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Bringing an 
invisible service  
into the spotlight
You’ve already met our client Worldpay. Today in fact. 
You quite possibly used their service earlier – maybe 
paying for breakfast, maybe even a taxi getting to 
awards judging session. 

The chances are you’d not heard 
of them. But if you were a retailer, 
hotel, restaurant or even garage 
then Worldpay plays a pivotal role in 
your business. Because you need 
your customers to pay – and today’s 
demanding consumer has found yet 
another thing to be more demanding 
about. They want payments to be as 
flexible as they are, on their terms. 
Debit card, credit card, cashless card, 
direct debit, in the store, online,  
even mobile. 

For organisations this is a challenge – 
how to keep up and stay aligned with 
your customers. 

Word count: 199

Worldpay enables all of this and  
then steps in with a ground-breaking, 
unique solution – Worldpay Total. 
This new payments platform delivers 
the ‘omni-channel’ experience for 
organisations without the need for  
in-house IT expertise. 

The campaign task was to educate 
the audience about their changing 
customer, position Worldpay as the 
answer and generate leads. 

This is the story of how ‘Any Which 
Way’ came to life – a multi-channel 
campaign promoting, well,  
multi-channel... 



About the client
Worldpay is one of those huge 
companies you may never have heard 
of. It’s there to help organisations sell 
more – by providing payment solutions 
that are used by consumers across 
the world. Worldpay processes 26m 
transactions every day, across 120 
countries and half of the UK’s card 
transactions go through it’s systems.

Strategy – broader 
business issues  
the company is facing
The campaign strategy stemmed from 
how consumer expectations of  
payments had changed – which 
impacted directly on businesses  
and created a latent need for  
‘omni-channel’ payment platforms. 

There were three elements to  
the strategy:

Education: changing the way 
businesses think about payments
•	�Imparting knowledge to businesses 

about consumer behaviour change
•	�Equating payments with delivering 

the right customer experience
•	�Which in turn boosts  

business revenues

Engagement: bringing the  
issue to life
•	�Turning a dry ‘hygiene factor’ 

business choice into something 
genuinely interesting

•	Making it fun (yes, we did say that…)
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The bigger picture: Consumer trends

Lines between offline and online shopping experiences are blurring
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Demand: showing how Worldpay 
offers the best solution to the 
business need
•	�Showing Worldpay’s credibility  

and strengths
•	Proving its capability
•	Demonstrating business value 

Objectives of the 
campaign
The campaign task was manifold:
•	�To educate the audience about the 

changing customer
•	��Getting business to reappraise 

payments – seeing them as integral 
to delivering a better customer 
experience and improved growth

•	�To show how Worldpay can deliver 
the omni-channel experience for 
retailers – with minimum risk  
and disruption

•	�To generate over 600 qualified  
leads for the very hungry Worldpay 
sales force!



The target audience
The campaign had specific targeting at 
its heart – from the five target verticals 
to role-based segmentation through to 
an influencer target group. 

But how do we drive greater recognition of the need to change?

“We want to get a better deal 
and save money.”

“We need a simple way to offer 
our customers more ways to pay.”

“We can’t rely on the service 
we’re currently getting.”

“We’re worried about the security 
of our current approach.”

We analysed each audience and 
developed the core ‘issue-based’ 
messages for each (see right) and 
then developed a Worldpay story for 
each. This informed the campaign 
messaging but was also was fed to the 
inside sales team for lead follow up. 



The solution – the Any 
Which Way campaign
This integrated campaign was based 
on some key principles:
•	�Highly segmented audience –  

across verticals, job roles and  
organisation size

•	�Content-led – using different types 
and formats of content mapped 
against the buying cycle

•	�Outbound and inbound – using 
email and direct marketing alongside 
search and social media

•	�All based on ‘FAME’ (Worldpay’s 
Fully Automated Marketing Engine). 
The foundations were marketing 
automation / lead nurturing 
technology using the Force24 
platform. 

The proposition
We needed a simple, easy to 
remember proposition that  
decision-makers would instantly  
‘get’ and see as relevant. 



Campaign framework
Whilst this was a highly complex 
campaign, segmented into audience 
verticals and job functions, at a top 
level the campaign was as follows: 

Audience journey
As part of the outbound activity,  
we built a detailed lead nurture 
process flow. All this was based  
on the Force24 marketing  
automation platform.

anywhichway.worldpay.com/PURL

CTAs:
•	Complete lead request
•	Enjoy with content
•	Find out more about Worldpay
•	Contact Worldpay Sales Manager
•	Book place at event/webinar

Attend “Future is now”  
webinar/event

Lead nurture series

eDM campaign

High impact  
personalised DM

Note: Email 4 and 5 follow the same scoring and process methodology as emails 1, 2, and 3

Targeted 
Linkedin ads “In Mail”

Sponsored 
Linkedin  
updates



Outbound communications

Email:



Direct mail



Inbound marketing

Linkedin advertisements Twitter



Content

People, 
payments 
and the future

WorldPay report 

www.worldpay.com

93%

of people say 
contactless payments 
are quick and efficient

of online smartphone  
users comment about 
their experience 
on social media

of shoppers use 
a loyalty scheme at 
least once a month

92%32%

People payments and the future report

‘The engagement’ animation The Payments Every Which Way game



Online shopping offers huge 
opportunities for businesses

Should you be selling more online?

87%
of consumers have shopped 
online in the last year.1

eCommerce now represents

of total turnover in the UK.2 

of internet users look for local 
goods and services online.
A 14% growth from the 
previous year.3

faster growth expected 
over the next 3 years for 
businesses that sell online.4

%97
%40

18%

So how do I keep up?

93%
said visuals are the top influencing 
factor affecting a purchase decision.5

Displaying multiple product photos 
can lead to a 58% increase in sales.6

talk to friends about videos
after watching them 
on YouTube.8

Content is key to revenue

Don’t lose them at the check-out

58%

Remember a decision whether 
to buy a product happens within
90 seconds, so you need
to grab their immediate attention.

31%

67%

%

of visitors are more likely to buy 
after watching a video and 
1 in 2 have more confidence 
after watching a product video.7

50%

is the average abandon 
rate at check out.9 

Remember to send an email
to customers who have
abandoned. 67% of online 
sales conversions come
from email.

Give the customer a guest 
check-out option; some
customers will leave because 
of the time it takes to register. 

41% don’t go on to buy 
because of hidden charges.10

Only ask for the vital information 
and have clear call to action
buttons so your customers 
can navigate your site easily.

consider shipping costs before making a purchase 
online and are a strong driver for abandonment.14

29

%50

don’t complete because 
they have to register.11

is the average number of purchase
steps for top grossing eCommerce sites.12

of eCommerce websites ask for the 
same information twice during check-out.13

Make sure you have no more than
5 steps to check out. And remember 
to display a progress bar so the 
customer knows how many steps
they have to complete the sale. 

5
4

%59

Embrace mobile or miss out

3

of sales happen through 
mobile devices. Expected 
to increase to 25% 
by 2017.15 

%15

Make sure your site is mobile
friendly as 66% of people are 
more likely to buy if it is.16

2017

More ways to pay
4

40%
have more confidence in an online
shop if it has more than one 
payment option.18

59% will abandon a transaction
if their preferred payment 
method is not in place.19

80% feel safer seeing trustworthy 
payment logos - make sure 
you display them clearly.20

Customers like to pay in 
ways that suit them. Make
sure you offer a wide range 
of payment types to maximise 
your online reach.

2

1

So make sure your products are displayed well, with 
multiple photos to help the customer make their 

decision. Adding a video can increase sales further.

start shopping on one device... ...and finish on another.17

67%

...but what about eCommerce for hotels?  

148m
travel bookings are made 
via the internet each year.21

65%
of same day hotel reservations 
are made from a smartphone.23 

%

81%

40%

of travellers find user 
reviews important.24 

49%
travellers won’t book 
a hotel without reviews.25

57%
of all travel 
reservations 
are made on
the internet.22 

Make sure your site works well
on a mobile device or risk
abandonment. The #1 deterrent
to booking on a mobile website 
is that the site is hard to see, read, 
and navigate.

of travelers use the property’s 
website when booking 
accommodation 
on a mobile device.26
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Generation-C parallax animation



Budget

This was the first major campaign in the new organisation  
so there’s was a lot of management focus on this delivering.  
Despite highly demanding timescales and lots of moving parts 
we delivered on this – and Earnest was an essential part of 
our extended team and FAME (Fully Automated Marketing 
Engine). They showed a willingness to go the extra mile and 
pushed us creatively –which was exactly what we wanted.

Tony Larks,  
Marketing Director, Worldpay

Results

These details were provided to judges in the 

original submission but are commercially 
sensitive and therefore confidential


