

3. Increased brand relevance and customer 
engagement: Merchant connection to the Clearpay 
user community improves brand relevance. Clearpay 
users see merchant partners, regardless of size or 
product, as trusted and relevant. Millennial and Gen Z 
users, who are becoming increasingly value conscious 
and comprise the majority of Clearpay’s user base, are 
continuing to make purchases through Clearpay.

Incremental revenue

UK Clearpay merchants derived £739 million in new revenue in 2021 (see Exhibit 15). For the average merchant, this meant 
a 15 per cent increase in overall pro"it margin (across all channels) compared to pre-Clearpay levels.
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EXHIBIT 15

Clearpay created £739 million in new revenue for merchants in 2021

Source: Clearpay survey of UK merchants (2021), n=416; Clearpay transaction data; Accenture analysis

Breakdown of total sales for UK Clearpay merchants

£ million across all UK merchants, 2021

New revenue from Clearpay adoption
Sales that would otherwise occur

Total incremental revenue in 2021
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4. Improved checkout conversion: Clearpay allows 
merchants to o!er greater "lexibility and choice around 
how their consumers pay. The ability for consumers 
to pay in instalments has led to greater checkout 
conversion for merchants. 

5. Rise in repeat purchasing: Clearpay’s payment 
structure gives users more control over their spending 
and support for budgeting, generating more frequent 
repeat purchases for merchants o!ering the platform. 

26 Clearpay survey of UK merchants (2021) n = 484

An increase in sales and the accrual of new revenue 
was the most important reason merchants partnered 
with Clearpay.26 The majority of Clearpay revenue does 
not replace (or cannibalise) existing sales. This can be 
attributed to increased basket size and customer exposure, 
as well as greater brand relevance, increased website 
tra#ic, improved checkout conversion rates and higher 
rates of repeat purchasing.

 

Clearpay merchants report that basket sizes are up to 
50 per cent higher in value than before Clearpay, due 
primarily to greater customer capacity to spend. The 
average Clearpay merchant also reports gaining up to 
40 per cent more new customers compared to before 
Clearpay and, with a high frequency of repeat purchasing, 
any new customers obtained through Clearpay are likely to 
remain customers for the next 12 months.27 This proportion 
is expected to increase as Clearpay and BNPL become 
more widespread in the UK and consumers become more 
familiar with spending through the platform. 

27 Clearpay survey of UK merchants (2021) n = 484; Increased basket size refers to dollar value increase (not number of items); 71% of Clearpay customers are 
repeat purchasers.

28 Clearpay survey of UK merchants (2021), n = 141

Merchants that did not experience a large sales uplift 
reported that this was the result of low BNPL penetration 
among their customers and eight in 10 of these merchants 
would still recommend Clearpay to their professional 
network.28 This demonstrates the value of Clearpay above 
immediate material sales, where even if sales do not 
immediately increase, bene"its are realised in  
other domains.

EXHIBIT 16

Clearpay merchants bene"t from increased basket sizes, greater website tra)c,  
and exposure to new customers

Up to 50%
Basket size  
increase

Up to 50%
Website tra%ic 
increase

Up to 40%
Increase in new 
customers

Improvements in key business metrics after adopting Clearpay

% increase from pre-Clearpay levels

Source: Clearpay survey of UK merchants (2021), Basket increase (n=396), Website tra!ic (n=395), New customers (n=391)
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CASE STUDY

BullyBillows

BullyBillows was born from Anthony Billows’ frustration at the poor quality and blandness of most dog 
collars and harnesses.

Benjamin Koumi, a long-term friend, had observed the same issue, and the pair spent years 
developing their canine accessories brand – BullyBillows. They named the company, in part, after 
Ben’s "irst dog, an exuberant bull terrier known as ‘Bam the bully’.

Since launching in late 2017, Billows and Koumi have taken the company from a side hobby operating out 
of Billows’ spare room to a thriving business that employs nine full-time employees, as well as part-time 
sta! and freelancers. In the past four years, the brand has sold close to a million products worldwide.

While the success of BullyBillows ultimately comes down to the quality of the products, Billows and 
Koumi have taken a savvy approach to social media from the start.

Every year, BullyBillows launches a competition to "ind their next canine brand ambassadors. The 
furry winners (and their owners) are showcased across the website and all BullyBillows social media 
platforms and are also o!ered exclusive VIP access to latest and unreleased products.

It’s an annual event that BullyBillows’ customers love. “This year we had 5,281 entries,” says Koumi.

For Koumi and Billows, the competition has many bene"its; it is a way to extend the brand’s reach, and 
most importantly, it allows BullyBillows to engage directly with customers – something Billows and 
Koumi are both passionate about.

Clearpay enables BullyBillows customers to move beyond entry-point products, such as one item, to 
entire sets, including collars, leads and harnesses.

“Harnesses and other products require more 
complex manufacturing and the prices re"lect 
this,” says Billows. “Someone might be spending 
£100 with us rather than £20.” This is where 
Clearpay has helped to grow the business, he 
adds, “having Clearpay has enabled customers 
to a!ord larger orders, with payment terms that 
suit them”.

Koumi added, “And because Clearpay is 
available in other countries as well as the UK, it 
often saves customers money on the exchange 
rate, and it’s interest-free.”

“Having Clearpay has enabled customers 
to a'ord larger orders, with payment 
terms that suit them.”
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Cost e"iciencies

UK merchants gained signi"icant cost e#iciencies through 
their partnership with Clearpay. A Clearpay partnership 
materially reduces customer service and customer 
acquisition costs, and helps minimise marketing costs, 
fraud rates and return rates. 

Total cost savings amounted to £74 million in 2021. For the 
average merchant, this meant a 10 per cent decrease in 
operating expenses for Clearpay sales.

Source: Clearpay survey of UK merchants (2021), n=416; Clearpay transaction data; Accenture analysis

1m

EXHIBIT 17

Clearpay created £74 million in merchant cost savings in 2021,  
with approximately half from lower customer service costs

Breakdown of cost e%iciencies for UK merchants partnered with Clearpay

£ million across all UK merchants, 2021

Lower 
marketing 

costs

Lower  
customer 

acquisition 
costs

Lower return 
rates

Lower 
customer 

service costs

Lower fraud 
rates

Total cost 
savings

35m

74m

4m
7m

27m
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Lower customer service cost: The proportion of online 
sales through Clearpay is four times greater than through 
non-Clearpay channels. If all Clearpay sales were to be 
made through other channels, such as physical cards or 
cash, then the cost of customer service would be 1.24 

times higher (see Exhibit 18). This is because online sales 
have lower customer service costs, resulting in Clearpay 
generating over £35 million in savings for its  
merchant partners.

Customer service costs on non-Clearpay and Clearpay sales

% of non-Clearpay (LHS) and Clearpay (RHS) revenue, 2021

EXHIBIT 18

!e cost of customer service was 1.24 times lower on Clearpay,  
driven largely by an increase in the share of online sales

Online costs
In-store costs

1.24x

10.9%

10.9%

Clearpay customer 
service cost

14.3%

11.4%

2.9%

Non-Clearpay  
customer service cost

Source: Clearpay survey of UK merchants (2021), n = 484; Clearpay transaction data; Accenture analysis

Lower customer acquisition cost: Clearpay has rapidly 
built a strong community of businesses and consumers 
in the UK during its "irst three years in the market. 
Clearpay had an active user base of over two million 
UK consumers, many of which referred to Clearpay’s 
trusted store directory for a centralised shopping 
experience. Clearpay’s Shop Directory sent one million 
referrals globally to merchant partners per day. As a 
result, merchants of all sizes have had greater customer 
exposure through referrals and improved retention rates. 
In particular, Clearpay has helped UK merchants save £27 
million through lower customer acquisition costs. 

Lower return rates: Clearpay customers made considered 
purchases, with the majority of Clearpay users reading 
reviews and comparing prices before purchasing.29 This 
drove markedly lower return rates for Clearpay merchants, 

29 Survey of UK Clearpay users (2021), n = 2,437; 54% and 58% of surveyed Clearpay users said they ‘almost always’ read reviews and compare  
prices respectively

especially in the context of online purchases, and has 
saved Clearpay merchants approximately £7 million. 

Lower marketing costs: Clearpay has also helped 
merchants reduce their marketing costs through 
marketing initiatives such as Clearpay sales days and 
Support Small, as well as through in-store marketing 
support. This has led to a total of £4 million in savings for 
UK merchants. 

Lower fraud rates: Clearpay’s increased security measures, 
trustworthy user base, and full reimbursement of fraudulent 
purchases has reduced costs associated with fraud by £1 
million in 2021.
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Clearpay is also rolling out a data analytics platform for 
merchants, Clearpay iQ, which provides:

• Easy Data: arti"icial-intelligence enhanced insights, 
visualisations and real-time data delivered in a highly 
accessible self-service user interface.

• Aggregated Data: retailers are able to evaluate 
marketing performance, omnichannel shopping 
volumes, payment conversion and demographic 
information all the way down to store level on  
one platform.

• Next Best Actions: a recommendation engine which 
suggests actions to streamline business performance 
based on data analytics.

3.3 Small to medium businesses 
bene#itted most from using Clearpay 
The number of small and medium businesses partnered 
with Clearpay continues to grow exponentially, increasing 
3.2 times between 2020 and 2021.30

This growth is a direct result of the trust merchant partners 
place in Clearpay to help them establish their business, 
particularly if they don’t have time or resources for 
analytics, marketing and business development activity.

While retail is becoming an increasingly data rich 
environment, it can be challenging for retailers, particularly 
SMBs, to collect the right data, analyse it at the right speed 
and respond e!ectively. In 2019, only 9.8 per cent of UK 
retail businesses with 10 or more employees used big data 
analysis on their own data. When businesses under nine 
employees are included, this drops to 4.5 per cent.31 

Merchant support mechanisms provided by  
Clearpay include: 

• targeted marketing campaigns to generate higher 
sales volumes for SMBs, including Support Small sales 
and highlighting ‘Shop Small Biz’ on the Clearpay store 
directory; and 

• the provision of retailer resources for small businesses 
including business growth case studies, retail sales at 
market insights (including the Next Gen Index) and blog 
posts. 

 

30 Clearpay data (2021)
31 O!ice of National Statistics, E-commerce and ICT Activity 2019 (latest available)

The Next Gen Index is a quarterly economic series on 
consumer spending. The insights provided recognise the 
growing power of younger generations in the economy, 
and how their behaviours and preferences are shaping the 
future of commerce.

The Index has two components which draw on internal 
and external data analysis:

• How consumers spend: an exploration of overall 
consumer spending by each generation and the type 
of payment methods people use.

• What consumers spend on: a deep-dive into the 
spending trends of Clearpay customers, which 
compares trends for each generation across  
multiple categories.

The Index is an evolving tool that will develop over time as 
it is updated with the latest data.

As a result of these initiatives, and the bene"its mentioned 
in section 3.2, Clearpay SMB merchants gained £69 million 
in net bene"its in 2021.

Incremental revenue makes up the majority of gross 
bene"its for SMBs, with Clearpay generating £124 million in 
new revenue for SMBs in 2021. SMBs had a higher rate of 
incremental sales from using Clearpay compared to larger 
businesses, where more than £4 in every £5 of sales on 
Clearpay was new revenue accrued by SMBs (86 per cent 
of SMB sales are incremental, see Exhibit 20).

Larger basket sizes and greater customer exposure drove 
approximately 50 per cent of all SMB new revenue, worth 
£37 million and £27 million respectively. Brand relevance 
and checkout conversion made up the majority of the 
remainder at £36 million together.
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Note: Operating costs include incremental costs associated with increased sales, for instance, increased cost of goods sold and transaction fees
Source: Clearpay survey of UK merchants (2021), n=416; Clearpay transaction data; Accenture analysis

Total  
Clearpay sales

£144m

EXHIBIT 20

Clearpay generated £124m in incremental revenue for SMBs:  
more than £4 in every £5 spent with SMBs was new revenue

Breakdown of total sales for UK Clearpay small-medium merchants

£ million across small and medium UK merchants, 2021

Source: O!ice of National Statistics – UK business: activity, size and location; Clearpay survey of Clearpay merchants (2021), n=416; Clearpay transaction data; 
Accenture analysis

19m (14%) 
Sales that would otherwise occur

124m (86%) 
New revenue

Increased sales Operating costs

124m

-68m

13m

69m

Net bene#itCost e%icienciesOperating costsIncremental 
revenue

EXHIBIT 19

SMBs accrued £69 million in net bene"t in 2021, driven largely by greater sales

Breakdown of bene#its for small and medium UK merchants partnered with Clearpay

£ million across small and medium UK merchants, 2021

Incremental revenue Operating costs Cost e%iencies Net bene#it
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CASE STUDY

Balance Co'ee

“It sounds ridiculous, but I’ve known the entire time it would work,” says James Bellis, founder of 
Balance Co!ee. And it’s this con"idence that sets Bellis and his online co!ee business apart.

Launching an online co!ee subscription service meant learning “a whole new skill set from scratch – 
including marketing – which was pretty tough.”

Bellis employed freelance web developers and writers, which made a huge di!erence to his 
marketing strategy. “My business model has always been to bring in people who are more expert than 
me to do the things I can’t, but to be as involved as possible in every aspect.”

He used Facebook and Instagram to raise awareness of the brand, and as soon as the website was 
live, Bellis used his insider knowledge (collected over his eight-year career in the co!ee industry) to 
start a blog linked to the site.

Signing up with Clearpay proved to be another way to attract new customers.

“I liked how easy it made things for customers and I knew customer experience had to be at the heart 
of the website. Clearpay were easy to work with and it was fast to get set up. There’s a community feel 
to being a Clearpay brand and they understand what small businesses go through. The Clearpay blog 
is a great resource for marketing tips and insights, too, and we’ve even acquired new customers from 
being listed on the Clearpay [shop directory] website.”

“I now have a team of 12 people with plans to grow further,” he says. “We’re selling half a tonne of 
co!ee a month and predict sales will reach a tonne a month by April 2022.”

Another priority? Sustainability. “It took me a 
while after launch to get to grips with what we 
could do to limit our impact on the planet. We 
now plant trees in Scotland and in the co!ee-
belt in Africa – the places we source our beans 
from.”

One thing Bellis hasn’t quite tackled yet is 
downtime. “I work six or seven days a week 
– I have done so since Balance started. My 
mum keeps telling me to take a break, but this 
business is what I do, it’s part of my life.”

“!ere’s a communi# feel to being a 
Clearpay brand and they understand 
what small businesses go through.”
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3.4 Clearpay supported jobs across the 
UK, with 60 per cent located outside of 
London and the South East in 2021
Regional disparities in the UK are greater than in most 
other comparable countries.32 One of the key issues is 
the di!erence in productivity between regions: the UK’s 
highest productivity region (London) is nearly 60 per cent 
more productive than its lowest (Wales).33 London and the 
South East account for 37.5 per cent of the UK’s GDP – £4 
in every £10 of the total UK economy – but only 27 per 
cent of the population.34 

32 Institute for Fiscal Studies 2020, Levelling up: where and how?
33 Business, Energy and Industrial Strategy Committee UK Parliament, Post-pandemic economic growth: Levelling up
34 O!ice of National Statistics, Regional economic activity by gross domestic product, UK: 1998 to 2019 (latest available)

The government is focused on ‘levelling up’ every part of 
the UK. This involves investing in towns, cities, and rural 
and coastal areas to reduce inequalities, while improving 
outcomes in all places.

In FY21, Clearpay supported 9,550 jobs across every 
region in the UK (see Exhibit 21). 60% (5,690) exist outside 
of London and the South East – with over 2,180 Clearpay 
supported jobs located in the North West alone, and 800 
in Yorkshire and the Humber and the North East. About 
3,860 jobs are in London and the South East. In total, 
31 per cent of Clearpay supported jobs are in Northern 
England, and 8 per cent are outside of England (Scotland, 
Wales and Northern Ireland).

Regional distribution of jobs supported by Clearpay in the UK

Number of jobs by region, 2021

EXHIBIT 21

Jobs supported by Clearpay are concentrated in Greater London and the North West

Note: Job distribution is based on merchant registered address with Clearpay. 
Source: Clearpay transaction data; O!ice of National Statistics UK (2021), Retail Sales Index, Business Register and Employment Survey, Labour Force Survey; 
Economic Policy Institute (2021); Accenture analysis 

Scotland
(420)

Northern Ireland
(110)

North West 
(2,180)

Wales
(260)

South West
(470)

South East
(560)

London
(3,300)

East Midlands
(281)

Yorkshire & the Humber
(530)

North East
(270)

Jobs supported by Clearpay

Lowest Highest

East
(540)

West Midlands
(620)
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The jobs supported by Clearpay fall into three categories: 
direct, indirect and induced (see Exhibit 22). Clearpay 
supported 1,500 ‘direct’ jobs, that is, people employed 
by Clearpay and people employed directly by Clearpay’s 
merchant partners to accommodate the increase in sales 
volume driven by Clearpay. These include jobs in order 
ful"ilment and customer service. 

Nearly half of direct jobs are created in fashion retail. About 
one in "ive are in household retail, and about one in seven 
are in health and beauty.35 Many of these jobs are with 
small to medium sized retailers, noting that the majority of 
Clearpay partners are SMBs.36 

35 Clearpay data; Accenture analysis
36 Clearpay data

Clearpay also supported 4,530 jobs indirectly through 
merchant supply chains, such as in logistics and 
marketing. The high number of indirect jobs re"lects the 
fact that almost all Clearpay sales are online. These sales 
are less labour-intensive for merchants than in-store sales, 
but rely more heavily on supply chains.

An additional 3,520 jobs were supported through the 
extra spending in the economy by the workers that have 
been directly and indirectly supported by Clearpay. This 
includes jobs in cafés and restaurants.

Jobs supported by Clearpay in the UK

Number of jobs by category, 2021

EXHIBIT 22

Clearpay supported 1,500 direct jobs, and about 8,050 indirect and induced jobs in 2021

Source: Clearpay transaction data; O!ice of National Statistics UK (2021), Retail Sales Index, Business Register and Employment Survey, Labour Force Survey; 
Economic Policy Institute (2021); Accenture analysis 

Direct Indirect Induced Total jobs

1,500

4,530

3,520

9,550
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Appendix – Methodology of economic bene!its 

Consumer surplus of Clearpay
Total consumer surplus is derived by:

a. Calculating the average willingness to accept value 
from the Clearpay user survey and applying it to total 
Clearpay users in the UK;

b. Using Clearpay user survey results on the relative value 
of di!erent BNPL product attributes (using points-
based weights).

EXHIBIT 25

Consumer surplus 

Consumer bene#it De#inition Calculation

Total economic bene#it 
gained by Clearpay users 
beyond monetary value of 
items purchased

Value a user would accept to 
stop using Clearpay services for 
one year

Weighted average of £ value x total  
Clearpay users

Paying in instalments The bene#it consumers derive 
from being able to buy items and 
make repayments over 6 weeks, 
instead of in one lump sum

Relative value to consumers who identify 
paying in instalments as an important 
reason why they use BNPL (using weighted 
points allocation) x total consumer surplus

Spending tracking and 
budgeting support 

The bene#it of having access to 
online directory of merchants, 
that o$er BNPL as a payment 
option

Relative value to consumers who identify 
budget management as an important 
reason why they use BNPL (using weighted 
points allocation) x total consumer surplus 

Access to consumer 
marketplace

The bene#it of having access 
to Clearpay’s online merchant 
directory, which lists merchants 
that o$er Clearpay as a  
payment option

Relative value to consumers who identify 
access to Clearpay’s online directory of 
Clearpay (using weighted points allocation) 
x total consumer surplus

Convenient alternative  
to credit

The bene#it of a simple platform 
to complete transactions

Relative value to consumers who identify 
dislike for credit cards as an important 
reason why they use Clearpay (using 
weighted points allocation) x total 
consumer surplus

Total consumer 
surplus value

Consumer 
surplus 

breakdown 
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EXHIBIT 26 

Merchant bene"ts

Clearpay merchant bene#its
Clearpay merchant bene#its are derived from increased sales and cost savings identi#ied using public and proprietary data.

Merchant 
bene#it

Lever De#inition Calculation

Increasing 
sales

Larger customer 
basket size

Increased order value of 
customers now likely to spend 
more due to the availability of 
delayed settlement.

Increase in sales post-
Clearpay due to larger basket 
size (wgted pts)

Source: Merchant survey

Average revenue per 
merchant pre-Clearpay (£)

Source: Merchant survey; 
UK O"ice of National 
Statistics

Number of merchants that 
o$er Clearpay online (‘000)

Source: Clearpay data

Increase in 
conversion rates

Increased conversion of web 
tra"ic to sales as consumers 
have more payment options. 

Increase in sales post-Clearpay 
due to conversion rates  
(wgted pts)

Source: Merchant survey

Average revenue per 
merchant pre-Clearpay (£)

Source: Merchant survey; 
UK O"ice of National 
Statistics

Number of merchants that 
o$er Clearpay in-store (‘000)

Source: Clearpay data

Rise in repeat 
purchasing

Increased frequency of 
purchases as customers now 
likely to spend more due to 
the availability of delayed 
settlement.

Increase in sales post-
Clearpay due to increased 
repeat purchases (wgted pts)

Source: Merchant survey

Average revenue per 
merchant pre-Clearpay (£)

Source: Merchant survey; 
UK O"ice of National 
Statistics

Number of merchants that 
o$er Clearpay (‘000)

Source: Clearpay data

Increased 
brand relevance 
and customer 
engagement

Increased number of sales 
experienced from customers 
gained through increased 
brand exposure and greater 
customer engagement. 

Increase in sales post-
Clearpay due to improved 
brand relevance, 
engagement (wgted pts)

Source: Merchant survey

Average revenue per 
merchant pre-Clearpay (£)

Source: Merchant survey; 
UK O"ice of National 
Statistics

Number of merchants that 
o$er Clearpay (‘000)

Source: Clearpay data

Exposure to new 
customers

Access to new audience of 
customers who know the 
Clearpay brand.

Increase in sales post-
Clearpay due to exposure to 
new customers (wgted pts)

Source: Merchant survey

Average revenue per 
merchant pre-Clearpay (£)

Source: Merchant survey; 
UK O"ice of National 
Statistics

Number of merchants that 
o$er Clearpay (‘000)

Source: Clearpay data

Other Other drives observed by 
merchants

Increase in sales post-
Clearpay due to other drivers 
(wgted pts)

Source: Merchant survey

Average revenue per 
merchant pre-Clearpay (£)

Source: Merchant survey; 
UK O"ice of National 
Statistics

Number of merchants that 
o$er Clearpay (‘000)

Source: Clearpay data

Delivering 
e%iciencies

Lower customer 
service costs

Reduced cost associated 
with higher share of online 
transactions reducing in-store 
costs.

Reduction in costs due to 
greater mix of online sales (% 
of revenue) 

Source: Merchant survey

Average revenue per 
merchant post-Clearpay (£)

Source: UK O"ice of 
National Statistics; 
Clearpay data

Number of merchants that 
o$er Clearpay (‘000)

Source: Clearpay data

Free referrals from 
shop directory

Reduced cost associated with 
online marketing as referrals 
are provided for free from 
Clearpay’s shop directory.

Average cost per referral pre-
Clearpay (£)

Source: Desktop research

Number of free referrals 
from Clearpay shop 
directory

Source: Clearpay data

Lower return rates Reduced cost associated with 
Clearpay customers returning 
purchases less due to 
reduced ‘buyer’s remorse’.

Lower fraud rates Reduced cost associated with 
the removal of fraud costs and 
chargeback fees.

Cost of fraud (% of revenue)

Source: Merchant survey

Average revenue per 
merchant post-Clearpay (£)

Source: UK O"ice of 
National Statistics; 
Clearpay data

Number of merchants that 
o$er Clearpay (‘000)

Source: Clearpay data

Total cost of returns pre-
Clearpay (£)

Source: Shopify

Total cost of returns at 
Clearpay return rates for 
1 year (£)

Source: Clearpay data

Number of merchants that 
o$er Clearpay (‘000)

Source: Clearpay data
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Appendix – Methodology of economic bene!its 

EXHIBIT 27 

Jobs

Jobs supported by Clearpay
The number of UK jobs supported by Clearpay is estimated 
using the following three e!ects Clearpay spending has on 
jobs in the UK economy:

• Direct e!ects: the impact of Clearpay on merchants who 
are able to use the service to connect to customers and 
make sales + Clearpay employees in the UK

• Indirect e!ects: the impact of Clearpay merchants 
buying goods and services from suppliers and these 
suppliers buying goods and services from their suppliers

• Induced e!ects: the impact in the economy of wages 
and salaries earned and spent by workers who are 
directly and indirectly employed by Clearpay and  
its merchants

Industry 
sub-division 
employment

UK O!ice 
of National 
Statistics

Increased 
sales due to 

Clearpay

Clearpay data + 
merchant survey

Number of direct 
jobs supported by 

Clearpay

Accenture analysis of 
UK O!ice of National 

Statistics

Indirect jobs 
multiplier

Economic Policy 
Institute

Direct jobs 
substituted for 

indirect jobs 

Desktop research 
and modelling

Industry 
sub-division 

turnover

UK O!ice 
of National 
Statistics 

Desktop 
research and 

modelling

Number of direct 
jobs supported 

by Clearpay

Total number of 
indirect jobs

Formula for 
direct jobs

Formula for 
indirect jobs

Source

Source

Direct jobs 
substituted for 

indirect jobs 
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This document is intended for general informational purposes only. The analysis in this report was commissioned by Clearpay and 
prepared by Accenture on behalf of Clearpay.%
Views and opinions expressed in this document are based on Accenture’s knowledge and understanding of its area of business, markets 
and technology. Accenture does not provide medical, legal, regulatory, audit, or tax advice, and this document does not constitute advice 
of any nature. While the information in this document has been prepared in good faith, Accenture disclaims, to the fullest extent permitted 
by applicable law, any and all liability for the accuracy and completeness of the information in this document and for any acts or omissions 
made based on such information. Opinions expressed herein are subject to change without notice.
No part of this document may be reproduced in any manner without the written permission of Accenture. This document may make 
references to third party names, trademarks or copyrights that may be owned by others. Any third-party names, trademarks or copyrights 
contained in this document are the property of their respective owners.

About Accenture

Accenture is a global professional services 
company with leading capabilities in digital, cloud 
and security. Combining unmatched experience 
and specialised skills across more than 40 
industries, we o$er Strategy and Consulting, 
Interactive, Technology and Operations services 
– all powered by the world’s largest network of 
Advanced Technology and Intelligent Operations 
centres. Our 569,000 people deliver on the 
promise of technology and human ingenuity every 
day, serving clients in more than 120 countries. 
We embrace the power of change to create 
value and shared success for our clients, people, 
shareholders, partners and communities. 

Visit us at www.accenture.com  

About Clearpay (Afterpay)

Clearpay is a UK subsidiary of Afterpay Limited 
(ASX: APT), an Australian listed company.  Clearpay 
is transforming the way we pay by allowing 
customers to receive products immediately and pay 
for their purchases over four instalments, always 
interest-free, often known as ‘buy now pay later’ 
arrangements (BNPL). The service is completely free 
for customers who pay on time - helping people 
spend responsibly without incurring interest, fees 
or extended debt.  As of June 30, 2021, the Afterpay 
group’s BNPL products are o$ered by nearly 
100,000 of the world’s favourite retailers to more 
than 16 million customers globally.

The Afterpay group’s BNPL products are currently 
available in Australia, Canada, New Zealand, the 
United States, the United Kingdom, France, Italy and 
Spain.  The Afterpay group is on a mission to power 
an economy in which everyone wins.
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