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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.

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...
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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...)

Demand: showing how Worldpay + To show how Worldpay can deliver
offers the best solution to the the omni-channel experience for
business need retailers — with minimum risk
+ Showing Worldpay’s credibility and disruption
and strengths - To generate over 600 qualified
- Proving its capability leads for the very hungry Worldpay
sales force!

» 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

Lines between offline and online shopping experiences are blurring

44%

Research online and
buy products online

51%

Research online and
visit store to
purchase

—>

17%

Visit a store first, and
then purchase online

Research online visit store

to view product, then
u return online to purchase
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The target audience
The campaign had specific targeting at

. i . Type of
its heart — from the five tgrget verticals organisation
to role-based segmentation through to
an influencer target group. Hospitality Hotels Retail Leisure Automotive

Primary

contact

C-Level/director Buyer Financial controller Partners/owners
Influencer
Finance managers Heads of departments IT managers Store
Manager

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.

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

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

Sponsored
Linkedin
updates

anywhichway.worldpay.com/PURL
: Attend “Future is now”
eDM campaign CTAs: webinar/event

« Complete lead request

= Enjoy with content

High impact * Find out more about Worldpay :
personalised DM - Contact Worldpay Sales Manager Lead nurture series
» Book place at event/webinar

Audience journey DM
! 15 points

Download Download
content content

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

—

annload 25 points
Loment

points

Download

content o
Contact form 50 Contact form ¥ Cnntact b 5o points Contact form
completed points completed EMSIAH l:nmp]et completed N
pm:n

v

{ ”
N Score /
High Engaged
Score / 50+
Engaged
50+

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



Outbound eommunications READ THE NEW WORLDPAY INFOGRAPHIC

Email: WOrIdPay

WorldPay infographic:
eCommerce insights to help you sell more

ipsum ipsur

Hello <Name>

::g Worldpay More people are shopping online than ever before. For retailers like yoursel, this offers

an opportunity fo create an eCommerce experience your customers will love.
Ournew infographic is fullof facts and tips fo help your business sell more online:

Click here to view the full infographic
Hello <Name>

Want to discover how to increase your online sales?

What's a day in the life
of Generation C like?
Discover the new force
in consumer culture

Hello <Name>

Explore our
interactive animation

What's a day in the life of Generation C like?
Discover the new force in consumer culture

Explore our
interactive animation

Alex is part of Generation Connected: the new force in consumer culture

Social networking, oniine gaming, mobile shopping — Alex is always connected.
See how digital lifestyles are creating more opportunities for you to inferact and
build loyaty with your customers.

WorldPay

41% don't go on to buy
because of hidden charges.'®

0 Theweird and
A wonderful world
2]

Explore our of payments
interactive animation

Supporting your business

Contact us and see how Worldpay's payment

Hello Jane

expertise could help you sell more

Your Worldpay GReK T
or
Sales Manager find out more

B |an Holt 0203463 9447

. Everwondered wherethe first credit card came from? Or the extent
shop If it has more than one
payment option.™ that Japanwill go ta keep thelr bank notes clean? From anclent
civilisations to 1930s Germany and the present day, discover
some of humanity's oldest, newest and mostbizarre payment
methods right here.

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

Any device, any card, any channel. Any which way with Worldpay

anywhichway worldpay.com Find out how, then share with your friends

View the full infographic

Contact us today to find out how
we can helpyour business grow

Supporting your business Yourdedicated
£ o WorldPay Sales Manager
lanHolt

Contactus today to discuss how our card payment 02034639447

services could help your business grow

;::::::E.Lipae‘: o Click here to learn more Any device, any card, any channel. Any which waywith WorldPay
g anywhichwayworldpay.com
lan Holt

0203 463 9447



Direct mail
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Inbound marketing

Linkedin advertisements

Ever tried WorldPay

to pay using -
acow?

A/

From ancient @

civilisations... O

Discoverthe Discoverthe
weird and weird and
wonderful world wonderful world

of payments of payments

Read them now

Twitter

TWEETS PHOTOS/VIDEDS FOLLOWING FAVORITES
1.789 103 1.424 82 More v
Ichlnm,r a@worldpay - May 7

Check it out: on average, 67% customers
will abandon a sale at checkout
bit.ly/1iPQ2eF #aww

9%
[ o
is the average abandon
rate at check out.®
Remember to send an emal

to customers who have
abandoned. 67% of onling

sales conversions come

from email,
View more photos and videos

X

__é% Worldpay @worldpa

~ Content is km" 1 50% talk to friends about

Worldpay WEETS OTOS/VIDEOS ~ FOLLOWING ~ FOLLOWERS  FAVORITES
Eworldpay 1,789 103 1,424 4,300 82 More v

W

éjj Worldpay @worldpay - May 6
Content is king: 31% are more likely to buy after watching a video
bit.ly/1iPQ2eF #aww

View more photos and videos

=5 Worldpay @worldpay - Ma

Get online: 87

% of consumers shop

ped
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Content

Any | which k
L —

Your WorldPay Sales Manager
lan Holt 0203 463 9447

Home Content WorldPay for Retail

WorldPay report

People,
payments
and the future

Payments every which way Since the beginning of time, man has found

Though probably not with WorldPay)
(Though Sl We've come a long way deciding on the payn
but man has always proved resourceful in th
exchange of goods.

Well done man. Well done woman,

3 2 %

Click the images to find out
more about the weird and
wonderful world of payments.

of online smartpt

WorldPay R —

People payments and the future report

Virtual
Terminal

‘The engagement’ animation The Payments Every Which Way game
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eCommerce Tra— . k 1 I —
Any| which 2 4

. . WorldP:
infographic S

Don't lose them at the check-out More ways to pay

Should you be selling ine? 6 7 4 O %
m %

Remermber 1o send an email
1o customers who have
abandoned. 67% of online
sales conversions come
from emal

Kb

Online shopping offers huge

portunities for businesses

87 ,

Give the customer a gust
check-out

customers v
of the fim it takes to rogister.

-..but what about eCommerce for hotels?

Make sure you have no more than
55t 1. And remermber
to display a progress bar 5o the
customer knows how many steps
they have to complets the sale.

J48m

travel bookings are made
“,,_viathe internet each year”

Orly ask forthe vial information
‘and have dlear call o action
buttons so your customers

LY\ can navigate your sie easly.

So how do | keep up?

1
Content i key to revenue




Generation-C parallax animation

Zworldpay

1l day in the life of

v

Scroll down to begin
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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




