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infrastructures, financial institutions, and corporates that enable economies to flourish 
today and in the future.
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And so the 10th annual awards ceremony for the cards and payments industry  
in the UK and Ireland has come to a close! 

Thank you for attending and we hope you have 
enjoyed the premier networking event in the 
UK and Ireland’s card and payments calendar.

Our thanks also go to all the entrants and our 
congratulations to the winners and indeed to 
all the finalists. These awards continue to see 
the best products, programmes, campaigns 
and initiatives in the industry recognised for 
their excellence and innovation.

Our independent judging panel had a 
challenging  task of choosing the winners from 
many high quality entries. It is often difficult to 
choose a winner but I believe that with their 
collective experience they have been able to 
do this very ably.

Our thanks go to Roger Alexander and the 
entire judging panel for their continued efforts 
which are considerable.

We always recognise that this industry is 
changing at a greater pace than ever.  

To this end, any feedback which you may 
have, not only on the night itself, but also on 
the categories and the entry criteria, would  
be most welcome.

You will see the name of each of our Category 
Sponsors under each heading in the magazine, 
a huge thank you goes to them. I specifically 
need to thank our Prime Sponsor TSYS for 
their continued support and indeed to Silver 
Sponsor, Ingenico, who also supported the 
charity raffle for Samaritans by providing the 
payment terminals.

Once again, I hope that you enjoyed the event 
and that we will see you back next February. 
I would encourage you to book your tables 
early via our website where you will also find 
details of how to enter or indeed sponsor this 
important industry event.

I look forward to seeing you at next year’s 
event on Thursday 4th February 2016.
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Linda Nolan
Speaking on behalf of Samaritans 
www.samaritans.org

The Card and Payments Awards 2015 is delighted to have been able to  
raise a great sum of money for Samaritans.

Samaritans is a registered charity aimed at 
providing emotional support to anyone in 
emotional distress, struggling to cope, or at 
risk of suicide  throughout the UK and Ireland. 
Traditionally, this has been done through their 
7/24 365-day telephone helpline and now also 
through more than 200  branches for drop-in 
services and face-to-face discussions, as well  
as confidential emails.

Samaritans offer their support through over 
21,000 highly trained, and caring volunteers 
and their services are entirely dependent on 
this voluntary  support.  Last year alone, there 
were over 5 million touch-points with these 
Samaritans volunteers and their ability to listen 
in confidence, in a  non-judgemental way, has 
alleviated despair, prevented countless suicides 

and has raised the awareness of emotional 
health as a mainstream topic in society.

Samaritans was represented by Linda Nolan 
who was a fine ambassador for the charity  
and spoke very compellingly and movingly 
about the charity and its important work.  
Many commented how well Linda held  
The Great Room’s attention.

Thanks to Silver Sponsor Ingenico there  
were payment terminals on each table in 
the room and on the night the raffle raised 
almost £20,000. In addition to this great sum  
was added proceeds from advertising sales. 
The total amount raised was £34,655.92. To 
illustrate the importance of this  sum, this is 
sufficient to fund a branch of the Samaritans 
for 18 months.

Fantastic funds raised for Samaritans

CHARITY	  RAFFLE	  

Supported	  by	  
Every six seconds, 
somebody contacts us.

Ten times a minute, 
we can help someone turn their life around. 

That’s a privilege, and a huge responsibility.

Left to right: Victoria Winn, Regional Marketing Manager, TSYS, Kelley Knutson, Executive Vice President, TSYS International, Grant Williams, Sales Director, TSYS and himself a Samaritan,  
Michael Harty, Managing Director and Kirsty Perkins, Chief Operating Officer at The Card and Payments Awards.
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As Prime Sponsor, TSYS is proud to support The Card and Payments 
Awards for the tenth consecutive year.

Since The Card and Payments Awards were founded ten years ago, we 
have seen an extraordinary amount of change in the payments market. 
Most important of all, we are all looking for new ways to add value to 
the end consumer experience and ensure payment solutions are more 
accessible, simple and intuitive for everyone involved. 

After decades of being seen as a niche business, our industry has now 
been placed in the spotlight in a very significant way. These annual 
awards rightfully acknowledge those who have played a prominent 
role in 2014 by elevating our marketplace and providing: 

• high-quality customer experiences; 
• product excellence; and
• technology innovation to the UK and Irish payments industry 

In today's global economy, payment transactions have evolved 
dramatically. Technology and customer expectations have extended 
the reach, scale and velocity of every transaction in the global 
payments value chain. In this ever-growing and more complex, 
engagement process, it's easy to lose sight of this basic relationship 
between banks, merchants and the customer.

At TSYS, and across our industry, the value of these relationships are 
becoming even more important as payments diversify away from the 
plastic card and traditional POS terminals to mobile devices, tablets 
and virtual experiences.

TSYS would like to congratulate all the finalists and winners at The 
Card and Payments Awards 2015. 

Kelley C. Knutson
Executive Vice President, TSYS International 
www.tsys.com

Prime Sponsor Message

Best Technology Initiative of the Year
Winner: MBNA
MBNA Digital Communications Hub
Category Sponsor – Ingenico

Best Benefits or Loyalty Programme of the Year 
Winner: Santander UK
Santander 123 Credit Card Seasonal Bonus Cashback 

Best Security or Anti-fraud Development
Winner: Barclaycard 
Negative Voice Biometrics
Category Sponsor – FICO

Best Card Design of the Year 
Winner: Barclays
High Visibility Cards

Best Merchant Acquiring Customer Initiative 
Winner: AIB Merchant Services
Clover Station 

Best Initiative in Mobile Payments
Winner: permanent tsb
MobileMoney
Category Sponsor – Gisesecke & Devrient

Best Alternative Payments Programme
Winner: Barclaycard 
bPay Band

Best Achievement in Treating Customers Fairly
Winner: Capital One
Customer Alerts
Highly Commended: MBNA
MBNA Treating Customers Fairly and with respect
Category Sponsor – Visa

Best Marketing Campaign of the Year 
Credit Card
Winner: MBNA 
MBNA Conversion Campaign

Best Marketing Campaign of the Year  
Other Payments Products
Winner: PayPoint
Pick Up More from Your Local Store

Best Achievement in Customer Service
Winner: Lloyds Bank Cardnet
Transforming Client Experience
Highly Commended: Tesco Bank 
Making What Matters Better
Category Sponsor – MasterCard

Industry Achievement of the Year
Winner: Paym Implementation
Category Sponsor – American Express

Best Business Card Programme
Winner: Barclaycard 
Barclaycard Fuel+
Category Sponsor – Diners Club International

Best Industry Innovation of the Year
Winner: Payments Council 
Paym
Category Sponsor – First Data

Best CSR Programme
Winner: Lloyds Banking Group 
Helping Britain Prosper

Best Prepaid Product of the Year 
Winner: Contis Group and Ffrees
Ffrees Prepaid Debit Card

Best Credit Card Product of the Year
Winner: Lloyds Bank
Lloyds Bank Avios Rewards Credit Card
Category Sponsor – Gemalto

Best Debit Card Programme of the Year 
Winner: Tesco Bank 
Clubcard Debit Card

Congratulations to This Year’s Winners
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CATEGORY SPONSOR 

FinalistsWinner

JUDGES COMMENTS: The judges found this to be an extremely strong submission and MBNA to be a worthy winner with a very 
interesting and effective use of technology to combat fraud, enhance customer experience and drive incremental sales.

Left to Right: Phil Weston, Head of Digital Comms & Mobile, MBNA; Emma Sutton, Head of 
Customer Experience, MBNA; Chris Harris, Director of Sales and Marketing, Ingenico; Michael 
Donald, Commercial and Customer Experience Executive, MBNA; Alistair McGowan, Host

Best Technology Initiative  
of the Year

The Digital Communications Hub “The Hub” has revolutionised the way MBNA communicates with customers.  
The unique technology allows MBNA to contact customers with multiple digital communications (email, SMS and  
voice broadcast) from within a single system.

The first phase of the Hub delivered a Fraud Alerts service. MBNA 
knows that the key to successful fraud prevention is to engage with 
customers as quickly as possible. The Hub was designed to cascade 
messages through various digital channels. Advanced technology 
identifies the best channel to elicit a response and then in the 
event of a non-response the next best channel creating persistent 
attempts. Intuitive rules interpret customer responses and generate 
intelligent responses. Activity identified as fraudulent will generate 
a telephone connect direct to Fraud experts who provide advice and 
reassurance.  For genuine transactions the response will instantly 
trigger an override on the fraud alert enabling the customer to 
complete their purchase. The entire process takes less than a 
minute which reduces inconvenience to the customer and creates 

business benefits by enabling the customer to use MBNA rather 
than a competitor card. Business rules define the contact  
strategy and rules can be varied according to transaction value,  
time of day or location. 

MBNA expectations have been exceeded on all four key business 
goals. The Customer Delight score mined from customer surveys 
includes a question about fraud alerts and following implementation 
of the system reached  a first ever 100% for a digital service, fully 
attributable to The Hub. There has been an incremental increase 
in retail volume by automatically authorising genuine transactions 
and immediate reactivation of card; MBNA are optimising digital 
technologies and MBNA evidences fraud efficiencies due to 
reduced manual review time.

MBNA
MBNA Digital Communications Hub

American Express UK
Transformation of the end to end online customer experience

Barclaycard
Negative Voice Biometrics

Chase Paymentech 
Dynamic Hosted Payments Page

EE
EE Cash on Tap

MBNA
MBNA Digital Communications Hub

Tesco Bank 
Mobile Banking App
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FinalistsWinner

JUDGES COMMENTS: Santander’s very simple but seasonal cashback loyalty programme has delivered a range of resonant consumer 
offers which has delivered a hugely impressive set of metrics in a highly competitive market.

Santander UK
Santander 123 Credit Card 
Seasonal Bonus Cashback

American Express UK
Multi-Merchant Digital Offer Programme

Barclaycard
Barclaycard Freedom Rewards

Lloyds Bank
Lloyds Bank - Everyday Offers

Royal Bank of Scotland Group with Aimia 
Delivering record levels of value to customers through  
customer centric targeting & communications

Santander UK
Santander 123 Credit Card Seasonal Bonus Cashback 

Tesco Bank
Win:Win

Left to Right: Chris Harris, Director of  Sales and Marketing, Ingenico; Ruben Justel, Director of 
Customer Loyalty, Cards and Unsecured Personal Loans at Santander UK; Alistair McGowan, Host

Best Benefits or Loyalty 
Programme of the Year

Santander has launched a seasonal bonus cashback programme which builds on the core product proposition  
of the 123 Credit Card which rewards customers with cashback for everyday spend. 

Using historic data from customers since launch of the 123 credit 
card Santander assessed annual spending patterns. With this insight 
Santander were able to choose categories or retailers which were 
popular with customers e.g. Amazon at Christmas, holiday travel 
during the summer, Bars and Restaurants for Santander Select 
customers in spring. This approach gave customers the right offer  
at the right time with broad appeal.

Large scale seasonal campaigns have included 1% bonus cashback 
at amazon.co.uk between November 2013 and January 2014, 3% 
bonus cashback at all major bars and restaurants for Santander Select 
customers between March and May 2014 and 1% cashback on flights, 
hotel bookings and at travel agents between June and August 2014. 

Santander widely advertised to both existing and new customers. 
Bonus cashback offers are easy to use with no requirement to 
register, no minimum spends and no caps. Offers are automatically 
applied to their 123 Credit Cards. In addition Santander customers 
gain access to the 123 World of exclusive preferential rates on 
other linked products such as significant discounts on Travel 
insurance which was tied in with the seasonal cashback on flights 
hotel bookings and travel agents. 

Simple, attainable and offering value for money in terms of rewards 
back to customers Santander’s seasonal bonus cashback programme 
has driven strong customer loyalty and great staff advocacy coupled 
with very strong commercial performance.

Rewarding
Effortless

Appealing

Rewarding
Effortless

Enjoy 1% bonus cashback 
on fl ights, hotel bookings 
and at travel agents between 
1 June and 31 August 2014

Simple Personal Fair
What a bank should be

What a summer 
bonus cashback offer 

should be
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FinalistsWinner

JUDGES COMMENTS: The judges were impressed by the innovation of this submission and the metrics submitted together  
with the idea that this could lead to industry wide cooperation.

Barclaycard
Negative Voice Biometrics

Barclaycard
Barclaycard Strategic Transfer to Bank

Barclaycard
Negative Voice Biometrics

Barclays with Ethoca
Barclays Combats Fraud and Reduces Costs in the UK

Lloyds Bank Commercial Cards
Customer Friendly Anti-fraud Solutions

MBNA
MBNA Digital Communications Hub

Left to Right: Nikhil Amit, Director End to End Customer Experience at Barclaycard - UK Cards; Stuart Fox, 
Director of Fraud Operations, Barclaycard; Steve Hadaway, Vice President & General Manager, EMEA Region, 
FICO; Alistair McGowan, Host.

CATEGORY SPONSOR 

Best Security or Anti-Fraud  
Development

Recent trends show an increase in fraudsters attempting to socially engineer data for  
the purposes of fraudulent account takeover

Barclaycard wished to protect its customers without cumbersome 
procedures. Barclaycard chose to implement a Dynamic Fraud 
Detection Solution using Voice Biometrics to achieve this. 
Barclaycard compiled a comprehensive library of known fraudsters’ 
voices and, using FraudMiner technology, implemented a ‘near 
real time’ pilot matching all incoming Customer Services and Fraud 
Detection caller voices against this blacklist. Incoming audio is 
assigned a risk score and alerts are investigated by experienced 
Barclaycard Fraud Agents who, where appropriate, make customer 
contact, protect the customer’s account and react at speed to add 
new fraudsters to the blacklist.

The combination of industry leading software, with rigorously 
defined processes and the skills of the Barclaycard Fraud team have 
produced clearly evidenced, demonstrable success.

As the first UK financial institution to implement Voice Biometrics 
technology, Barclaycard has gained competitive advantage. Levels of 
Account takeover fraud reduced by more than 40% and almost three 
quarters of high risk alerts were confirmed as fraud. Barclaycard is 
therefore adding to a growing library of known fraudsters. There has 
been no adverse customer impact, in fact conversations are taking 
place with the victims of fraud with in a clear and timely manner 
resulting in very positive customer experiences.

The combination of industry leading software, with rigorously 
defined processes and the unique skills of the Barclaycard Fraud 
team have produced very strong results over a very short timeframe.
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JUDGES COMMENTS: In this design category that was 
one of the strongest for some time, the judges felt the High 
Visibility Card suite is both innovative and ergonomic and 
collaboratively designed with the customer in mind.

Barclays
High Visibility Cards

Adam & Company
Adam Black Card

Barclays
High Visibility Cards

Ikano Bank
New Look Collection 

MBNA
Poppy Card 

Pure & Solid and Wirecard Card Solutions
Pure & Solid Prepaid MasterCard

Virgin Money
Virgin Money Debit Card

Best Card Design of The Year

Left to Right: Mark Barnett, MasterCard, President of MasterCard UK & Ireland;  
Dave Reynolds, Director of Debit Cards, Barclays; Alistair McGowan, Host.

Barclays  customers design their own debit cards, choosing their own images or from an online gallery. When a visually 
impaired customer, who had difficulty using their card because of the small script, colour and design, walked in to one 
of Barclay s branches the serving personal banker took a picture of a clear bright yellow paper (which was more suited 
to the customer) and produced a Barclays Personalised Card for the customer with that yellow image. 

Using a simple story that started in one of the branches and 
leveraging the already successful personalised debit card capability, 
Barclays worked with its accessibility team to develop a new category 
within Personalised Debit Cards with the most popular colours 
helpful to their elderly and visually impaired customers; making using 
a debit card much easier.  In 2014 Barclays have further enhanced 
the proposition with two extra and even better features:

• Cards will have a notch at the side, so as to enable 
customers to understand the direction of the card

• Cards with a white or black legend on the embossing 
rather than standard silver so that the customer 
can read these clearly, without having trouble 
(currently, all cards have a silver legend).

The customer centric approach has been promoted to branch staff 
via a roadshow organised by the accessibility team resulting in the 
doubling of High Visibility cards being issued. 

Barclays overriding driver has been to offer customers choice and a 
better experience that assists with their visual impairment. Barclays 
is the first and currently the only bank in the UK that provides 24 
High Visibility images and High Visibility Notch card options for its 
visually impaired customers.

JUDGES COMMENTS: The judges felt that the AIB Merchant Services entry was a clear winner in this category and believe  
that this is a growing trend that will make a big difference to the merchant community.

AIB Merchant Services
Clover Station

AIB Merchant Services
Clover Station 

Barclaycard
Simplified Payment Acceptance

Elavon
Instant Application Experience

Global Payments
Wi-Fi roll-out

Worldpay
Worldpay Contactless Implementation - Helping UK  
Businesses take more sales in peak times.

Worldpay
Worldpay Global Shopper Services - Helping UK  
Retailers attract more international visitors

Left to Right:Steve Hadaway, Vice President & General Manager, EMEA Region, FICO; Robert 
Doherty, Head of Product Management at AIB Merchant Services; Alistair McGowan, Host.

Best Merchant Acquiring  
Customer Initiative

In 2014, AIBMS successfully introduced Clover Station, a revolutionary cloud-based payments solution that replaces 
both the traditional cash register / EPOS and card payment terminal combination at the point of sale. The Clover 
Station has a contemporary look and feel that includes a high resolution touchscreen, an intuitive interface, a cash 
drawer and receipt printer plus an integrated Chip and PIN device. In addition, the Clover App Market offers a range of 
optional business Apps that will keep Clover relevant to a Merchant’s business.

AIBMS has placed Clover Station in several hundred merchant 
locations across Ireland and the UK, from Cafes to Grocery retailers, 
Beauty Salons to Guesthouses, Butchers to Gyms and Gift-shops. 

The objective in introducing Clover Station was to develop the AIBMS 
set of solutions for card present customers, in line with a product-led 
solution strategy AIBMS has been executing over the past 4 years; but 
the over-riding objective was to ensure the pilot resulted in a group of 
highly satisfied merchants spread geographically across our markets, 
and through as many verticals as possible.

To measure the benefit of Clover to our merchants, AIBMS 
completed a survey among a panel of 30 merchants after 90 days 
usage and recorded high satisfaction levels with the solution, and a 
100% net promoter score.

With this launch, AIBMS are leading a ‘smartphone’ style revolution 
for ePOS and are positioned to introduce Clover™ Station into retail 
sectors across Ireland and the UK.
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Creating Confidence. Giesecke & Devrient offers a comprehensive range of payment products  
and solutions based on the latest EMV, contactless and dual-interface technologies. Our smart debit, 
credit and prepaid products are available on a wide range of platforms based on secure and highly  
flexible operating systems. Alongside the comprehensive portfolio of easily configurable card products 
and card solutions, we offer all services related to electronic payments including m-commerce and transit. 
Our services include personalisation, system integration, project management and technical consulting 
from a single source. www.gi-de.com

Securing mobile life.

Giesecke & Devrient GB Ltd., Globe House, Unit 1, Westlinks, Alperton Lane, Wembley, Middlesex, HA0 1ER
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JUDGES COMMENTS: MobileMoney demonstrated strong empirical evidence of success from a very well-executed mobile initiative.

permanent tsb
MobileMoney

Barclaycard
Barclaycard Anywhere

Barclays
Barclays Pingit India Payments

EE
EE Cash on Tap

KBC
KBC Mobile Banking App

Payments Council
Paym

permanent tsb
MobileMoney

Left to Right: Karl O’Flynn, IT Business Analyst; Roisin Ryan, Communications Specialist;  
Juliet Ennis, Current Account Product Specialist; Gillian Forde IT Delivery Manager and Paul 
Flynn, Head of Online Development all at permanent tsb, Stephen Longbottom, Sales Director, 
MNO, Giesecke & Devrient; Alistair McGowan, Host

Best Initiative in Mobile Payments

CATEGORY SPONSOR 

permanent tsb launched the Mobile Money payment service in June 2014 allowing customers to pay anyone with a 
Visa debit card or mobile phone.  It was developed in conjunction with Visa Europe and is a payment service enabling 
customers to complete electronic fund transfers using the recipient’s mobile phone number instead of a BIC and IBAN. 

permanent tsb identified core requirements for success through 
research and, through detailed work with user experience 
specialists, worked to produce the most user friendly payment 
method. Quality rather than speed to market was the driver. 
Success factors included integration into the existing banking 
app and messaging centre, efficiency of registering and making 
payments, good communication of transaction journeys real time 
updates, consumer confidence around security and a simple secure 
collection method for non-customers.

permanent tsb took the time to develop a customised solution that 
would address these criteria.  Customers saw and contributed to all 

aspects of the development process from wireframes to production 
which proved invaluable in enabling permanent tsb to deliver a user 
friendly payment method to market.

Mobile Money was launched with a high impact, fully integrated 
marketing campaign and since launch the results have surpassed 
expectations with excellent metrics in the first four months. 
Registration and transaction levels are high and consumer 
confidence is demonstrated by the significant amount of 
transactions at the maximum value of €150.
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Every day more than 1,000,000 transactions  
are made with Visa contactless as more people  
choose to touch and pay the faster way.

In the past year* cardholders have paid with 
contactless for more than:

• 12 million journeys

• 13.7 million tea and coffee runs

• 29 million fast food meals

Visa Europe is constantly working at the forefront 
of technology to introduce new, easier and more 
secure ways to pay.

Visa contactless
Making everyday payments simple

visa.co.uk/contactless
*Visanet data November 2013 – October 2014

Over

contactless
every day

, ,

44335_VISA_TCPA_ad_A4_AW.indd   1 12/12/2014   17:23

JUDGES COMMENTS: Capital One’s entry eloquently demonstrated that treating customers fairly via its innovative Customer Alerts  
is the right thing to do and is an approach which delivers for the customers and for Capital One.

Capital One
Customer Alerts

Barclaycard
Barclaycard Price Promise

Barclaycard
Terms and Conditions Re-write and Re-design

Capital One
Customer Alerts

MBNA
MBNA Treating Customers Fairly and with respect

Nationwide Building Society
Contactless - Online Only Cards

Left to Right: Conor Langford, Country Manager for Ireland at Visa; Richard Rolls, Head of Operations, Capital One; Amy Lenander, Chief Marketing Officer, Capital One;  Alistair McGowan, Host.

Best Achievement in Treating 
Customers Fairly

CATEGORY SPONSOR 

Capital One had a vision ‘To change banking for good’ and introduced a series of Treating Customers Fairly initiatives to 
reduce the number of late or missed payment fees, persuade more customers to pay off more of their outstanding card 
balances, reduce failed card applications and lower charge off losses. 

With a new online tool QuickCheck, the first move was to help 
potential customers understand the likelihood of being accepted 
for a Capital One card without black-marking their credit file. Failed 
applications have reduced and financial inclusion is enhanced - 
those unlikely to be accepted for a standard card are instead offered 
one designed for people with poor credit scores.

With automatic opt-ins for email and SMS alerts, customers receive 
reminder messages before payments are due. Alert messages are sent 
suggesting a higher but affordable payment amount and customers 
can click (or tailor) to update their Direct Debit payment immediately. 

A favourable proportion of recipients increased their monthly 
payment from the minimum. The alerts suite also includes DD failure 
alerts giving customers the opportunity to avoid late fees. 

Customer alerts have reduced fees and improved customer 
experience. Capital One has also benefitted from reduced 
collections costs, more customers facilitated via the Quick Check 
tool and a reduction in annual loss benefit. Capital One has sought 
to embed the TCF culture across frontline staff, capturing their 
insights and ideas to design the TCF initiatives and empowering 
them as TCF champions.
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CATEGORY SPONSOR 

FinalistsWinnerFinalistsWinner

Left to Right: Elyn Corfield CFO, MBNA; Sara Popplewell, Senior Marketing Strategy Manager, 
MBNA; Kiaran McEvoy, Head of Product Management – Existing Customers, MBNA; Mark 
Bergdahl, Director, Loyalty Consulting UK; Michael Donald, Commercial and Customer Experience 
Executive, MBNA; David Eddon, Senior Manager Retention, MBNA; Alistair McGowan, Host.

JUDGES COMMENTS: The judges felt that this evolution of the Barclaycard wearable wristband, bPay is showing some  
real traction now that contactless acceptance is increasingly widespread.

Barclaycard
bPay

Barclaycard
bPay 

Barclays
Pingit Charity Donations with Gift Aid

Payments Council
Paym

paysafecard.com
paysafecard

Left to Right: Conor Langford, Country Manager for Ireland at Visa; Michael Saunders, 
Managing Director, Digital Consumer Payments at Barclaycard; Alistair McGowan, Host.

Best Alternative Payments Programme

Leveraging contactless technology with bPay, the next generation of its payments wristband, Barclaycard have found 
a way to allow consumers to pay for something with the swipe of their wrist at any contactless merchant around the 
world. At its centre is a pre-paid account which can be linked to the user’s credit or debit card. 

The bPay band launched at London Pride and Barclaycard Presents 
British Summer Time Hyde Park 2014. Attendees were able to sign 
up for the band and use them throughout the site at the events. The 
sign up journey is intuitive, quick and a simple experience – it takes 
2 minutes for someone to “wake their band up”, link it to a card of 
their choice and use it throughout the site. 

bPay band is especially disruptive given that that customers can 
use it  on an ongoing basis. Barclaycard’s figures show that that 
customers have indeed wanted to continue using the bands after 

the events themselves – with over 80% of London Pride spend 
being after the event itself.

Barclaycard has signed deals with a number of companies to 
widen bPay’s reach. For example Barclaycard has partnered with 
Southampton Football Club to provide an SFC branded band to fans.

Scope for  bPay appears significant. bPay bands are innovative 
and resonate with customers as having a cool factor.  They’re also 
practical. For example, use on TfL to avoid card clash and as a 
means to upgrade to contactless for customers who have not yet 
been issued with a contactless card. 

JUDGES COMMENTS: The judges were impressed by an extremely well executed marketing campaign. A range of thoughtful 
communications using multiple channels delivered impressive metrics which mitigated against the risk of significant attrition and in fact 
delivered strong levels of retention, customer satisfaction and performance on retained accounts. 

MBNA
MBNA Conversion Campaign

Adam & Company
Adam Black Card

American Express UK
American Express British Airways “Receipts” Campaign

Barclaycard
Barclaycard New Customer Engagement 

Capital One
QuickCheck

MBNA
MBNA Conversion Campaign

Santander UK
Santander 123 Credit Card Amazon Bonus Cashback

Best Marketing Campaign of 
the Year – Credit Card

MBNA faced its biggest ever conversion campaign, which involved migrating almost a million customers to the MBNA 
brand. Initial impact assessments based on previous experience indicated a potential for material balance attrition. 

MBNA’s campaign sought to mitigate this risk. MBNA utilised 
multiple communications channels based on customer preferences. 
The conversion campaign ensured customers were informed at  
each stage of the journey, from regulatory notification through to 
the final ‘card blocking’ phase.

Communications had to introduce the customers to the MBNA 
brand and reassuringly position it as a credible alternative with its 
own stylistic identity. In parallel, MBNA ran an integrated brand 
awareness London-area campaign to raise national profile and ease 
the transition for those customers less aware of MBNA. 

MBNA identified 8 conversion customer segments who received 
a tailored mix of incentives including MBNA rewards and balance 
transfer offers. Levels of satisfaction and delight were very 
favourable for customers moving to a rewards product and the 
balance transfers were perceived as a significant upgrade.  

The conversion campaign has delivered strong results: increased 
balance transfer volumes, incremental retail spend on  accounts 
upgraded to the MBNA rewards product and uplift in active 
accounts and cycling balances after a year. Within a few months  
of the campaign, overall customer satisfaction improved.

THE WINNERS 2120 TCPA 2015



FinalistsWinner

Left to Right: Mark Bergdahl, Director, Loyalty Consulting UK; Steve O’Neill, 
Marketing Director at PayPoint; Alistair McGowan, Host.

JUDGES COMMENTS: The judges applauded PayPoint for its campaign which was strong on connecting with consumers  
and delivered great results on a limited budget.

PayPoint
Pick Up More from Your Local Store

Contis Group and Ffrees 
Ffrees: Rebirth of ‘Jam Jar’ Saving in the Digital Age

Lloyds Bank
Lloyds Bank – Everyday Offers

M&S Bank
The new fee free current account from  
M&S Bank – Everyday Banking M&S Style

PayPoint
Pick Up More from Your Local Store

permanent tsb
MobileMoney “Teppanyaki”

Tesco Bank
Win:Win 

Best Marketing Campaign of the Year 
Other Payments Products

PayPoint’s ‘Pick Up More From Your Local Store’ consumer campaign was the industry’s first multimedia, integrated 
consumer campaign to drive awareness and engagement with the PayPoint brand. The results exceeded expectations, 
with awareness, social media engagement and commercial transactions all outperforming the sector. 

The campaign aimed to change consumer behaviour and perception 
of PayPoint by combining a strong creative platform with a variety 
of media channels, including outdoor (bus shelters, billboards 
and phone kiosks), POS, digital display ads (including banners, 
skyscrapers and MPUs), a branded tram and Facebook sponsored 
posts.  The bus shelter ads were interactive so that, by downloading 
the blippar app on their smartphone, consumers could interact with 
the posters and link to PayPoint’s store locator, service information 
and experiential video content. 

Evidence of the campaign’s success included a 7% higher 
transaction growth across participating stores than the control 

group, awareness of PayPoint’s non-energy services increasing 
by more than two-thirds in all categories, and usage of PayPoint 
services increasing by more than one-fifth.

In addition, the campaign video on Facebook was viewed over 
47,000 times, delivering 2,059,287 impressions, while the click 
through rate of 3.65% to the campaign landing page was almost 
double the industry benchmark of 2.0% (source Facebook). 

The key learnings that consumers respond positively to a range 
of visual and experiential communications now form the basis for 
PayPoint’s future campaigns.

Payment solutions for 
a multi-channel world

To find out more visit 
www.paypoint.com

From utilities to urban 
mobility and government 
to gaming, major 
organisations around the 
world rely on PayPoint 
to provide payment 
services to their 
customers every day

•	 36,000	stores	in	the	UK	and	overseas,	6000	merchants	online	and		
8	million	mobile	payment	consumers

•	 Operations	in	USA,	Canada,	Australia,	France,	Romania,	UK	and	Ireland

•	 780	million	consumer	payments	annually

PayPoint provides true multi-channel payment solutions 
through a unique combination of local shops, online and  
mobile solutions.  

Card and Payments advert - 270215 - 2.indd   1 27/02/2015   16:38:53
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MasterCard is proud to sponsor The Card & Payments Awards.
Congratulations to all of this year’s winners.

JUDGES COMMENTS: Lloyds Bank Cardnet has delivered an impressive range of customer experience transformations  
which were extremely well presented and impressed the judges.

FinalistsWinner

Lloyds Bank Cardnet
Transforming Client Experience

AirPlus International
AirPlus Customer Service Hits New Heights after major Sales & 
Account Management Makeover

Barclaycard
Technical Relationship Management Team

Lloyds Bank Cardnet
Transforming Client Experience

MBNA
Data Driven Customer Experience Optimisation

Tesco Bank
Making What Matters Better

Worldpay
WorldPay Customer Service: Keeping it Simple and Making it Matter

Left to Right:  Mark Barnett, President of MasterCard UK & Ireland; Aidene Walsh, Director of Commercial Card & Acquiring Solutions at Lloyds Banking Group; Alistair McGowan, Host

Best Achievement in 
Customer Service

CATEGORY SPONSOR 

Lloyds Bank Cardnet aims to achieve its vision to be ‘the best bank for customers’. It also aims to materially increase 
its UK market share of merchant customers, in pursuit of the above vision. Lloyds Bank Cardnet has transformed the 
previously cumbersome on-boarding journey by enabling clients to instantly apply online and by simplifying the process 
which now takes hours rather than weeks. 

Lloyds Bank Cardnet introduced two tools to give customers business 
insight. Firstly, a comprehensive tool, ClientLine, which enables 
customers to drill into key data for e.g. spending trends. Secondly a 
‘top-line’ tool ‘Business Track’ which enables clients to see transactions 
at a glance. Lloyds Bank Cardnet now engages with customers at 
a personal level and on an ongoing basis, rather than viewing a 
transaction as complete once a customer has been acquired.

Lloyds Bank Cardnet has transformed customer service as 
evidenced by increases in customer satisfaction and very impressive 
improvements in retention metrics.  Lloyds Bank Cardnet has 

enjoyed marked improvement in Net Promoter Scores which are 
now sector beating and well above the UK FS average. Business 
improvement has included increased conversion rates, reduced 
administration workload and associated costs as well as improved 
revenue.

Lloyds Bank is well ahead of schedule to achieve its overriding 
business objective to increase market share and is making good 
progress in achieving its vision to be ‘the Best Bank for Customers’ 
with brand tracker research revealing strong scores for the 
statement ‘Best Bank for Supporting Businesses in the UK’.

Highly Commended
Tesco Bank  
Making What Matters Better
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JUDGES COMMENTS: Every so often there is collaboration within the industry which stands out and takes the industry forward. Paym 
is such an achievement. The judges salute the delivery of the whole team under the leadership of Chris Bryson.

Left to Right: Charlotte Stone, Head of Products and Marketing, Proprietary Card Services, American Express UK; Chris Bryson, Head of Project Delivery at the Payments Council; Alistair McGowan, Host.

Winner

Paym Implementation

CATEGORY SPONSOR 

Industry Achievement of the Year 

Back in 2012 Payments Council members agreed that if customers could pay straight into someone’s account using  
just their mobile number it would make everyone’s life easier.

To make this vision a reality the project delivered Paym which is a 
proxy database enabling customers to link their current account 
and sort code number to their mobile phone number. The delivery 
of this multi-million pound project led by the Payments Council has 
involved over 95 stakeholders across 15 major organisations.

Paym was launched on 29 April 2014 and is already available  
to more than 40 million people across the UK. Further banks,  
building societies and payment service providers are to join across 
2015 to ensure Paym is made available to the widest possible  
range of customers. 

The timing of Paym fits perfectly with the major shifts that  
are occurring in the use of mobile technology and the move  
to digital banking

Paym is a fantastic example of the power of collaboration and 
shows what can be achieved when highly competitive businesses 

put aside their differences to work together for the greater good.
The project’s collaborative approach has ensured that the new 
service has the very best chance of enabling further competition 
and innovation.

Whilst recognising the truly collaborative nature of the project, The 
Card and Payments Awards acknowledged the role of Chris Bryson 
Head of Project Delivery at Payments Council who was responsible 
for the delivery of Paym.

Chris is known for his skill in getting a concept from PowerPoint 
into the real world and in the case of Paym, with such a complex 
environment within which to operate, it was Chris’s pragmatic, 
steady and persistent attitude that led to Paym being delivered on 
time, in scope and within budget. Chris’s strong negotiating skills 
were instrumental to his success in managing the delivery through 
the different cultures and agendas of all those involved.  

Congratulations to the 

 Paym Implementation team. 
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FinalistsWinner

JUDGES COMMENTS: Barclaycard Fuel+ impressed the judges with the range of features and global acceptance which  
greatly assists corporate fuel management.

Barclaycard
Barclaycard Fuel+

Left to Right: Matt Sloan, Managing Director EMEA Region, Diners Club International;  
Paul Jackson, Managing Director of The Mileage Consultancy; John Bostock, Head of  
Corporate & Enterprise Business, Barclaycard; Alistair McGowan, Host.

Best Business Card Programme

CATEGORY SPONSOR 
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Bank of America Merrill Lynch
Corporate Travel Card

Barclaycard
Barclaycard Fuel+

Barclaycard
Value Wales

FairFX and Wirecard Card Solutions
FairFX Corporate Card with Payment Card Technologies 

Lloyds Bank Commercial Cards
ePAY Virtual 

Payment Card Solutions
Bread4Business and IDT Financial Services

Prior to Fuel+, no UK Visa or MCI issuer had addressed the UK fuel market, largely due to high  
barriers to entry and lack of compelling, differentiated propositions. 

Developed in association with The Miles Consultancy (TMC), 
Barclaycard Fuel+ is a new, single, powerful, secure solution for 
consolidated fuel purchasing and mileage expense management. No 
other fuel card offers wider coverage. Powered by Visa acceptance - 
99% of UK filling stations accept Fuel+ and it can be used in Europe. 

Barclaycard Fuel+ uses cutting edge technology to deliver 
information to help control and reduce business fuel costs by  
an average of 25%. 

Fuel + allows fleet users to Purchase fuel via a secure Chip & 
PIN-verified purchasing platform. Fuel + has integrated Mileage 
Capture and Audit services and is fully HMRC-compliant. Mileage 
Audit, business and private mileage, pence per mile and miles per 

gallon are all fully visible. End users can log their mileage and upload 
receipts onto the TMC system via a mobile app, thereby saving time 
and improving reporting accuracy. 

Fuel+ provides monthly reporting to support VAT reclaim on fuel 
spend, enabling the recovery of the actual VAT incurred rather 
than on HMRC’s scale rate basis. And through tools such as TMC’s 
Carbon Reporting System, real-world mileage, mpg and CO2 data 
from the Fuel+ system is helping fleets reduce emissions and make 
informed decisions on deploying EVs. 

Barclaycard Fuel+ has delivered major direct savings for its 
corporate clients and its data rich solution has helped these clients 
to materially enhance fuel cost management.
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FinalistsWinner

JUDGES COMMENTS: Felt to be an extremely good collaboration brought about by the Payments Council which 
 will make mobile payments more ubiquitous.

Payments Council 
Paym

Barclaycard
bPay Band 

Barclaycard
Barclaycard Fuel+

Nationwide Building Society
Contactless - Online Only Cards

Payments Council
Paym

Santander UK with Ethoca
Santander Combats Fraud and Reduces Cost in the UK

Western Union Business Solutions
NGO GlobalPay Reimagining Finance

Left to Right: Chris Bryson, Head of Project Delivery at Paym: Keith Rowling, UK & Ireland 
Managing Director at First Data; David Picton; Platform Delivery Lead at Paym , Glyn Warren, 
Senior Payments Industry manager, HSBC; Alistair McGowan, Host.

Best Industry Innovation of the Year

CATEGORY SPONSOR 

At First Data, we develop the technology solutions 

that make payments simpler, faster, and more 

secure. Our payments solutions help merchants 

and financial institutions succeed. 

With more than 40 years of experience, 

First Data helps its clients thrive in the

evolving world of commerce. 

Proud Sponsors of the Card and Payments Awards 2015 and Samaritans

© 2014 First Data Corporation. All Rights Reserved. All trademarks, service marks and trade names referenced in this material are the property of their respective owners.  18850 (3943) 1114

Designing the future 
of commerce.

To find out more,  
please visit firstdata.com

18850 (3943) 1114 Cards Payments Award Ad_A4 Update_FNL.indd   1 11/12/14   8:43 AM

Payments Council’s  members agreed that if customer could pay straight into someone else’s current account using just 
their mobile number, it would make everyone’s life easier. Work started on a collaborative project to create Paym – a 
proxy database to enable customers to link their current account number and sort code to their mobile phone number. 
Paym has been delivered by the Payments Council and participating UK banks & building societies and represents a 
multi-million pound investment.

Launched in April 2014, Paym is the first industry-wide way to send 
payments to friends and family, securely using just their mobile 
number. Payments are made directly between current accounts, 
and can be made at any place and any time. In the majority of cases, 
money arrives almost immediately. Paym enables the sender to 
check the recipient’s name before sending the payment providing 
trust and confidence in the transaction. 

Paym has made ‘settling up’ and person-to-person payments very 
easy. Informal lending between family and friends is significant and 
estimated to be running at £12bn per year.

Paym is a fantastic example of the power of collaboration - the new 
service has the necessary flexibility to enable further competition 
and innovation across the industry. Paym is already available to 
more than 40 million people across the UK and across a range of 
member banks and building societies.

Over 1.8 million customers have registered for Paym since launch 
and as of 30th November over £20m has been transferred using 
Paym. Paym has also contributed to increased levels of awareness 
around mobile payments with 74% of all UK consumers aware  
that UK banks and building societies offer mobile payments (TNS). 
This is a big step forward in making mobile banking an every-day 
option for making payments.
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JUDGES COMMENTS: The judges found that the fee 
structure and proposition of Ffrees Prepaid Debit card was 
extremely compelling and the entry was very strong. Ffrees 
evidenced strong performance and it is resonating with its 
target market. 

Contis Group and Ffrees
Ffrees Prepaid Debit Card

Contis Group and credEcardplus
credEcardplus Prepaid Debit Card

Contis Group and Ffrees
Ffrees Prepaid Debit Card

FairFX and Wirecard Card Solutions  
with Payment Card Technologies
FairFX Currency Card

Pockit with Wirecard Card Solutions
Pockit

TUI UK & Ireland and Prepay Solutions
Thomson Prepaid Card

Ukash
The Ukash Prepaid Travel Money MasterCard Card

Left to Right: Nigel Medhurst, Chief Financial Officer, Ffrees Family Finance; Robert Courtneidge, 
Member of the Judging Panel and Head of Cards and Payments at Locke Lord; Peter Cox, Chairman  
of Contis Group, Alistair McGowan, Host.

Best Prepaid Product of the Year

JUDGES COMMENTS: In an extremely strong category with exceptionally good submissions and one on which we should commend all 
entrants, the judges were challenged to decide but after discussion Lloyds Bank were deemed a worthy winner.

Lloyds Banking Group
Helping Britain Prosper

Barclaycard
Barclaycard Vulnerable Team

Barclaycard
Yes2Chess

Investec
Investec CSR Programme

Lloyds Banking Group
Helping Britain Prosper

MBNA
MBNA 20th Anniversary Community Programme

Tesco Bank
Tesco Bank - Using our scale for good

Left to Right: Roger Alexander, Chairman of Judging Panel and Director of Accourt Ltd; Chris Thorne, Head of Strategic Commercial Partnerships,   
Commercial Card & Acquiring Solutions at Lloyds Banking Group; Alistair McGowan, Host. 

Best CSR Programme

Lloyds Bank has a long-term CSR plan; ‘Help Britain Prosper’ which aims to support the establishment of at  
least 1000 social enterprises around the UK in disadvantaged areas, raise money  to support communities in 
disadvantaged areas and at a local level position Lloyds Banking Commercial Cards and Acquiring as a supporter  
of enterprise and UK business. 

Lloyds Bank has worked in partnership with the School of Social 
Entrepreneurs and heavily invested in developing a five-year 
programme, helping individuals in deprived areas set up social 
enterprises. They have also worked in partnership with BiTC to 
support a Business Connectors programme, seconding senior 
leaders to work in some of the UK’s most deprived areas, so they 
could use their expertise to help local business, charities and 
communities to thrive. Lloyds Bank also launched ‘A Day to Make a 

Difference’ which allows their people spend a day supporting local 
causes by offering manpower through to strategic support.

Lloyds Bank has given thousands of hours of senior leaders’  
time for the Business Connectors programme and in the last 12 
months alone have contributed several million to local communities, 
helped set up social enterprises, creating jobs and benefiting a  
very significant number of people. Engagement scores of those 
involved in the progamme outstrip not just Lloyds Banking Group 
average, but all UK norms.

There are 24 million people whom traditional banks didn’t serve because they could not do so profitably.  Ffrees 
responded by creating a new prepaid Visa debit card using the Contis platform and BIN sponsorship linked to a  
UK sort code and account, all provided by Contis Group.  This business model was not dependent on the wealth  
of its customers.

Market research helped shape the Ffrees prepaid debit card  
and core features:

• A Money Manager feature which replicates on-line 
how people manage and pay their bills with cash. 

• Online ’Jam Jars’, where customers can set money aside for 
unexpected events and bills such as rent and utilities. 

• An average of 5% cashback.

• The facility to send money back home via international 
bank transfers or offering a dual card ability where a 
customer can send a replica of their Visa preloaded 
card to friends and family back home. 

The Ffrees prepaid debit card is now the UK’s fastest growing 
digital current account with an annual throughput rate of nearly 
£60m via 30,000 accounts that have already been opened in under 
11 months since launch in October 2013.  More importantly, 
the Ffrees prepaid debit card has brought financial inclusion and 
empowerment to those who need it, with over 20% of Ffrees 
customers having no previous bank account and the majority of the 
rest profoundly under-banked.

4763 0000 0000 0000

MR CARDHOLDER

05/12 05/15

62-30-53    01234567
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FinalistsWinner

JUDGES COMMENTS: The judges found the Lloyds Bank Avios Rewards card to be a very generous product with dual MasterCard  
and American Express acceptance. The fee free foreign exchange transactions and the opportunity to upgrade by a cabin class on two  
BA flights are likely to have widespread appeal.

Lloyds Bank
Lloyds Bank Avios Rewards Credit Card –  
A brand new account that rewards 
travellers at home and abroad

Adam & Company
Adam Black Card

Barclaycard
Barclaycard Initial 

Lloyds Bank
Lloyds Bank Avios Rewards Credit Card 

MBNA
The MBNA Low Rate Credit Card

Santander UK
Santander Select 123 Credit Card 0% Forex

Tesco Bank
Tesco Bank Foundation Credit Card

Left to Right: Howard Berg, Senior Vice President, Gemalto; Paul Gordon,  
Managing Director, Consumer and Commercial Cards, at Lloyds Banking Group;  
Andrea Burchett, Commerical Director, Avios Group; Alistair McGowan, Host.

Best Credit Card Product  
of the Year

CATEGORY SPONSOR 

We do security so people have the freedom  
to enjoy their digital lifestyle.

GEMALTO.COM

ENABLING ORGANIZATIONS TO OFFER TRUSTED AND CONVENIENT DIGITAL SERVICES 
TO BILIONS OF INDIVIDUALS.
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In November 2013 Lloyds Bank launched a new credit card packed with travel rewards. This new product was based on 
Lloyds Bank’s insights, which identified that travel consumers wanted:

• To reduce the time it took to save for their dream holiday

• To improve their travel experience without the extra cost

• Their credit card to reward them at home and abroad 

To do this Lloyds Bank created a dual card proposition with a 25% 
increased collection rate compared to the existing Rewards credit 
cards, helping customers get to where they want to go, faster. The 
customer gets more rewards when they use their Amex card and 
where this isn’t accepted they can then use their MasterCard – 
meaning customers can continue to build their rewards wherever 
they use their card.

Everyone loves an upgrade, so when customers spend £7,000 on 
their cards in a year they can now upgrade by a cabin class on two 
British Airways flights – helping to make their trip more memorable

Many credit cards charge a fee every time they’re used abroad. The 
Avios Reward Credit Card does not charge foreign transaction fees, 
making it the first Rewards card in the UK to offer both points and 
‘fee free’ foreign exchange transactions.
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FinalistsWinner

JUDGES COMMENTS: The judges felt that the unique combination offered up by Tesco Bank of the Debit card and Club card was very 
compelling and provided strong appeal and drives loyalty and engagement amongst a clearly identified target market.

Tesco Bank
Clubcard Debit Card

Contis Group and credEcard plus
credEcardplus Prepaid Debit Card

Santander UK
Santander Select Debit Card

Tesco Bank
Clubcard Debit Card

The Royal Bank of Scotland Group
Helpful Debit Cards

Left to Right: Kelley Knutson, Executive Vice President, TSYS International; Stacy Lamb Senior 
Manager – New Product Development & Acquisition Strategy – Current Account, Tesco Bank; 
David Millington – Head of Current Accounts, Tesco Bank Kevin Coll – Senior Commercial 
Manager, Schemes and Industry, Transactional Banking,Tesco Bank; Alistair McGowan, Host.

Best Debit Card Programme  
of the Year 

Tesco Bank launched its Current Account to the market in June 2014. At its heart is a contactless debit card that acts  
as a Clubcard. Tesco Bank listened to thousands of customers, and designed the current account around the features 
they said were most important to them:

• Clubcard points on debit card spend

• 3% AER interest on credit balances up to £3,000

• A clear and transparent fee structure

Customers are automatically enrolled into the Clubcard programme, 
there’s no need to register, or have to claim to collect points. 
Customers are rewarded for using their debit card by earning 
Clubcard points nearly everywhere they spend. Customer’s loyalty 
to Tesco is rewarded through earning additional points when 
spending in Tesco.

In September, Tesco Bank kicked off its Win: Win marketing 
campaign. The message to customers was very simple: win when 
you spend on your debit card by earning Clubcard points, and win 
when you don’t spend by earning credit interest on your balance.

Tesco Bank also created a class-leading mobile banking app to allow 
their customers to manage their money on the go. The innovative 
Overdraft Control feature, text and email alerts and a daily 5pm 
grace period, all help customers to manage their money.

win win
when you spend when you don’t

Extra Clubcard points when you use your  
debit card and 3% AER interest on  

balances up to £3,000.

£5 monthly account fee which you don’t  
pay if you deposit £750 per month.

Current Account

TBS00244_PCA September_Statement insert_DL_198x95.indd   1 14/08/2014   11:49
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On 5th February  
more than 1200 of the industry’s top decision makers gathered at  

The Grosvenor House Hotel  
on Park Lane  

for 

The Card & Payments Awards 2015  
providing a fantastic opportunity to network.  

Perhaps you might recognise some of the faces!

For more great photos, visit The Card & Payments Awards website  
at www.cardandpaymentsawards.com or visit simply-photography.co.uk

It‘s a great achievement for us and we are hugely 
proud of winning these awards. Our focus to 
deliver excellent client service and insight for both 
our business and retail customers is part of our 
commitment to helping the UK economy prosper.

Paul Gordon
Managing Director,  
Consumer and Commercial Cards, Lloyds Banking Group

At Tesco Bank we are committed to providing our 
customers with a great service and are delighted  
that this has been recognised by winning a highly 
commended award in the Best Achievement in  
Customer Service category. 

James Devlin
Head of Operations,  
Transactional Banking, Tesco Bank

Industry awards like these especially considering the strength of the competition this year confirms that 
MBNA is demonstrating best-practice in the sector by putting our customers at the centre of all we do. 
We were particularly delighted to be recognised for our digital innovation in this case, providing real-time 
alerts to customers to prevent potential fraud on their account, something we know our customers really 
value. Recognition of the work of our dedicated team supporting vulnerable customers was also very 
welcome. Their work with a number of external organisations such as Samaritans, Alzheimer s UK and 
Macmillan has proved invaluable.   

Ian O Doherty Chief Executive, MBNA

1. L to R: Darren Hill (Global Payments),  
Paul Bartholomew-Keen (Annecto UK),  
Kevin Hayler (Annecto UK) and Nigel Hyslop 
(Global Payments).

2. L to R: Michelle Colley(Prepay Solutions), 
Rachelle St Ledger (Prepay Solutions),  
Hillary Kett (TUI UK and Ireland),  
Emma Clarke (TUI UK and Ireland),Tracey 
Harpum (Prepay Solutions).

3. L to R: Charlotte Balfour(Chase 
Paymentech), Prince Zhandire (Barclays),  
Dean Nash (Barclays), Magician, Linda Hope 
(Chase Paymentech).

4. Clockwise from top: Peter Turner (Credit Call), 
Richard Armstrong (Lloyds Bank),Colin Edwards 
(Worldpay), Martin Doherty (Ingenico),Andrew 
Rush, (Elavon), Paul Clarke (Barclaycard), Keshav 
Talwar(Global Collect) Linda Hand (Elavon) Chris 
Harris (Ingenico) James Frost (Worldpay).

5. Clockwise from top: DCI Perry Stokes 
(Dedicated Cheque & Plastic Crime Unit), 
Jenni Borg (Department for Transport),  
Craig Jones (The UK Cards Association)  
Lesley Robinson (Money Advice Service), 
Robert Skinner (The Lending Standards Board), 
Melanie Johnson (The UK Cards Association), 
Shashi Verma (Transport for London), Maurice 
Cleaves (Payments Council), Graham Peacop 
(The UK Cards Association), Fiona Hoyle 
(Finance & Leasing Association).

6. Clockwise from top: Simon Powell (Lloyds 
Banking Group), Matt Blantern (Cardlytics) 
Karen Davidson (Lloyds Banking Group), 
Duncan Smith (Cardlytics), Charles Humphreys 
(Cardlytics), Adrian Bryant (Lloyds Banking 
Group), Mike Stanley (Cardlytics), Thomas 
Ellis (Lloyds Banking Group), Jill Dougan 
(Cardlytics). 

7. L to R: Minesh Patel, James Gardiner, 
Richard Haggett,Susan Richards, all from 
Barclaycard Global Payment Acceptance.

8. Clockwise from top: Grenville Paull (Pockit), 
Luc Gueriane (Wirecard Card Solutions), 
Kevin Friedrich (Thames Card Technology), 
David Lais (xWare42), Katy Lawrie (Wirecard 
Card Solutions), Mike Aldren (Payment Card 
Technologies (PCT)), Brian Lawlor (Wirecard 
Card Solutions), Lee Russell (MasterCard).
Heather Gray (Wirecard Card Solutions),  
Kate Algar (Skrill).
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To have won the award for  Best Marketing Campaign  with our first consumer marketing campaign is an achievement 
that we feel very proud about. Over the years, PayPoint has won the trust of the consumers for whom we provide  
a vital service and has created lasting partnerships with our clients and retailers. Our team worked painstakingly  
to create a campaign that engaged consumers and drove footfall for retailers, all reinforced by our message of  Pick  
Up More From Your Local Store . We are delighted to have been recognised alongside such a distinguished group  
of industry leaders.  

Steve O’Neill 
Marketing Director, PayPoint

9. L to R: Susan Jordan, Oliver Beaumont, 
Andrew Downes, Emily Utton, Alex Reddish, 
Giedre Mitkute all from Raphaels Bank.

10. Clockwise from top: Jamie Merritt 
(Accourt), Jeremy Abbott (UnionPay), John 
Berns (Accourt), Kevin Murphy (AvantCard), 
Roger Alexander (Accourt), Martina King 
(Featurespace), Vaughan Collie (Accourt), 
Darren Wilson (EVO Payments), Alex Rolfe 
(Accourt), Sandra Alzetta (Visa Europe).

11. L to R: Daniel Blondell, Craig Pollard, 
Karen Coe and Howard Berg all from Gemalto.

12. Clockwise from top: Tim Rumble (Worldpay), 
Chris Crang (Worldpay), Emily Lahey (Worldpay), 
Alan O’Grady (Worldpay), Joanne Clarke 
(Worldpay), Allyson Spindler (Worldpay), Simon 
Curtis (Worldpay), Roger White (Worldpay), Nick 
Bush (RBS), Charles Hampson (RBS).

13. Clockwise from top: Kelley Knutson 
(TSYS), Linda Nolan (Samaritans), Sally OíNeill 
(Guest of TSYS), Grant Williams (TSYS) , Des 
Crowley (Bank of Ireland), Senan Murphy 
(Bank of Ireland), Faisal Jafri (Lloyds Banking 
Group), Debbie Oliver (TSYS) , John Natalizia 
(Virgin Money), Michele Green (Virgin Money).

14. Clockwise from top: Damon Harding 
(TalkTalk Group), Ray McDonnell (Chase 
Paymentech), Vince Bourke (Affinion 
International), Caroline Noble (Affinion 

International), Charlotte Balfour (Chase 
Paymentech), Heather Fennemore (TalkTalk 
Group), Kieran McGregor (TalkTalk Group), 
Jashan Sidhu (TalkTalk Group), Rashpal 
Rai (Talk Talk Group), Linda Hope (Chase 
Paymentech).

15. Clockwise from top: Melissa Weber 
(American Express), Christina Savvas(American 
Express), Becky Greenwood(American 
Express), Dan Dew (American Express), 
Victoria Keen (American Express), Caroline 
Hartley (American Express), Damien Tyers 
(American Express), Phil McGilvray (American 
Express), Andrea Burchett (Avios Group), 
Charlotte Stone (American Express).

16. Clockwise from top: Christian Gall (AirPlus 
International), Jon Fox (AirPlus International), 

Richard Gregson (Santander), Jay Patel (AirPlus 
International), Allison Moulton (Santander), Mike 
Foulks (Airplus International), Patsy Adjei, AirPlus 
International, Paul Spelman, Airplus International, 
Roger Eccleston (AirPlus International), Caroline 
Haywood, AirPlus International.

17. Clockwise from top: Manoj Piplani,  
Kurt Nielsen, Oliver White, Salina Darbyshire, 
Azadeh Aghajani, Katherine Whitton, Alex  
Naylor, Emelia Lim, Dora Karpati and Helen 
Leverett all from Barclaycard.

18. L to R: Catherine Wrightam (Global 
Payments), John Curtis (Global Payments), 
Sally Tran (Global Payments), Daren Hill (Global 
Payments), Clare Phillips (Global Payments), 
Sophie Lea (Global Payments), Kevin Hayler 
(Annecto), Nigel Hyslop (Global Payments), 
Kelly Johnson (Global Payments), John Sutton 
(Global Payments).

19. Clockwise from top: Russell Tarr (PayPal), 
Paul Wilson (Gemalto), Lee Johnstone (Contis 
Group), Craig Pollard (Gemalto), Anna McLeod  

(Access Prepaid), Shannon Grehan(FIS),  
Lewis Crawford (Gemalto), Robin Chismon 
(Gemalto), Richard Armstrong (Atom Bank), 
Anthony Lloyd-Perks (Gemalto).

20. L to R: Christian Westcough (Santander 
UK), Anne McDermott (Oberthur Technologies), 
Matt Bazley (Oberthur Technologies), Michelle 
Hynd (Oberthur Technologies), Gareth Swindells 
(Santander UK).

We are delighted to be recognised for our work  
on High-Visibility cards by our peers in the UK Cards 
Industry, proving that a simple but clever  
idea by a colleague in a branch can be developed 
and launched for the benefit of our visually-impaired 
customers 

Dave Reynolds
Director UK Debit Cards, Barclays 

The Contis Group is immensely proud to have won 
the award for the Best Prepaid Product of the year at 
the 2015 Card and Payments Awards. To be measured 
against the best in our industry and to receive this kind 
of recognition is a significant milestone for us and a 
superb demonstration of how two organisations with  
the same ethical values can benefit customers. 

Peter Cox Chairman, Contis Group
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MobileMoney winning Best Initiative in Mobile 
Payments is a great achievement for permanent tsb. 
Working with the team at Visa, we delivered a market 
leading product designed with the best customer 
experience in mind. The award specifically recognised 
that ease of use and customer centricity were key 
pillars in the success of MobileMoney to date. 

Paul Flynn, 
Head of Online Development at permanent tsb. 

At Tesco Bank we are committed to providing our 
customers with products and services, that are 
rewarding, simple and convenient. The launch of 
our first Current Account has allowed us to serve 
more Tesco customers than ever before and we 
are therefore delighted to be recognised for this by 
winning the Debit Card Programme of the Year. 

David Millington, 
Head of Current Accounts, Tesco Bank

It was a really proud moment for me and the 
Lloyds Bank Cardnet team to win the award for 
Transforming Client Experience, against some 
strong competition in the category. Delivering 
excellent client experience is at the heart of all 
the initiatives we have delivered over the last 12 
months with our client interactions. It is great to 
see the progress we have made being recognised in 
the industry with this prestigious award. 

Aidene Walsh
Managing Director, Lloyds Bank Cardnet.

At Barclaycard, we take our customers  security 
very seriously and are always looking for new ways 
to combat fraud. When we won the  Best Security 
or Anti-fraud Development Award, we were 
delighted to receive industry recognition for being 
the first financial institution in the UK to use voice 
biometrics technology to identify fraudsters.

Nikhil Amit
Director of End to End Customer Experience, Barclaycard

21. L to R: Jim Wadsworth, Duncan Kennett, 
Steve Clarke, Anna Lewis, all from VocaLink.

22. Clockwise from top: Dave Reynolds 
(Barclays), Mark Antipof (Visa Europe),  
Graham Pilkington (Nationwide), Omar Rifaat 
(Visa Europe), Richard Harvey (HSBC), Reza 
Attah Zedah(Santander), Dan Jones( RBS 
Group), David Canavan (Visa Europe), David 
Millington (Tesco Bank), Orla McGovern (AIB).

23. L to R: Bethany Lawson, Nicola Bennett, 
Ian Jeffrey, Emma Spedding, all from Western 
Western Union Business Solutions  
(UK) Limited.

24. Clockwise from top: Michelle Simpson 
(Affiniture Cards Ltd), Peter Murray (Affiniture 
Cards Ltd), Nicola Holmes (Diners Club 
/ Discover), Tribh Grewal (Diners Club / 
Discover), Adrian Steele (Affiniture Cards Ltd) 
Cate Carroll (Diners Club / Discover), Karl 
Kainzner (DC Bank), Serge Sahyouni, (Diners 
Club / Discover), Matt Sloan (Diners Club / 
Discover), Chris Sweeney (Standard Bank).

25. L to R: Gary Hocking (Payment 
Council), Robert Craig (MBNA), Marcia Clay 
(MasterCard), Paul Stephenson (British Bankers’ 
Association), Anne Boden (Starling Bank),  
Francesco Burelli (Innovalue Management 
Advisors), Darren Laws (Fiserv), Dean Smith 
(Elavon), David Jones (MasterCard), Phil 
Atherton (Barclaycard).

26. L to R: Brian Cunnington (Payments 
Council), Richard Armstrong (Atom Bank).

27. Clockwise from top: Nick Stefanovitz 
(American Express), Andy Newman (Avios 
Group), David Baker (Avios Group), Tracey 
Palmer (Avios Group), Claire Hawkins (BA), 
Anya Jones (Avios Group), Oliver Currell (Avios 
Group), Heather Laverne (American Express), 
Adrian Hado (Avios Group), Emily McDonnell 
(Avios Group).

28. L to R: Stephanie Dunbar (Tesco Bank), 
Stuart McIntyre (Tesco Bank) and Robin Bearne 
(Aledro Solutions).

On behalf of my colleagues at AIBMS and First Data I am delighted to accept this award. 

Clover has already demonstrated that it is a real game changer for our SME clients. By placing payment 
acceptance at the heart of an integrated business management tool, Clover has already proven that it can 
have a transformational impact for business owners across a wide range of merchant categories. We are 
confident that Clover will enable us to help our clients to not only build their businesses more dynamically 
but also to run and control their businesses better. 

David Courtney
General Manager, AIB Merchant Services. 
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© 2014 Total System Services, Inc.® All rights reserved worldwide. 
TSYS® is a federally registered service mark of Total System Services, Inc.

From the ordinary to the extraordinary to the moments they’ll remember for the rest of their lives,  
we realize it’s the little things that can make a big difference to consumers.
 
Offering products to meet the needs of modern lifestyles, TSYS knows that behind each and  
every transaction is a person — and that payments have the power to change lives.  

At TSYS, we believe payments should revolve around people, not the other way around.SM

But he’ll only remember this one — the purchase that made 

memories that’ll last longer than any photo album.

TSYS processes 
an average of 

44 million 
transactions a day.

Get to know us. 
+44 (0) 1904 562 000
sales tsys.com
www.tsys.com


