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Across the country, I’m witnessing the
changes businesses are having to quickly
make in response to today’s volatile markets.
Whether it’s embracing ground-breaking
technologies or incorporating vigorous
regulation, change is challenging us all
with unprecedented speed and intensity.
Change is dramatically influencing the way
we work with businesses to finance growth, mitigate risk, manage cash
flow and fund international trade. And, as Sir Tim Berners-Lee (pg 8)
advises, “the pace of change can only increase.”
He’s right. And what’s so encouraging is the vigour with which we
see enterprises embracing change. David Richards, Chief Executive
of SLR (pg 27), for example, is targeting accelerated growth in new
markets overseas. Ruby McGregor-Smith, Chief Executive of MITIE
(pg 28) has implemented an ambitious change strategy that’s seen
revenues grow four-fold in the last decade.
Successful businesses are invariably those that have made
themselves comfortable with the dynamics of change. That applies
to us here at Lloyds Bank as well.
We’re continually seeking smarter ways to enhance our own
performance and practices, so that we’ll be more able than ever
to help unlock the potential of the businesses we serve.
Our Group Chief Executive António Horta-Osório (pg 42) is
adamant that we will lead a change in the banking model, rebuilding
the public’s trust by ensuring Lloyds Bank is “dependable, prudent,
safe and trustworthy”.
We want to be known as the Bank that brings clarity, insight and
certainty to this time of transformation. That ultimately defines what
we stand for as we revitalise our own strategies and goals.
Above all, we’re in business to facilitate growth. That’s the key to the
UK’s economic recovery and national prosperity in this age of change.
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New regulations
driving up costs
From April 2013 the running costs
of new company cars could rise by
£30 per month as a result of taxation
changes announced in the March 2012
Budget. The sudden cost hike is due
to the unexpected reduction in the
company car taxation threshold
of high CO2 emitting vehicles
to 130g/km from 160g/km.
A WIDE RANGE OF OPTIONS
Capital allowances for new company
cars with emissions between 131-160g/
km will fall to 8% from 18%. In addition,
organisations leasing new company
cars within this emissions range will be
restricted by the amount of corporation
tax they can recover on finance charges.
As a result, finance directors replacing
100-vehicle fleets could see annual
running costs increasing by £36,000.
April 2013 brings yet another change:
the threshold for claiming 100% capital
allowances will reduce to 95g/km from
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110g/km and will not be applicable
to leased cars.
Finance directors should therefore
consider limiting the CO2 emissions
of new company cars to a maximum of
130g/km to avoid incurring higher costs.
There is a broad range of cars available
through leasing companies such as
Lex Autolease that meet this criterion,
making it feasible to design attractive
car schemes for status employees,
while still adhering to the new rules.
For some company employees,
however, a car is an essential tool
of their trade rather than part
of the benefits package. For
these essential users, the focus
should be on the most costeffective vehicle that is fit for
the purpose of their roles.
There is a good selection
of car models which emit
less than 110g/km of
CO2 and therefore

currently qualify for 100% capital
allowances.
However, ahead of the further change
in April 2013, there are currently only
a handful of models with emissions of
95g/km or less which are suitable for
general business use. It could make
sense for finance directors to bring
forward acquisitions planned for the
second and third quarters of 2013 into
the current tax year to take advantage
of 100% capital allowances before the
rule change.
The changes announced in the March
2012 Budget – effective April 2013 –
will have a significant
impact on fleet costs
and finance directors
are well advised
to review their car
policies to make
appropriate revisions
aligned with the
new rules.

URE
FOOD FOR
THOUGHT

THE WORLD’S MOST POPULAR TWEET
President Obama’s re-election tweet
of ‘Four more years’ has now been
retweeted over half a million times, making
it the most popular tweet of all time.
Source: Twitter

+1.5% to
£8.8bn

UK Food & Drink Export
Performance in the first half of 2012

£5.9bn

Non-EU markets:

+7.2%

EU markets:

+0.7%

The total export value
of UK food and
non-alcoholic drinks
grew to £5.9bn, 2.2%
up on 2011

The total export value
of UK food and drinks
grew to £8.8bn, 1.5%
up on 2011

Top 5 growth markets

1. United Arab Emirates: +37.8% to £80m

2. Saudi Arabia: +24.5% to £66m

3. Hong Kong: +20.2% to £64m
5. Belgium: -5.8% to £272m

4. Germany: +16% to £585m

3. Netherlands: +10.2% to £600m

2. France: -7.1% to £642m

1. Ireland: +0.9% to £1,447m

Top 5 export markets

4. Germany: +16% to £585m

5. Portugal: +12.5% to £66m
SOURCE: Food and Drink Federation, UK Food & Drink
Export Performance – First Half 2012 Update, Sept. 2012
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FUNDING FOR

LENDING
Scheme helps
unlock
potential

These are critical times for British businesses and Lloyds
Bank’s determination to support them all the way is
highlighted by our participation in the Funding for
Lending Scheme.
By providing significant reductions in the cost of
finance, Lloyds Bank aims to help businesses nationwide
unlock the potential for vital growth.
INVESTED IN YOUR SUCCESS
“The Lloyds Bank Funding for Lending Scheme offers
businesses up to a 1% discount on their borrowing1,”
says Carl Williamson, Relationship Director,
Manufacturing Sector team, Lloyds Bank Wholesale
Banking & Markets. “It’s all part of our £1bn commitment
to manufacturers, making funding more accessible,
affordable, flexible and effective.”
The real key to success lies in choosing a lender that
will stay invested in your success through good times
and bad. That’s why we’re proud of our track record that
saw Finance Directors 2 of leading UK companies vote
Lloyds Bank as Britain’s best bank for business from
2005 to 2012, precisely because we make a difference
when it matters.
1. Eligibility restrictions apply. Lloyds Bank standard credit policy applies.
2. FDs’ Excellence Awards, in association with the ICAEW and supported
by the CBI & Real Business.
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£1bn boost for
Manufacturing sector
A crucial cog in the UK
economy, the manufacturing
industry is a key part of
the Government’s strategy
to help the economy
back to long-term
sustainable growth.
Lloyds Bank has actively
supported manufacturing
businesses for over
250 years. We recognise
that the success of this
important sector depends
on the confidence of firms
to invest in growth and
access affordable finance
and that’s why we’ve made
a £1bn commitment to the
manufacturing industry.

Our manufacturing
commitment offers flexible
and affordable funding for
UK manufacturers delivered
by our teams in the regions.
Our relationship teams are
experienced in working with
manufacturing businesses
and support manufacturers
by providing them with
the insight and tailored
solutions to drive their
businesses forward.

NEW FRONTIERS
FOR FAMILY BUSINESSES
According to PWC’s Global Family Business
Survey, the next frontier for more and more
family businesses is overseas expansion.

67% have had some level of
international sales in 2012.
That number will jump to

74%

in 2014.

OTC derivatives: regulatory changes
New OTC derivatives regulations aim to bring safety,
security and stability to over the counter derivatives.
The OTC derivatives market is undergoing
fundamental change driven by the G20’s
response to the 2008 financial crisis. A key
pillar of the G20’s agenda is to move the
bilateral OTC market to a predominantly
centrally-cleared model, in addition to
requiring mandatory reporting of all
transactions and a move to exchange-like
trading where practicable.
In Europe central clearing is being
enacted through the European Market
Infrastructure Regulation (EMIR), due to
come in to force through 2013 (in the US
it comes under the Dodd-Frank Act). Later,
under the revised Markets in Financial
Instruments Derivative (MiFID II), cleared
derivatives will be required to be traded
on Organised Trading Facilities (“OTFs”).

MiFID II is running 18 months
to two years behind EMIR.
While exemptions are expected
in certain categories, most importantly
for corporates hedging commercial
exposures, we estimate that within three
years 80-90% of the Interest Rate Swaps
market will be cleared through clearing
houses or CCPs.
Regulators believe a centrally-cleared
model will be more transparent and
secure than the existing bilateral structure,
but other consequences resulting from
the changes will include a huge growth
in demand for CCP-eligible collateral
(average estimates of c. $2-3trn)
and huge system and on-boarding
challenges.

Corporate Multipay
improving efficiency and integration
Managing every cost efficiently and effectively is vital for success in today’s
business environment. For many companies providing better control over
their travel and entertainment expenses, together with the costs of indirect
purchasing, represents a significant source of untapped value.
Our Corporate MultiPay programme combines these two
important company credit card functions, integrating card
activity across spend categories and providing businesses
with a clear, unified overview of expenses. Benefits
include improved cash flow, reduced administration,
improved planning and forecasting and better spendcontrol through easy analysis of purchasing patterns.
By enabling all cardholders, authorisers and programme
administrators to view, edit and authorise claim forms,
Corporate MultiPay streamlines expense administration. Further significant
time and cost savings are provided by the use of automatic VAT reporting
and allowing a single payment programme for different transaction types.
Through our Management Information portal, Corporate MultiPay allows
continual analysis of your cardholder and supplier expenditure, helping to
keep them in line with your own budget requirement. Along with flexible
control options, this is a vital tool in actively managing expenditure online
and in real time.

Lloyds Bank’s

renewable
energy
support
Lloyds Bank’s increasing
support of the renewable
energy sector has been
highlighted with the Bank’s
co-funding of Lincs wind farm
– 75 offshore wind turbines
sitting five miles off the
Lincolnshire coast.
The Bank, which acted
as joint MLA, was part of
the international banking
community’s £420m support
of the project, which will supply
enough electricity to power
200,000 homes annually.
The investment takes
Lloyds Bank’s provision to
renewable projects past
£445m since January 2011,
and the Bank has now backed
45 renewable energy deals
over the past five years.

long view | WINTER 2012–13 | 07

WORLD
WIDE WEBMASTER
The shy giant of the world wide web, Sir TIM BERNERS-LEE, has been judged
“one of the greatest 100 minds of our time”. Campaigning against threats to
shackle his invention, the man himself is sure the best is yet to come. Chris Baur
examines the career of the man who changed all our lives.
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the man who changed the world
sir tim berners-lee

During that extraordinary opening
ceremony of the London 2012 Olympic
Games this summer, there was one marvellous
moment of mass incomprehension for many among
the 62,000 people in the stadium itself and the
estimated one billion-strong audience watching
on television all over the world.
In the darkened arena, they saw the solitary spot-lit
figure of Sir Tim Berners-Lee, working intently at his
computer to key-in the video message: “This is for
everyone”. A mystified NBC network commentator
told her US audience: “If you haven’t heard of
him, we haven’t either”. And her co-host helpfully
quipped: “Google him!”
There’s an irresistible symmetry about the fact that,
if they had Googled Sir Tim, they’d have been using
the world wide web to discover all they ever needed
to know about this man who invented it.
Sir Tim’s lack of celebrity doesn’t worry him in the
least, he tells the BBC. “I felt, when I was out there
pressing the buttons, I was doing it for everybody.”
What persuaded this instinctively private man to
join that cast of 15,000 in this piece of highly public
theatre, he confesses in the Financial Times, was the
“very ‘web-like spirit of the occasion‘ … of people
who were very internationally-minded, very public
spirited and very excited about the outcome.”
Knighted in 2004 for his pioneering work, Sir Tim
holds the Founders Chair at MIT Computer Science

Above, Sir Tim at
the London 2012
Olympic Games
opening ceremony.

Trunk Achive, Corbis Images

“He has forever changed the shape
of modern life, altering the way people do
business, entertain and inform themselves,
build communities and exchange ideas.”
and Artificial Intelligence Laboratory in Cambridge,
Massachusetts and is director of the World Wide
Web Consortium (W3C), which oversees the web‘s
continued development.
Others, of course, are less fastidious in digging
behind his shyness to state the plain facts. Recalling
Sir Tim’s 1989 proposal to create the world wide
web when he was working as a computer services
engineer in Geneva, Time Magazine judges him “one
of the greatest 100 minds of the century – he has
forever changed the shape of modern life, altering
the way people do business, entertain and inform
themselves, build communities and exchange ideas.

“Unlike so many of the inventions that have
moved the world, this one truly was the work of one
man... the world wide web is Berners-Lee‘s alone.
He designed it. He loosed it on the world. And he,
more than anyone else, has fought to keep it open,
non-proprietary and free.”
FREEDOM OF THE WEB
That’s the first of two things that are immediately
remarkable about Sir Tim’s work. It is his tenacious
commitment to the founding principle insisted upon
by himself and Robert Cailliau, his collaborator
at CERN – where they both then worked – that the
institution should seek no royalties for the invention.
It’s what made his web a winner, and swamped the
fee-charging University of Minnesota’s rival
Gopher protocol.
Partly, this is a matter of personal taste. “People
have sometimes asked me whether I’m upset that
I haven’t made a lot of money from the web,”
he writes in his 1999 book Weaving the Web.
“What does distress me is how important a question
it seems to be to some. This happens mostly in
America, not Europe. What’s maddening is the
terrible notion that a person’s value depends on
how important and financially successful they are,
and that is measured in terms of money.”
He thinks “most larger companies now see that,
for the market to grow, web infrastructure must
be royalty-free”. And that’s the second focus of his
missionary zeal – the web’s operational freedom.
“You can’t propose that something be a universal
space,” he tells the Financial Times, “and at the
same time keep control of it.” He’s determined to
keep the web “open” against powerful commercial
and political pressures to shackle it.
One of his fears is of the web being “broken
into fragmented islands” by closed commercial
long view | WINTER 2012–13 | 09
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systems. “There’s always an incentive to create
a monopoly,” he says, “but the monopoly then
threatens the health of the market.” And too
dominant monopolies lose their incentive to
innovate. Another worry is the urge for political
censorship – people ought to be able “to use
the web without being spied on by people trying
to sell you things or somehow put you in jail.”
FREEDOM FOR ALL
So, the pioneer is one of the leading voices in favour
of “net neutrality”. He insists that internet service
providers (ISPs) should supply “connectivity with no
strings attached“, neither controlling nor monitoring
customers‘ browsing activities without their
expressed consent. “Threats to the internet, such
as companies or governments that interfere with or
snoop on internet traffic,” he argues, “compromise
basic human network rights.“

“The web as I envisaged it – we have
not seen it yet. The future is still so much
bigger than the past.”
This is one motivation behind this autumn’s launch
of the Web Index, the brainchild of the World Wide
Web Foundation which Sir Tim founded three
years ago. Using data from the past five years, the
Index assesses the state of the web’s readiness
and infrastructure; the use and availability of web
content; and the web’s impact, including social
media interactions and business use.
It’s planned as an annual evaluation. The first
10 | lloydsbankwholesale.com

Index gives Sweden top ranking of the 61 nations it
examined, followed by the US and UK. It finds that
almost a third of countries face moderate to severe
government restrictions on web access, while about
half show increasing threats to press freedom.
“We hope it will help deepen and broaden our
understanding of the impact of this most powerful
tool on humanity,“ Sir Tim tells the BBC. “By shining
a light on the barriers to the web for everyone,
the Index is a powerful tool that will empower
individuals, government and organisations to
improve their societies.“
Its success, he adds, “will be measured by how
well we foster the creativity of our children – whether
future scientists have the tools to cure diseases;
whether people, in developed and developing
economies alike, can distinguish reliable information
from propaganda or commercial chaff; whether
the next generation will build systems that support
democracy and promote accountable debate.”
That commitment has also led him to agree to
become co-director (with Southampton University’s
Professor Nigel Shadbolt) of the UK’s Open Data
Institute, opening its doors this autumn. Backed
by initial five-year funding of £10m from the
Government’s Technology Strategy Board,
the ODI is a public-private sector collaboration
“to unlock enterprise and social value from the
vast amount of Open Government Data now
being made accessible”.
THE NEXT WEB REVOLUTION
The “next big thing”, he’s sure, is bound to be
about soaring web access from mobiles rather
than desktops. It will more than treble web usage,
he predicts. The main inhibitor so far is the fact that,
for those in the world’s poorest regions, the cost
of a mobile phone is still such a large part of their
total income.
Beyond cost, the key to this next web revolution
will be the scale and quality of accessible data.
Looking at a web-map, he explains, you’ll want
to know how to get there by car, say, or public
transport. “But that relies on all the public transport
schedules being available. All kinds of things should
become possible when the data’s available.”
That’s the thing about Tim Berners-Lee – the
indelible impression he leaves of huge unfinished
business. He admits as much: “The web as I
envisaged it – we have not seen it yet. The future is
still so much bigger than the past.” This really is the
stuff of dreams and it’s dreams, above all, that have
driven this webmaster. “Anyone who has lost track
of time when using a computer,” he muses, “knows
the propensity to dream, the urge to make dreams
come true – and the tendency to miss lunch.”
CHRIS BAUR, Editorial Director, Editions Financial

the age of change
the economist

THE ECONOMICS

OF CHANGE
As the economic world order undergoes
massive transformation, Lloyds Bank‘s Chief
Economist, TREVOR WILLIAMS, looks at the
risks and opportunities that lie ahead.

In this uncertain climate,
understanding not only the
risks to your business at a microlevel, but also on a macro-economic
scale, is essential to continued success
and growth. Whilst some of the myriad
of changes occurring in our world
may at first glance appear threatening,
there are also massive opportunities
for innovative and savvy businesses.
Economic growth
Despite the glut of bad news about
the global economy, it has in fact
been growing, rising by 5.3% in 2010,
albeit slowing to 4% in 2011 and to an
anticipated 3% this year.
The vast bulk of the global growth
we’re seeing in 2012 is being set by
the emerging markets, as it has been
for nearly a decade now.
So, despite India’s growth rate easing
from 8.5% a year ago to a 5.5% annual
rate in Q2 2012, and China from 9.5%
a year ago to 7.4% in Q3 2012, this still
outstrips growth in the G7 economies,
which on average is just over 1%.
Should this growth difference
persist, by 2050 forecasts suggest
that current shares of global growth
will be transformed as the former, less
developed economies, emerge to
dominate the global economy.

Risk awareness
There are risks – there always are.
We’re unlikely to see straight line
growth. For instance, 2012 has been
a year of volatile and extreme weather
conditions, which has impacted global
food supply and hence prices.
Global stress factors
Despite modest growth in the US,
unemployment remains high by historic
standards and, though the Fed’s recent
announcement of more QE was warmly
received by financial markets, fears
remain that US fiscal policy is heading
for a so-called ‘cliff’ in 2013.
This is because of a lack of political
agreement about spending cuts and
expiring income tax cuts. These could
combine to sharply tighten fiscal policy
by some 4% of GDP next year, pushing
the economy into recession.
Meanwhile, some of the so-called
emerging economies have reached
a critical economic point. China, for
example, has reached a level where it
can afford, and needs to spend more,
of its income providing welfare.
The impact will potentially drive
growth further, as households have
more of their disposable income left
over to spend on themselves.

Global growth shares shift
Emergent countries are spearheading
the unfolding transformation of the
global economic landscape due to
their large populations: by 2050 India
will boast some 1.4bn, China 1.2bn and
Africa will have a population of 1.8bn,
the majority of them of working age.
Underpinning this transformation
is a burgeoning middle income class.
By 2030, 90% of the world’s middle
classes will live in today‘s emerging
economies according to the Consumer
Goods Forum.
Global institutions adapt
Global institutions, such as the UN
and IMF will have to adapt to this new
world ranking. To be at the forefront of
opportunity, UK firms need to continue
to re-focus their efforts towards the
markets where growth is strongest.
Since January 2007, for example,
UK exports to the BRICs (Brazil, Russia,
India, China) have risen by 160% from
a low base, taking their share of exports
up by 4% to 8.5%.
By adapting quickly to the change
under way, considering where demand
lies and competing in industries where it
has competitive advantage, the UK can
demonstrate that sometimes change
also opens up new opportunities.
long view | WINTER 2012–13 | 11

special
report

the
age of
change

THE
trendspotter

DISRUPTIVE THINKING
MAGNUS LINDKVIST

escape from the

present
Uncovering the most interesting hidden trends is
invariably provocative, says leading futurologist
MAGNUS LINDKVIST, proprietor of the forecasting
workshop, Pattern Recognition. He admires
disruptive thinkers who bring “a fresh clarity that’s so
rare in today‘s business world.“
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Patrik Engström

Most companies, like most people, argues
MaGNus Lindkvist, are prisoners of the
present. “They live in a kind of now-ism and have
convinced themselves that the best future they can
imagine will simply be more now, but with wings.”
Stockholm-based Lindkvist is a futurologist with an
almost evangelical mission to take company owners
and managers by the lapels and shake them out
of the torpor of their comfortable assumptions.
He makes a living by being uncomfortable.
He’s remembered as a “frenzied trendspotter” by
one enthusiastic executive who delightedly recalls
him grabbing attention with “a mix of potatoes and
pornography – and stripping to a skintight one-piece
morph suit in the colours of the Swedish flag”.
He’ll recruit and aid anything from the video game of
Angry Birds to the Canadian singer-entrepreneur Justin
Bieber – “well”, he’ll explain, “Bieber does attract more
search listings than Stephen Hawking”.
DANGERS OF COMPLACENCY
He’s an enemy of the conventional. The most common
corporate challenge he encounters, he says, is “the fear
of the risk of failure which produces a kind of modestly
successful status quo. It makes potentially excellent
companies into stumbling zombies: they don‘t need
anything to survive, they’re incapable of taking risks, they
won’t try new hunting grounds. But neither do they die.
“When you’re experiencing that kind of modestly
successful status quo, though, every new thing becomes
a threat, every small risk becomes a big risk,
all ambitious horizons seem very far away.”
He traces many of today’s corporate troubles to
ownership. “What’s the owner like? Maybe it’s owned
– as too many companies in Europe are – by a big
pension fund, with absolutely no agenda apart from
an annual 5% dividend and ‘follow the ethical code’.
“Or maybe it has the potential to be one of those
wildly successful companies – an Apple, say, or an IKEA
– that just take outlandish risks because their owners
would never dream of saying: ‘Now hold on, let’s stick
with this 5% thing’.”
He has his own favourite maxims. He calls this,
for example, the “age of infobesity”. Today’s problem
isn’t over-supply of information – there’s almost
always been too much. The problem is indiscriminate
consumption. “A hundred and fifty years ago, most
diseases in the west were about people not getting
enough of something. Now most diseases are about
people having too much. We read a lot, but our brain
is full of crap!

“People tend to follow – and be followed by – others
who somewhat share their view of the world. Social
media shapes a self-reinforcing landscape. People use a
kind of mono-media culture of similar sources. It’s a very
one-dimensional approach that rarely countenances
any challenge to their wellbeing. What we need is an
information diet to help us reflect and discriminate.”
And again: “Don‘t trust secondary sources.” He
learned that ten years ago, working with the Japanese
motor giant, Toyota. “They call it ‘Genchi Genbutsu – see
for yourself’. You’ll never know what’s really going wrong
with a manufacturing process by reading other people’s
reports. You have to get down on the floor, look for
yourself, talk to people, go that extra mile.”
And finally: “Insights should always feel
uncomfortable.” He remembers one company
asking students to devise robot prototypes. “Every
single suggestion they received was about helping
disabled people do things. These were all ‘feel good’
applications. No-one could take offence. But, of course,
the inconvenient reality is that automation is also about
the replacement of blue-collar and white-collar jobs.
We can’t avoid unlocking that awkward door.”
And that’s the thing about the most worthwhile trendspotting, says Lindkvist. Uncovering the most interesting
hidden trends is invariably provocative. “Futurologists
sometimes bypass the key issues – who’ll pay for this,
who’ll be affected, who’ll be the victim?
“Dreaming of a brave new world, we probably
risk missing the most important parts of the puzzle.
We always lose ourselves in a kind of utopian or
dystopian narrative, and fail to grasp the reality
that the future will most likely be a new normal.”

“The fear of the risk of failure produces
a kind of modestly successful status
quo. It makes potentially excellent
companies into stumbling zombies.”
Lindkvist spends much of his year “on the road,
travelling to inspire and get inspired”. He admires
those he encounters whose consciously disruptive
thinking brings “a fresh clarity that’s so rare in today‘s
business world”.
In particular, he likes contrarians – even better when
they turn out to be wrong, because at least that forces
you to have an opinion. “I’m inspired,” he concludes
as uncomfortably as ever, “by anyone who forces
me to think about what I‘m thinking about.”
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THE AGE OF CHANGE
THE TREASURER

UNKNOWN
opportunities
Profound change wrought by the marketplace
uncertainties we’re all now experiencing, argues
COLIN TYLER, generates new opportunities. But the
financial experience of the past won’t necessarily
equip us for the challenge of the “known unknowns.”
Rarely has that old saying been more
valid, that “the future is not what iT used
to be”. It’s particularly true for those business
leaders navigating a path through today’s
volatile trading conditions and finding that deep
experience, carefully acquired over the years,
no longer counts as tellingly as it did.
So much in the corporate environment is
changing so profoundly and so fast, that those
supervising the financial conduct of their companies
are having to recalibrate the skills and knowledge
on which they’ve come to rely.
This isn’t necessarily all downside. Profound
change, wrought by the kind of marketplace
uncertainty we’re all now experiencing, can
itself generate its own frequently exciting new
opportunities. It’s precisely because of the modest
(or flat-lined) growth prospects in our traditional
European and North American markets that so many
adventurous companies are now seeking to harness
the more vigorous dynamics of Asian, African and
South American economies.
AT THE SHARP END
All the same, for the individual chairmen,
chief executives, finance directors, treasurers
and controllers at the corporate sharp end – and
every bit as much for their bankers – while the
rigour of change may differ significantly in both the
traditional and new marketplaces, it still represents
an intense challenge that demands unusually
innovative approaches.
They’re dealing, for the most part, with what
someone aptly called the “known unknowns”. And,
in many respects, the greatest of these right now
is the hidden impact of regulation. A tidal wave of
rules is rolling towards us from the world’s finance
centres, aimed primarily at the funding institutions
14 | lloydsbankwholesale.com

with which we deal, but – and here’s the big
difference from the past – with profound actual
and potential impacts on non-financial corporates.
And they’re also having to manage the
consequences. The cost of finance is going up.
Its availability is being called into question with
all that this implies for the management of
maturity risk, as well as the funding of trade
and investment opportunities.
At a time when there’s increased pressure
to deleverage, the recently announced Funding
for Lending Scheme (FLS) is a welcome initiative by
the Bank of England and the Treasury “to incentivise
banks and building societies to boost their lending
to UK households and non-financial companies”.
But still, it’s impossible to discount the heightened
challenges finance officers and their bankers now
face in devising acceptable strategies to assess
counterparty risks, or to evaluate both collateral
and credit quality.

“A tidal wave of rules rolls towards
us, aimed primarily at the funding
institutions.”
And, more specifically, we also feel strongly that
the Basel III capital requirements being imposed on
the banks are impacting disproportionately on trade
finance products – typically, such services as Letters
of Credit – because of the risk-weighting that’s being
applied to those products.

COLIN TYLER,
Chief Executive,
Association of
Corporate Treasurers

RECOVERY PROSPECTS
The serious danger, as we see it, is that corporates
may be disinclined to use these trade products and
so further undermine the prospects for domestic
recovery. And the truth is that the default levels
with these products are historically low – they simply
don’t pose the level of systemic risk that would
justify such a heavy cost now being applied to them.
Thankfully, though, we’re seeing a lot of
innovation now in supply chain financing.
The banking sector seems to have recognised the
problem and is clearly moving to provide solutions.
It’s a movement we’re certainly keen to encourage
precisely because of the extremely powerful
potential growth benefit it will produce for the
economy as a whole.
As an organisation with some 6,500 members
and students in 90 countries now, we welcome this.
For those business leaders, in these times
of unprecedented uncertainty, today’s overriding
challenge is one of adaptability and innovation
– literally, to recalibrate their skills so they’re better
able to anticipate the opportunities and the
problems at the earliest possible stage.
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NEW ChallengeS
NEW CHAMPIONS
Fourteen years after Real Business launched the Growing
Business Awards with the CBI, the shortlist for 2012 is as strong
as any in its history, says Matthew Rock, the Awards’ host.

At a time of continuing
economic squeeze, this year‘s
nominations for the Growing Business
Awards, held in association with Lloyds
Bank, have identified a raft of highquality mid-sized and smaller UK firms
who are not just unfazed by the new
economic order, but are actually
thriving within it.
The strength of the entries is
highlighted by the six companies
shortlisted for Company of the Year
– Mid-Sized award; they’re profitable,
growing and international. Together,
they have combined sales of £120.5m,
EBITDA of £28.3m, employ 1,400
people (including seasonal workers)
and do business in 183 countries.
So what‘s behind this apparent
mismatch between a sluggish economy
and a high-growth heartland segment?

One answer is management
independence. Many of the company
owners have stayed close to their
business and its market, meaning
they can immediately sense shifting
consumer trends. Their operational
independence also allows them to react
quickly to market changes, putting their
business in position to take advantage
and stay ahead of the competition.
DIGITALLY DRIVEN
One example of this is Colin Stevens,
founder of Better Bathrooms and this
year‘s Entrepreneur of the Year. Colin
spotted that the old bathroom retail
model – high-street locations, reliance
on high levels of stock – could be
transformed with digital technology.
His business has quickly snapped up 3%
of a still-strong market, and incumbent

“These business leaders are part of a new ‘challenger’
generation. They’re fresh, digitally-led and determined
to mine the world‘s fast-growing markets.”

industry competitors simply weren‘t
able to move so fast and decisively.
Across other award candidates, similar
forces are at work.
These business leaders are in
many ways part of a new ‘challenger’
generation. They’re fresh, digitally-led
and determined to mine the world‘s
fast-growing markets. More and more
of the businesses nominated talk of
opportunities in China, Brazil, Thailand
and other emerging markets.
The evidence of the 2012 Growing
Business Awards is that truly seismic
business change is taking place in the UK
economy, and it‘s being led by mid-sized
and smaller, growth companies.
Matthew Rock was a founding editor of Real Business,
the UK‘s first magazine focused on entrepreneurs and
the UK‘s most active network of high-growth businesses.
He hosts the annual Growing Business Awards, which
were created by Real Business and the CBI, and are
held in association with Lloyds Bank and Lloyds Private
Banking. The awards are also supported by the Financial
Mail, Professional Engineering, Bdaily, Land Rover, Visa,
Cavendish, Cass Business School and Spring Law.
You can follow Matthew on Twitter @matthewrock or
@realbusiness and find out more about all the Growing
Business Awards candidates.
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The challenge of

change

Customers are changing far faster than the
organisations that serve them explains
Dr Nicola Millard, Customer Experience
Futurologist at BT. But what are the main
challenges facing businesses?
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Our research at BT shows that in recent years,
people have become much more aware of value
for money. The economic situation has introduced
risk in people’s minds, meaning much more
disciplined management of finances and thorough
planning and research before purchasing goods.
2. The supercharged smart phone customer
With smart phones, customers literally have
the internet in the palm of their hand – they are
simultaneously in both the physical and virtual world.
As a consequence, customer behaviour can
change and they may be in a queue, while
simultaneously searching all their questions
online. They may then ask the customer service
representative more complex questions than
originally planned, and will spot inconsistencies
between channels more easily.

Strength of service
There is also a lot of data being thrown at customers,
which combined with risk and management, has
placed a far greater emphasis on customer service.
While customers are much more risk averse, they
are also much more savvy around good customer
service, and UK customers are more likely to switch
providers based on customer service rather than
necessarily chasing better deals.
83% of customers say that if you make it easy for
them, they will come back. This is shifting thinking
(and measures) towards designing experiences that
reduce ‘customer effort’, with companies analysing
how they can reduce the effort for the customer
when dealing with them.

3. The social media dilemma
Social media is a difficult beast for many large
organisations to use effectively. For one thing,
organisations can’t control social media – though
they can listen and potentially join in. However,
social media is often a secondary rather than
a primary channel for customers to contact
organisations. For financial issues, especially, we
don’t tend to discuss intimate details of our finances
in a pub, so we don’t necessarily want to air them
in a public forum like social media.
For some industries, regulation is driving against
the use of social media. That’s because not all sectors
work like retail, where a company can have different
types of conversation with its customers.
This, however, is not a licence to ignore social
media completely. Operational issues, such as bad
queues or website errors, can be tracked on social
media in real time, providing a useful opportunity to
listen, learn and potentially bring in damage control.

Embracing technological change
Organisations are built to last rather than change,
but they must be agile to customer needs because
processes can take a long time to adapt and change.
We are in a world of big data, so the key is to quickly
learn about customers and the demands they are
placing on the organisation through all channels.

“Organisations are built to last rather
than change, but organisations have
to be agile to customer needs.”

Illustration: Andy Gilmore

Businesses must then take that data in and change
the way they do business. This needs a willingness
to change in a dynamic way, which may require a
different mindset, as well as good analytics tools
to navigate through this bewildering landscape of
‘big data’. Agility is key in this, and working with key
customers and stakeholders in 90-day, 60-day
or shorter sprints is vital for organisations to move
in ‘customer time’ rather than ‘corporate time’.
Understanding the challenge
Through research, we can show that evolving
technology has created three major challenges:
1. The omni-channel customer
Customers are now omni-channel. 65% of customers
we asked said they need more than one channel
when discussing a transaction and they may jump
from phone call to email and then to Twitter. The
challenge for organisations is to tie that information
together, identifying that it was the same customer
using different channels.

Dr Nicola
Millard, Customer
Experience
Futurologist, BT

Searching for solutions
One of the emerging future models to solve the
increasingly complex nature of customer contact
is “networked expertise”. If a customer comes in with
a really complex question, they need to be matched
with the appropriate expert, wherever that expert
may be. Doing this effectively means being able to
recognise who a business’ experts are, identifying
whether they are available and then “speed dating”
the customer with the right expert. This must be
measured, managed and tracked to identify who
talked to whom about what and what actually
happened as a result.
This requires really good CRM and good workflow
management. This is also a model which tends to
break down traditional organisational silos – but
is key to survival in a future where customers are
increasingly connected and informed.
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THE COURAGE
TO THINK LONG
Adventurous companies need time, says
SIMON WALKER, Director General, Institute of
Directors, to outface the impatient clamour from
analysts and investment managers while they cultivate
growth in new, unfamiliar markets.
One of the habits we most need to
change in British business, argues
SIMON WALKER, is the persistent urge
to think short. But in today’s uniquely
volatile conditions, he’s the first to
concede that it will take more courage
than ever to break with “the tyranny of
short-termism” and start thinking long.
“With so much pressure in the financial
marketplace now for rapid returns,”
says the Director General of the Institute
of Directors, “you have to be brave
to plan on a 20-year horizon. But it’s
the companies with that determination
and clarity of purpose that will survive
and prosper.”
This summer’s Governmentcommissioned report by Professor John
Kay into the impact of UK equity markets
on long-term corporate performance
crystallises the challenge, he says. “His
analysis shows how equity markets are
encouraging short-termism, with UKlisted companies at the top of the league
internationally in terms of dividend
payouts, but at the bottom in terms
of investment and R&D expenditure.
That’s simply not a sustainable position
for our competitiveness.”
The pressure for quick returns is
intense and can divert companies from
medium and long-term planning and
investment. In recent years, there have
been many examples both of how that
pressure can go wrong – “as it did with
Cable and Wireless” – and of success in
resisting it, “like Rolls Royce, which has
focused on 15-year to 20-year criteria
to define its growth ambitions”.
18 | lloydsbankwholesale.com

“Two influences make it more
necessary than ever to think long. The
first is the incontestable evidence of low
or flat growth, not just in our domestic
backyard, but also in the UK’s two most
important external marketplaces –
Europe and the United States.
“And the second is the time
adventurous companies need to outface
the impatient clamour from analysts,
investment managers and media
commentators while they cultivate
replacement growth in new and
unfamiliar global markets.

“You have to be brave
these days. But it’s
the companies with
determination and clarity
of purpose that will
survive and prosper.”
GLOBAL MARKETS
“Companies are certainly facing up
to the challenge of breaking into new
territories with which they’re often
unaccustomed. They’re starting to
adjust, but it’s clear that they’re going
to have to adjust an awful lot more to
gain secure recognition in completely
new markets in Asia, Africa and
South America.”
One statistic illustrates the scale of
the challenge and the potential reward.
“British manufacturers export some
20% of the production tonnage they

make, whereas German and French
manufacturers export about 25%.
That 5% difference would bring huge
benefits to the British economy if we
could just step up our performance
that extra bit.”
Raising performance means working
closely with UK Trade & Investment,
the Government agency committed
to expanding exports.
“But it also involves taking a risk,
a leap of faith amongst manufacturers
and those already selling value-added
goods and services into French, German
and other European markets, for
whom it’s quite a big move now to start
thinking of opportunities further afield.
“We’re certainly encouraging our
member firms to do just that. It’s worth
noting that 52% of them are already
exporting and almost all of those
confirm that they want to export more.”
While that effort spans all key business
sectors, there’s an important focus on
manufacturing in the strategic aim of
re-balancing the economy. “Forty years
ago, manufacturing was roughly 40%
of UK output. It’s a matter of regret that
it’s now 11%.
“We can’t hope to recapture the low
added-value, unsophisticated products
that we were making in the past. But
what we can do is decide in which
sectors we aim to excel. Other countries
that have done this – Singapore, to me,
is the best possible example – have
succeeded economically, as a result.”

the banker
JOHN SALTER

SEPA:

COUNTDOWN TO

CHANGE
By 1st February 2014 every euro direct
debit and credit transfer sent by
a corporate to a Eurozone bank must
be in Single Euro Payments Area (SEPA) format.
This is not a light undertaking for either party.
Whilst credit payments are relatively straight
forward, receivables are more challenging. Direct
debits in France are very different to those in
Germany, which differ immensely from those in Italy,
for example. For this reason, migration to date has
been slow: as at July 2012, under 1% of all Eurozone
direct debits were in SEPA format.
While the banks can adopt and offer these formats
and capabilities, if their customers do not migrate
to SEPA, the model fails. Moreover, corporates
could potentially incur costs if their banks have
to undertake format conversion, reminiscent
of last decade’s BIC and IBAN changes.
What do you need to do?
Many banking industry bodies have prepared
papers to assist corporates in answering this
fundamental question. We recommend the
SWIFT paper issued in March 20121, which
advises companies to:
1. Build a clear picture of the instruments you
are clearing channel by channel, transaction
type by transaction type;
2. Create a checklist detailing which of these
instruments you need to migrate to SEPA
compliance;
3. Determine the business value of SEPA
compliance and whether it supports
your overall strategy for clearing; and
4. Select the right messaging
provider to support you.

The SEPA end-date legislation is set to transform
the euro payments landscape. John Salter,
Managing Director, Cash Management
& Payments, Lloyds Bank, takes a look at what
this change means for corporates and how
they can become SEPA-compliant on time.

John Salter,
Managing Director,
Cash Management
& Payments, Lloyds
Bank Wholesale
Banking & Markets

This is only half of the equation however.
Another core question has to be: who is the
right partner for you?
To answer this, check that your existing bank
partners will accept payment files in 2014 at the
same costs as today. Also ensure that all group-wide
payment systems are XML enabled – this is the core
standard, along with ISO20022, that SEPA
leverages to deliver low-cost cross-border
payment processing.
Elsewhere, make sure that all of your business
units can reflect the SEPA payment master data
in their systems and on their invoices and other
documents. Finally, double check that your bank
has adopted these standards at today’s processing
costs, and can support you in your SEPA migration.
The good news
Almost 30% of all Eurozone credits are now
processed in SEPA Credit Transfer (SCT) format
and 80% of card payments are in the Europay
MasterCard Visa (EMV) format. In addition, the
European Payments Council recently found that
most firms and individuals (86%) in Europe are
now using IBAN and BIC in their transactions.
These signs are encouraging and show that,
with just over 12 months to go, the migration
to SEPA formats is achievable, albeit challenging.
Regardless, there is no alternative. This is a
regulatory requirement and if you are not already
on the SEPA migration train, then you’d better
jump on board fast.
1. ‘Clearing the SEPA way: It’s time for action!‘
www.swift.com/resources/documents/SWIFT_white_paper_SEPA_II.pdf
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global growth

strategies

Don’t assume that high
growth in the world’s
dynamic emerging
economies will invariably
convert into immediate
opportunities, warns
DAVE PHILLIPS, Global
Head for Trade Services
& Supply Chain Finance,
Lloyds Bank.

20 | lloydsbankwholesale.com

W

ith current domestic and
Eurozone stagnation – plus
persistent uncertainties
affecting US recovery prospects – UK
corporates are actively seeking growth in
markets they haven’t considered before.
The fact that they’re searching
in conditions of such turbulence makes
for an unprecedented mix of challenge
and opportunity.
For bankers, a key task is to help
define and answer our corporate clients’
front-of-mind trade questions: How
will we get paid? How can we hedge
effectively against FX volatilities? Are
these contractual terms really right for
this market? What political considerations
might impact on our business? What are
our counterparty risks?
It’s easy enough to see where the
world’s growth is happening. The global
balances are shifting dramatically,
principally towards Asia and South

America, and away from our traditional
European and North American
marketplaces.
While the International Monetary
Fund forecasts a slowing in global
growth this year and next, it’s in the
advanced developed economies that
it sees this trend most sharply focused.
It fears Europe’s prospects, in particular,
“will likely remain precarious” and
predicts UK growth will all but evaporate
this year.
Similarly, the OECD thinks UK domestic
growth will merely inch ahead this year
and next, shackled by a Eurozone that
“remains the most important source of
risk to the global economy.”
What’s striking is the buoyancy both
organisations see elsewhere: the IMF’s
2013 evaluation focuses particularly on
China, India and the so-called ASEAN-5 –
Indonesia, Malaysia, Philippines, Thailand
and Vietnam. In South America, Brazil

Getty Images

and Mexico are significant movers; in Africa itself,
“The global balances are shifting dramatically,
South Africa is the economy it sees growing fastest.
principally towards Asia and South America
The OECD is also clear about the world’s top “hot
spots” (see table). It scarcely matters how you define
and away from traditional European and
the ‘emerging’ economic powerhouses, the message
North American marketplaces.”
is all about potentially new trading opportunities
– and a myriad of distinctive challenges.
For many mid-sized corporates, the psychology
of a switch to new and unfamiliar markets is especially
tricky, coming after three or four years in which their
almost continuous fire-fighting has significantly
offer those making these adjustments. Now, more
drained the energy and resilience of some dedicated
than ever, for example, international business
but seriously stretched managerial teams.
success depends on the most appropriate funding
More muscular corporates certainly have the
for companies in challenging new growth markets.
managerial resource, but face issues of a different
Increasingly, UK corporates need trade finance
magnitude and complexity. One immediate priority
facilities to help optimise their use of working capital
is to evaluate the real balance of advantage between
as part of their supply chain. Typically, these include:
often quite distinctive opportunities among the
• Early payment of invoices to give suppliers access
world’s most obvious growth-generators.
to invaluable working capital.
In the so-called BRIC nations (Brazil, Russia, India
• Growth capital to produce and ship goods when
and China) a key question is how to switch to selling
there’s a confirmed order from a quality buyer
intellectually-rich services into economies from
backed by a documentary credit.
which many UK corporates have so far been buying.
• Advance payment when goods are shipped to
Conversely, with the burgeoning young populations
a customer, so there’s no waiting for settlement.
of the “next wave” CIVETS nations (Colombia,
• Short-term finance linked to a company’s trading
Indonesia, Vietnam, Egypt, Turkey and South Africa),
cycle so suppliers can be paid promptly – and there’s
entrepreneurial interest may focus on their greater
still time to re-sell the stock.
potential for ‘early mover advantage’.
•B
 ank bond support to facilitate exports and
In emerging economies, UK exporters may
to provide protection against loss in uncertain
be well positioned to meet demand for more fixed
market conditions. These widely used forms of
capital investments. At the same time, the growth
guarantees and bonds can help you secure major
of higher-income middle classes there
contracts. Common solutions include tender
will surely create demand for more
and performance bonds and advance payment
STAR PERFORMERS…
sophisticated consumer goods that
guarantees. In some markets, like the USA, we
cannot be met as easily either locally
provide standby letters of credit which perform
Annual % real GDP growth
or by cheap imports.
a similar function to bonds and guarantees.
2012
2013
On the other hand, it’s a mistake to
• Export working capital to help UK exporters
1. China
8.2
9.3
assume that high growth rates in these
grow by providing access to both pre- and
2. India
7.1
7.7
geographies will invariably convert
post-shipment finance for new higher value
3. Indonesia
5.8
6.0
into immediate opportunities. The
export contacts.
4. Chile
4.4
5.1
frequently idiosyncratic customs and
5. Turkey
3.3
4.6
business cultures of some of these
And with today’s flexible technology platforms,
6=
Brazil
3.2
4.2
territories can make them difficult and
companies now want trade banking that’s
South Africa
3.3
4.2
costly to crack – particularly where
responsive, accessible and transparent across
7. Russian Fed
4.5
4.1
the UK corporate mindset is still
frontiers, and that deploys effective hedging
8. Korea
3.3
4.0
understandably dominated by trade
mechanisms against currency, commodity and
9. Mexico
3.6
3.8
within Europe or across the Atlantic.
inflationary fluctuations.
10. Australia
3.1
3.7
And there are other risks:
In all of this, what’s important is that banks
unaccustomed bureaucratic hurdles;
know these markets through international
a greater propensity for business
branch operations, through strong global
…COMPARED WITH:
practices based on different ethical
banking alliances, and through networks
considerations; a growing need for
developed naturally from having other banks
Eurozone*
0.2
1.3
sophisticated FX hedging in unfamiliar
and institutions as customers.
United Kingdom 0.5
1.9
currencies; different local regulations;
Above all, banks can offer valuable access
United States
2.4
2.6
a distinctive local competitive
to shared frontline experience of business
SOURCE: OECD Economic Outlook May 2012.
*The Eurozone comparison is a Q4-Q4
environment. These can all impact on
executives, albeit perhaps trading in different
comparison. The other comparisons are
of annual aggregations.
forecast revenues and profits.
products and services, who can say: ‘This is the
Banks have several strengths to
way it was for me’.
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THE SUPPORT NETWORK
The CBI’s M-Clubs provide an opportunity for medium-sized business
owners to take their business to the next level. This regional member
network gives company owners access to expert advice and an
opportunity to share their experiences as well as learning from the best.

L

ast year the CBI published its report ‘Future
Champions: Unlocking Growth in the UK’s
Medium-sized Businesses‘. This report
highlighted three ways for companies to improve
their growth potential: improving access to
growth capital, increasing export capabilities and
developing their leadership skills. In 2012 and 2013,
M-Clubs around the UK are meeting to tackle these
three issues.
Around 20 medium-sized export-led companies
attended the Lloyds Bank-sponsored M-Club
in Belfast which aimed to encourage companies
to improve overseas growth.
The projected low growth for the domestic
economy means that international sales are
more important than ever. The global economy
is projected to double in size over the next
20 years, with developing nations contributing
55% of that growth.
Medium-sized companies have traditionally
focused on Europe and the US, but the growth
opportunities in these markets are limited given

businesses. The Government is now doing more,
however, to support UK exporters. After a campaign
by the CBI, its embassies are providing greater
assistance, including practical support to help UK
businesses to protect their intellectual property.
The UK Government is also stepping up its
financial assistance for exporters. UK Export Finance,
previously known as ECGD, is expanding and
increasing its skills and relevance. Few exporters
are aware that they could access a good percentage
of their export finance from the Government.
But the best advice comes from those mediumsized businesses which have already had success
breaking into new export markets. “If you want
to be successful in a market, you have to really
understand that market,” said one exporter.
Another added: “We were very sceptical, but we
looked at markets that would normally be ignored
and to our surprise we built up good businesses
there. You have to go and see for yourself.”

“UK Export Finance, previously known
as ECGD, is expanding and increasing
its skills and relevance.”
their economic woes. In contrast, the emerging
markets are still growing rapidly and the growth of
the middle class is boosting demand for consumer
goods and services.
Aoife Clarke, the CBI’s senior policy adviser, said:
“In terms of employment and patents, medium-sized
businesses are punching above their weight.” The
CBI believes that the UK could add £20bn to the size
of the economy if medium-sized businesses make
the most of their export opportunities.
Breaking into new markets can be daunting for
any company, and that includes medium-sized
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CONFIDENCE IN
EXPORT GROWTH
Growing demand from emergent economies and
its core markets saw PEGL turn to Lloyds Bank for
a solution to drive growth now and in the future.

S

outh Yorkshire-based engineering
business, President Engineering
Group Limited (PEGL) has a
pedigree stretching back over a century
and has established an enviable
reputation for quality and deliverability.
In addition to a manufacturing and
distribution centre in Sheffield, PEGL
also has a distribution centre in the US
and a manufacturing site in India, which
predominantly supplies the Indian
market. Exports are a key focus for PEGL.
A focus on exports
“About 80-90% of our business is export
driven,” explains Finance Director, Marie
Cooper. “We had worked with our
incumbent bank since 2010 when they
had funded the MBO, but they found it
difficult to fund the business in the way
we needed to grow. China is our biggest
market, but the funding restrictions our

incumbent bank imposed restricted our
cashflow and we realised that we needed
to look at alternatives.”
Following a competitive tender process,
PEGL chose to work with Lloyds Bank.
A flexible solution
“Lloyds Bank was very proactive in
understanding the business and what
we needed,” says Marie. “They got
involved very quickly and offered the
flexibility we needed. I think we’ve got
a good ground to build on.”
Adam Barraclough, Relationship
Director, worked closely with Steve
Palmer, Trade Director at Lloyds Bank
to pull the deal together. “We looked
closely at the needs of PEGL and, in
addition to re-financing the existing term
loan, we were able to provide them with
an import finance facility to support their
trade cycle,” he says.

“The import finance that Lloyds Bank has provided
has eased the cash flow position and also gives
us confidence in growth going forward.”
Marie Cooper, Finance Director, PEGL

Future growth prospects
The market-leading deal offers secured
funding of over £2m which provides
significant headroom for PEGL’s growth.
“The nature of our business and the
way we distribute goods means that
there can be long lead times involved.
This process can significantly tie up
cash. The import finance facility that
Lloyds Bank has provided has eased
the cash flow position and also gives
us confidence in growth going forward,”
says Marie.
Adam adds: “The import finance
facility provides PEGL with an effective
financial structure for their future
strategic plans. The management
team’s expertise is rated very highly.
The business is in a growing sector
and works with a number of emergent
economies, which will allow it to buck
current economic trends.”
Partnerships that count
Managing Director at PEGL, Mark
Henley, agrees: “China and Asia as a
whole have an unrelenting appetite
for energy, and the need for providers
in these geographies to upgrade coal
mining operations in line with improved
safety standards is growing – creating
demand for specialist products.”
“Similarly,” continues Mark, “the
rapidly increasing requirement for
natural gas and its transportation across
Asia, the Middle East, Latin America
and Africa, as well as in emerging
economies, will see demand grow
for all our products.
“We are well positioned to capitalise
on these positive sector dynamics to
drive future growth, leveraging our
market leading position, advanced
manufacturing base in Sheffield and,
now, this latest funding package from
Lloyds Bank.”
“The team at Lloyds Bank has been
forthcoming in terms of both funding
and experience,” concludes Marie. “Any
issues have been dealt with effectively
and efficiently. It’s early days but I think
PEGL has found a banking partner that
will continue to support our strategic
plans for growth.”
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The Eurozone:

Dodging
the falling
stars

This article, by Paul Solman, first appeared as part
of an ongoing series of thought pieces in the Blueprint
for British Business partnership series between the
Financial Times and Lloyds Bank.

T

he Eurozone crisis continues to weigh heavily
on British companies. In spite of reassurances
from European political and financial leaders
that they will not allow the single currency to fail
or the 17-country Eurozone to fracture, the fallout
from ailing economies is having far-reaching
consequences for businesses.
Most companies have already had to act
decisively to cope with the tougher commercial
environment since the credit crisis. But just as critical
are the steps they must take to prepare for what one
financial expert refers to as the ‘known unknowns‘
– the possibility of further economic meltdown
in the Eurozone.
The latest figures clearly set out the predicament.
Unemployment in the Eurozone has reached a new
high and inflation has increased more than expected.
According to Eurostat, the EU‘s statistical office,
18m people were unemployed across the Eurozone
in July, including more than one in five people under
the age of 25. The Eurozone‘s inflation rate was
2.6% in August compared with 2.4% in July.
While economies such as Greece, Spain
and Italy struggle, it remains unclear what action
will be taken and when.

”Businesses are increasingly working
with law firms to consider the
implications of a collapse in the euro.”
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Matthew Fell, Director of Markets at the
Confederation of British Industry, believes many
British companies have read the signs and prepared
for the worst. ”It varies from firm to firm, dependent
on their level of exposure and sophistication,” he says,
”but our impression is that the majority of firms have
given active thought to this and have put in place
proportionate measures to plan for the risk.”
Mr Fell says companies are classifying
the risks into two broad areas: operational,
which includes financial matters such as where
bank deposits are held, currency exposure and
contract and supply chain issues; and market risk,
which includes the loss of sales caused by market
contraction or temporary closure.
”Inevitably, it‘s the larger firms that are most
exposed to those operational risks, given the size
and nature of the business,” Mr Fell says.
”But the quid pro quo is that they are the firms that
have got the dedicated and active treasury functions,
given the nature and scale of the business.”
Mark Gregory, chief economist at Ernst & Young,
says the professional services firm has observed
that the level of preparedness among companies
has risen sharply in the past year, prompted by
increasingly bleak signals from Greece.
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”When Greece threatened a referendum, that set
a few alarm bells ringing,” he says. ”Over the year, the
responses we‘ve received have gone up from about
30% of UK business saying they have a plan in place
to something close to 70%.”
A year ago, companies‘ main priorities seemed
to be reducing exposure to ailing economies such as
Greece, and working on banking relationships to make
sure funding was in place, Mr Gregory continues.
”Since January, they have been doing more work
around indirect effects such as what might happen
to the supply chain in the event of shock in the euro,”
he says. ”That might mean Greece leaving (the
Eurozone), or it might mean suppliers in Italy or Spain
getting caught up in the contagion.

”A wise strategy in these uncertain
times is simply a traditional one of caution
and diversification.”
”In the past couple of months – driven by possible
closer fiscal integration – businesses have also started
to look more closely at whether their tax is organised
as well as it could be.”
Currency concerns are central to the contingency
plans. Mr Fell says: ”There is more of that active
intervention (with currencies) going on, and
companies are doing a more frequent trawl and a
pull-back of holdings in euro-denominated countries,
repatriating to what they see as safer currencies.”
This is a point echoed by Mr Gregory, who says
businesses are increasingly working with law firms
to consider the implications of a collapse in the euro,
and how they might cope if a country quit the euro
and began to use to its own local currency.
But he adds: ”Another important thing we are
seeing, especially in the banking sector, is an attempt
to balance assets and liabilities in countries. Before,
companies might have had internal financing that
moved money around the Eurozone. But now
they‘re trying to make sure they have assets and
liabilities more closely matched so that if there
was a devaluation, the value of the asset would
go down but so would the liability.”
Still, many UK businesses that operate in economies
such as Greece, Spain and Italy may be limited in the
steps they can take to future-proof their contracts
against a Eurozone disaster.
”With new business, it is sensible to ensure that
contracts stipulate payment must be made in euros
rather than some local currency that might come into
effect,” says Tim Hardy, Head of Commercial Litigation
at Cameron McKenna, the international law firm.
”But a lot of the contract risk associated with the
euro crisis is not new – it is the risk of doing business

ROB GARWOOD,
Director of Foreign
Exchange Sales,
Lloyds Bank
Wholesale Banking
& Markets

in these localities that has always been there
and has been exacerbated by the currency crisis.
”There has always been the risk that a local
court will ignore a contract that reverts disputes to
an English company‘s own legal jurisdiction, for
example, or refuse to enforce a judgment.”
But what about hedging strategies – are there
any financial instruments that companies can
employ to help offset the risks of the Eurozone‘s
uncertain future?
Robert Garwood, Director of Foreign Exchange
sales at Lloyds Bank Wholesale Banking & Markets,
says: ”Uncertainty surrounding the exact nature of
potential future problems, either with the euro or
the Eurozone, makes the allocation of any specific
financial instrument challenging if it is intended to be
an effective hedge... A significantly weaker or stronger
euro exchange rate, and the consequential exposure
for a company, could depend entirely upon which
member nations were intending to exit.”
But he adds: ”While it is not possible to hedge
against a currency that does not yet exist, it is possible
to identify those financial instruments that could have
the most significant change in value.”
Traditionally the ‘flight to quality‘ in foreign
exchange markets sees demand for US dollars,
Japanese yen and Swiss francs, Mr Garwood points
out, while currencies that have a risk of exposure
to Eurozone crises include Australian, New Zealand
and Canadian dollars, and sterling.
”Owning forex options that will increase in value
– both in terms of volatility as well as exchange rate –
could offer a degree of protection in this scenario,”
he says. ”Alternatively, a basket of equities where, in
the event of a redenomination, the shares purchased
are perceived likely to benefit
and the shares sold to weaken, could also be
used as a quasi-hedge if exposed
to a single member nation exiting.”
Generally, though, a wise strategy
in these uncertain times is simply
a traditional one of caution and
diversification.
Mr Fell of the CBI says: ”I think most
companies are realising that they have
got to keep their powder dry in a climate
like this. There is an element of a wait-andsee policy.
”But I think many are using a good degree of
judgment and sensible planning to ensure that they
are refocusing their operations away from what
has perhaps traditionally been an over-reliance on
Europe, towards higher-performing Bric countries
and beyond,” he adds.
Paul Solman is a freelance business writer and can be contacted at
psolman@gmail.com. Copyright of The Financial Times Limited 2012. All
Rights Reserved. Not to be redistributed, copied or modified in any way.
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Beware of
volatilities
ahead
The prolonged period of interest rate stability has
been positive for borrowers, says MATT LAWRENCE,
but there’s a danger it’s making us complacent to
interest rate volatility and other external market risks:
“The truth is that nothing lasts forever.”

E

veryone understands the value of liquidity:
if you’re not liquid, you simply don’t have
a business. But, while liquidity management
is understandably the top priority of any corporate
treasurer today, there’s also a growing awareness
of just how critical it is to have a financial risk
management strategy in place to manage the broad
range of external market risks to which businesses
are exposed.
Right now, some of those market risks are fairly
muted, mainly because of the extraordinary action
taken by the Bank of England and other authorities in
recent years to keep a lid on volatility. That’s ensured
there’s been no significant move in short-term
interest rates for an extended period.
While that’s certainly been positive for those
accessing short term, variable rate borrowing, there’s
a risk that this may have led to some complacency
around interest rate volatility and other external
market risks.
The truth is that nothing lasts forever. And many of
our more sophisticated corporate clients are already
starting to appreciate that, when rates begin to rise at
some point in the future, there could be a substantial
increase in both financial market and FX volatility, with
a significant impact on companies’ risk profiles.
That’s why many are now wisely considering
a more strategic approach over the medium term
to take advantage of current historically low term
rates. To manage these risks more effectively,
clients are increasingly keen to gain a more
thorough understanding of the financial impacts
of these external exposures on their key business
performance metrics. And they’re looking to their
bank to support them with this analysis.
Larger corporates usually have a group treasurer
or fully dedicated treasury teams focusing on these
issues. And, at Lloyds Bank, we’re working closely
with these treasury teams to help them identify
the risks their businesses are facing.
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Smaller corporates, typically without that in-house
resource, are increasingly eager for the specialist
support and risk analytics we can provide. This
helps them gain a fuller view of the company’s risk
exposures for drafting an appropriate treasury risk
management policy for ratification by the board
or primary decision makers.
Predictions aren’t always possible, of course.
The world is always prone to those so-called
“Black Swan” events like the Eurozone crisis or the
2011 Japanese tsunami, which can’t be forecast,
but remain increasingly frequent. And, while
prediction is impossible, corporate customers
are nevertheless wisely focused on identifying the
potential business impacts of these extreme events,
almost applying a “shock treatment” to their business
and the likely impacts.
The process we are adopting with our clients starts
with understanding their greatest business concerns
and identifying the risk metric that’s most important
to the FD or treasurer. For some, this might be cash
flow; others might be particularly focused on not
breaching debt covenants, or on maximising profits.
Our strategy models provide sensitivity analysis to
movements in interest rates, foreign exchange rates,
commodity prices and inflation. This, together with
a review of the company’s business structure, allows
us to then support the business in implementing an
appropriate risk management strategy.
This detailed approach is relatively new. It’s driven
by a series of key considerations — by the increased
margin pressures being experienced by businesses
in today’s competitive environment, by the
international nature of company’s trading, and by the
complexity of risk management products available.
In the past, the focus was on optimising the
company’s return based on the amount of risk
they were prepared to accept. But today we’re
asking: “What’s the scenario that could cause this
company to fail – and how do we prevent that from
happening?” The resulting solution might not be
optimal in terms of risk-adjusted return, but it does
provide a hedge against business failure.
It’s a shift in emphasis that’s been driven by
the realisation over the last few years that markets
can reach levels that were previously considered
to be impossible.
Moreover, with the regulatory environment placing
additional restrictions and costs on the provision
of risk management solutions, it’s becoming even
more important for the banking-client relationship
to recognise the challenges facing both partners.
Banks need to gain a deeper understanding
of their client’s business. And, by the same token,
corporate clients need to gain a more thorough
understanding of banks and what they are able
to offer.
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HIGH GROWTH

ENVIRONMENT
With an ambitious expansion
programme, environmental consultancy
SLR is bolstering its international profile
and targeting accelerated growth.

A

s one of the world’s leading environmental
consultancies, SLR advises governmental
and corporate clients on a wide range of
issues relating to sustainability and climate change.
In the face of a tough economy it has secured
impressive growth by seeking out international
opportunities for acquisition.
This assertive approach has borne fruit, explains
CEO David Richards: “The Global Financial Crisis
– or GFC – created tough times for businesses
operating in Europe. By looking to growth markets
globally, particularly the resource-based economies
of Australia, Canada and Africa, we were able to
offset the contraction of the UK market. That has
meant that we’ve seen growth of 25% throughout
the GFC.”
This has been achieved through strategic
acquisitions including a leading Australian acoustics
firm, an Alaskan air quality consulting service
provider and a South African business active in the
mining industry. More recently, GSS Environmental
(GSSE), a top three environmental consultant to the
coal extraction industry in Australia, became the
first acquisition under a new £46.5m syndicated
financing package supported jointly by Lloyds Bank.
This latest milestone further consolidates SLR’s
global position as a leader in its field, active across
a diverse range of sectors including energy, mining,
waste management and infrastructure.

With 60 offices worldwide and some 900
employees, the company’s appetite for growth
shows no sign of abating – and the market remains
receptive for this type of specialist service.
Increased awareness of environmental issues
across government bodies, corporates and the
general population, combined with the increased
cost of natural resources and the evolution of
new technology, continues to drive demand for
environmental consultancy. SLR’s expertise and
commitment to generating innovative ideas
is an asset in this dynamic sector.
“It’s certainly a growth area,” asserts David.
“In the UK, SLR is a full-service consultancy, providing
everything you’d want. By sending some of our
UK staff out internationally, we use a process of
cross-fertilisation of ideas. Our ambition is to expand
that proposition globally.
“We continue to assess opportunities in the
high growth geographical areas, such as Australia,
Canada and the US, as well as in sectors such as
offshore oil and gas, where there’s huge potential,”
he adds.
With the support of its banks, alongside backing
from private equity investor 3i, SLR is poised to
continue this exciting new phase of international
growth. The overseas expansion that first began
in 2006 is set to continue to complement organic
growth, with further targeting of high calibre
acquisitions cementing its position as a leading
global player.

“It’s certainly a growth area.
By sending some of our UK staff
out internationally, we use a process
of cross-fertilisation of ideas.”
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Going for

growth
The current economic climate brings opportunities as well
as challenges – and for strategic outsourcing and energy services
company MITIE, the focus is very much on the opportunities.

“O

utsourcing took off in the UK in the
1980s, very much as a response to
recessionary times,” observes Ruby
McGregor-Smith, MITIE’s chief executive. “In tougher
markets, clients in both the private and public sector
focus on saving money and therefore increasingly
look to experts to help deliver what they regard
as non-core services.”
Today, outsourcing is one of the UK’s key
industries, employing 12% of the country’s workforce
and accounting for 8% of GDP – second only to the
financial services sector. As demand for outsourcing
services has soared in recent years, MITIE has
experienced enviable growth: in the last decade,
the company’s revenues have almost quadrupled,
from £519m in 2002 to over £2bn in 2012.
MITIE was founded 25 years ago and is now a
FTSE 250 company which prides itself on having
a uniquely passionate and energetic culture. The

“Outsourcing is one of the UK’s key
industries, employing 12% of the country’s
workforce and accounting for 8% of GDP.”
group’s success owes much to the innovative
approach it takes to developing new business.
MITIE, which stands for Management Incentive
Through Investment Equity, has a £10m
entrepreneurial fund which focuses on supporting
new outsourcing start-ups. Under this model,
a management team takes an equity stake of up
to 49% in the start-up business and MITIE takes
51%, then MITIE subsequently acquires it in full
following five to ten years of development.
“If we work with a start-up business, what they
get is a supportive parent who has a huge amount
of know-how about the industry,” says McGregorSmith. “To be able to have equity in the business for
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our people is really important and gives a young,
refreshing, innovative feel to what is quite a large
company.” To date more than 100 businesses have
been developed in this way, including access and
disability consultancy Direct Enquiries and MITIE’s
Care & Custody and Client Services businesses.
In May 2012, MITIE hosted MITIE Millions,
a Dragon’s Den-style pitching event during which
talent-matching website ProFinda was selected
for a £300,000 investment.
STRATEGIC ACQUISITIONS
As well as developing start-up businesses, MITIE
has followed a proactive M&A programme with
the intention of taking a bigger market share in
key markets. MITIE has made a number of strategic
acquisitions in the last few years, including the
£75m acquisition of security business Initial Security
in 2006 and the purchase of Dalkia Facilities
Management for £120m in 2009. The Dalkia deal
was one of MITIE’s largest purchases to date and
has proved strategically successful, enabling the
group to take on a considerable volume of new
business over the last three years.
To date, 2012 has seen MITIE make two key
acquisitions: the group bought a 51% stake in
specialist food and drinks company Creativevents
in August 2012, followed two months later by the
£110.8m purchase of home care provider Enara.
McGregor-Smith says that the recent Enara deal was
strategically important: “As you take a look at the
ageing profile of the UK’s population, there are some
big opportunities for organisations such as ours to
help support and achieve better quality of services,
which we are very keen on doing as we grow.”
Achieving growth in the current market can be
challenging, particularly where funding is concerned.
“Some of the bigger opportunities are more complex
to finance, and therefore funding becomes more
of a challenge as you grow,” says McGregor-Smith.

Ruby McGregor-Smith,
Chief Executive, MITIE

“But I think that the same is probably true for
most markets – not just the outsourcing market.”
The Enara acquisition was funded with a £150m
bridging loan provided jointly by Lloyds Bank and
one other bank, with the intention of refinancing
this facility into longer-term debt when appropriate.
This came as the latest step in a relationship which
has developed considerably since Lloyds Bank was
appointed as a junior member of MITIE’s syndicate
six years ago. “Lloyds Bank is MITIE’s lead bank and
during our growth they have absolutely supported
us in terms of raising funding and supporting our
long-term debt profile,” comments McGregor-Smith.
A WIDER AIM
As a further driver for growth, MITIE is also driving
higher revenues by moving its focus from multiple
single-service contracts to larger integrated facilities
management contracts. In April, MITIE signed a fiveyear contract with Lloyds Bank to provide facilities
management services to the Bank’s branches and
offices across the UK. Under the contract, MITIE
will provide a range of services including catering,
reception, waste management and security as well
as managing utilities expenditure.
Clive Hetherington, Area Director, South West,
Lloyds Bank, and his mid markets team have

responsibility for the MITIE relationship. Clive
commented “Working with MITIE has been very
exciting. The business has a very clear and defined
culture and this has enabled them to achieve
fantastic yet controlled growth over the last few
years. The Bank has moved from being MITIE’s
newest bank to its core banking partner and I must
thank a significant number of colleagues who have
delivered a variety of first class solutions to the team
at MITIE during this transformation.”
Looking forward, MITIE is set to continue focusing
on growth opportunities, some of which could be
more internationally focused going forward. While
MITIE is primarily focused on opportunities in the UK,
as the company expands it is increasingly working
with multinational clients, which could in turn
facilitate the development of MITIE’s operations
in Europe and beyond in the coming years.

“Lloyds Bank is MITIE’s lead bank.
They have absolutely supported us in
terms of raising funding and supporting
our long-term debt profile.”
Ruby McGregor-Smith, Chief Executive, MITIE
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Bank funding conditions are strong for
UK mid-caps, with banks typically looking
to lend more than corporate clients are
looking to borrow. But as businesses seek
to diversify, so treasurers must diversify too.
David Cleary, Senior Director, Corporate
Debt Capital Markets, Lloyds Bank, analyses
these funding trends.

UNDERSTANDING BUSIN
EDUCATION

new routes to

raising finance
A

continuing focus on diversification has led
many UK companies to consider alternative
sources of funding. A number of different
funding sources fall under this umbrella, but
particularly for unrated companies the two markets
that are of interest are the retail bond and private
placement markets.
PRIVATE PLACEMENTS
Where US private placements (USPP) are concerned,
this has been a good year for UK companies. Despite
the ongoing issues in the Eurozone, US-based
investors are still willing to lend to UK plc, and so far
there has been $8bn of issuance by UK corporates
in this market. The market as a whole is on track for
a record year, with the year to date $50bn already
exceeding last year’s total figure of $45bn. Pricing
is competitive in most cases and we are seeing no
let-up in demand from investors. (Source: Lloyds
Securities Inc)
We have also seen an increase in deal size
compared to last year: in 2011 the average deal size
was $235m, whereas this year it currently stands at
$325m. Overall the trend has been towards a smaller
number of issuers issuing bigger deals, as we saw
with the $753m issuance that we recently priced
for the packaging company Rexam.
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Aside from diversification, another factor attracting
UK issuers to this market is the fact that the unsecured
bank lending market typically has a debt maturity
maximum tenor of five years. In comparison,
75% of USPPs have a final maturity of between seven
and 12 years, with the majority coming in at around
ten years. (Source: Lloyds Securities Inc)
Companies issuing USPPs tend to fall into a number
of camps. Firstly there are those that require long
dated sterling but see the market as an efficient
method of raising debt so they issue in dollars and
Lloyds Bank swaps the proceeds back to sterling for
them. There are also companies that have a need
for dollars, so a USPP issuance gives them a natural
hedge against their revenues and assets balance
sheet. Whatever the currency requirement, the USPP
market provides issuers with a low cost and efficient
method of accessing the debt capital markets without
the need to obtain a public credit rating.
For UK companies looking at private placements,
the emphasis is very much on the pool of liquidity
in the US. While a UK private placement market does
exist, the number of investors in this market is very
small, and companies looking to raise funds are likely
to get the best execution and cheaper terms in the
US. However, this could change in time: following
the publication of the Breedon Report on Alternative
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Stock Exchange saw this coupon floor broken as it
successfully issued for nine years at 4.75%.

Finance in March, banks are currently working with
the Association of Corporate Treasurers and market
participants to try to establish a larger UK market with
liquidity provided by a greater number of investors.
UK RETAIL BOND MARKET
While the USPP market is an established funding
source for UK issuers, a more recent newcomer is
the UK retail bond market. This market was effectively
created when the London Stock Exchange introduced
the Order book for Retail Bonds (ORB) system
in February 2010. Since then, the market has taken
off well: total issuance to date stands at almost £3bn.
(Source: Lloyds Bank)
Like the USPP market, the search for diversification
is proving a significant driver for companies accessing
the retail bond market. Flattening the spikes in the
debt maturity profile is another goal and companies
using the retail bond market are often planning on
repeat issuance of £50–100m every 9–24 months
(source: Lloyds Bank), thereby avoiding the maturity
spike that would arise if they were to issue a larger
bond in the institutional market every five years. Retail
bond tenors typically fall between six and eight years,
with the longest deals reaching ten years. Pricing
in this market has historically been at or above 5%
but the recent Lloyds Bank led issue by the London

USPP

$8bn

Issuance in 2012

UK RETAIL
BOND

£3bn

Issuance to date

CHOOSING THE RIGHT FUNDING SOURCE
USPP and UK retail bonds are both enjoying attention
from UK issuers, although there are differences
between the two markets. The long-established
USPP market prices over the US Treasury and US
public companies and whilst pricing and terms
move over time, the market is always open and the
documentation fairly standardised. The UK’s retail
bond market, on the other hand, is much less tested
and public documentation and disclosure can be
daunting for debut issuers.
Other factors will play a part in determining
which funding source is appropriate for a particular
company. While unrated companies can issue in the
USPP market, issuers do need to have investment
grade credit metrics: their net debt to EBITDA needs
to be less than three, for example.
On balance, a strong corporate with an investment
grade balance sheet, looking to raise £100m to
£200m and comfortable providing financial covenants
to investors, would probably choose the USPP market
because the pricing will be lower. On the other
hand, a UK company which is unwilling to provide
covenants, seeks a slightly smaller sum and is possibly
slightly smaller or more levered probably won’t be
able to access the private placement market – but the
retail bond market could be an attractive option.
FUTURE PROSPECTS
It’s an interesting time in the world of funding. Banks
are generally under-lent, so they have balance sheet
that they are looking to put to work for their corporate
clients. The private placement market is very keen to
invest in UK and northern European names – as well
as those in the US – and the UK’s retail bond market
is growing and attracting strong interest from finance
teams. In the meantime, public markets continue apace.
Another factor is the Funding for Lending Scheme,
which enables British banks to offer core debt facilities
to their corporate clients at a lower margin. My view is
that the breakdown of around 60% funding in the loan
market and 40% funding in the non-bank market will
broadly continue, but there will be some variations
as the Funding for Lending Scheme gets going.
In the retail bond market there is a strong pipeline
in the coming six months and we are expecting to
see significant issuance volumes in that timeframe.
Meanwhile, there is every reason to believe that the
private placement market will maintain its historic track
record and continue to meet corporations’ long-term
debt requirements for the foreseeable future.
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Degrees

of change
It’s a changing landscape for higher education institutions.
KEITH NORMAN explains how Lloyds Bank’s 20-year
experience in the sector is rising to that challenge.
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T

he outcome of the Government’s funding
review into higher education saw central
funding to the sector slashed and responsibility
transferred to students. Although education remains
free at point of entry, the change which came into
effect in September 2012 has had a massive impact.
With research income from private sources under
pressure due to the continued downward pressure
on the economy as a whole, and despite the
Government ring-fencing research income, there’s
definitely a trend towards polarisation of institutions
into those offering world-leading research and those
that are on the periphery. This creates additional
strain on budgets.

“Students will effectively move into much
more of a consumer role and universities will
have to adapt to that by focusing on
improving on the student experience.”

Changes to funding profile
In the short-term, higher education institutions
KEITH NORMAN,
Relationship Director,
are facing a timing difference in receipt of funding.
Head of Education
Previously, central government funding was remitted
Team, Lloyds Bank
on a monthly basis, whereas funding from the
Wholesale Banking
& Markets
Student Loan Company is now paid three times
a year. As this change in their funding profile rolls
out, Lloyds Bank is working alongside institutions
to support their cash flow requirements.
If we look to the longer-term, the effect of the
changes will be seen in more demanding and
discerning students, seeking value for the student
tuition fees of up to £9,000 a year they are paying.
Students will effectively move into much more
of a consumer role and universities will have
to adapt to that by focusing on improving
the student experience.
That, of course, pre-supposes that you’ve managed
to entice them there in the first place. Universities will
need to outline in Key Information Sets the course
content, contact time, employability statistics and
results from the national students’ survey making the
sector far more transparent to prospective students.
Maintaining or improving the quality of their teaching
will be critical in enhancing their reputation as an
institution that future employers will recognise as
providing quality education
and students are becoming
more conscious of this aspect
[Company name]
University of Salford
when considering future
[Region]
North West
employability prospects.
[Industry]
Education
Many institutions placed
[Product]
Funding
plans for infrastructure
improvements on hold in
recent years as they awaited
the introduction of higher
student fees to monitor the
effect on student recruitment.
As that crystallises, I think
we’ll see that latent demand
for infrastructure projects
returning and increasing
into 2013.

Long-term funding needs
Here at Lloyds Bank, we’ve had a sector-specific
team to look after the needs of universities since 1992.
During that time, we’ve supported over
70 universities throughout the UK with long-term
funding solutions to support their capital expenditure
plans and investment in infrastructure.
The sector is also eligible to participate in the
Government’s new Funding for Lending Scheme,
which offers discounted funding and which Lloyds
Bank is heavily engaged with. We’re also working with
the European Investment Bank (EIB). Towards the end
of 2010, we negotiated and secured a £165m fund
with the EIB, which we distributed to universities and
colleges in the shape of 16-year committed funding.
In a climate where the focus for bank debt was
increasingly short-term, this was clearly very attractive.
Strategic support
Universities are not only educators and research
hubs, they are key employers and play a central
role in the communities they are part of. This fits
with Lloyds Bank’s overall ethos of supporting local
communities, creating employment and driving
economic recovery. By supporting the sector and
passing on the benefits of government-sponsored
lending initiatives, we can be part of that.
In addition to financial support, we are working
closely with a number of universities to assist their
move to a more business-like culture. It’s a big
change in strategic direction for many and our
experience across business offers a huge boost.

“One of the attractions of working with
Lloyds Bank is that they understand
universities,” states Adrian Graves, Registrar
and Secretary, University of Salford. “They’ve
got a very clear understanding of the way
that universities work, the way our finances
work and of our strategic imperatives.”
The university has responded to the
changes enveloping the sector by investing

in new facilities with the support of longterm banking partner, Lloyds Bank.
“The overall funding package was for
£45m, which included £10m from the EIB,”
says Interim Finance Director, David Reeve.
“It was a competitive tendering process, but
Lloyds Bank offered the best support and
the closest customer relationship.”
“The funding will enable us to build a state
of the art building for our creative industries
activities,” Adrian continues. “At the heart
of that is assisting the university to be
more competitive.”
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food & drink

44%

Scottish businesses
planning to target
one or more new
international markets
over the next
12 months.1

82%

Scottish businesses
who are certain
their products need
to be produced and
manufactured
in Scotland.1

annually by 2017 six years early1 – remains a key part
of the country’s economy and there are thoughts that
the sector may surpass Scotland’s traditionally strong
oil and gas industry as the country’s top exporter over
the coming decade.
With the Eurozone crisis affecting traditional export
markets, achieving this aim will require the industry to
embrace the challenges of internationalisation.

The strength of the food and drink sector in Scotland
was highlighted in a recent report commissioned by
Lloyds Bank. Incorporating the insights of key thought
leaders within the country’s industry, ‘Beyond Borders‘
examines the challenges and opportunities ahead.

T

he pervasive doom and gloom about the UK
economy makes it refreshing to learn that the
Scottish food and drink industry is booming.
Over the past few years, the sector has boasted record
growth and is confident there are opportunities for
further expansion.
With an estimated collective turnover of £6bn,
more than 100 Scottish food and drink manufacturers,
including Highland Spring, Edrington and Browns
Food Group, were surveyed for Beyond Borders.
The report also features commentary from Scottish
Enterprise and Scotland Food and Drink. The industry
– which smashed its proposed export target of £5bn
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To download your copy of the Beyond Borders report,
please visit lloydsbankwholesale.com/scottishfoodanddrink

3

Scotland

1

Made in

Targeting new markets
Exporting to new markets, however, will require
a considerable step up in both production and
distribution costs with flexible funding solutions and
trade finance having a major part to play.
Breaking into new export markets will also require
investment in a reliable supply chain and effective
marketing to a territory which may know little about
the brand or understand its provenance.
‘Made in Scotland’ has clear brand value. Keith
Fulton, Senior Manager at Scottish Enterprise, says:
“It represents quality through and through. It isn’t
about the picture postcard view of Scotland; it’s about
the best ingredients from some of the finest natural
resources in the world.”
While manufacturing goods in Scotland helps to
protect and build brand quality, companies need to
be aware that producing in one economic region and
selling in another creates both logistical and currency
risk. These risks must be managed to make the most
of new export markets.
Alasdair Gardner, Regional Managing Director,
Scotland, Lloyds Bank Wholesale Banking & Markets,
explained: “The opportunity is hugely encouraging
but exporters face many challenges from fluctuating
raw material prices to investment in logistics and
marketing. We’re highly active in the sector and are
committed to providing specialist support to these
businesses with a wide range of facilities from trade
finance to treasury and risk management services.”

Source: Beyond Borders. 2 Source: Lloyds Bank Sector update, Oct 2012.
Source: Lloyds Bank Sector update, Apr 2012.

“There is a view that the food
and drink sector may surpass
Scotland’s traditionally strong
oil and gas industry as the
country’s top exporter over
the coming decade.”

77%

The EU accounts
for 77% of overall
UK food exports.
Almost half of all
food consumed in
the UK is imported.2

20%

The UK drinks
industry only
accounts for 20%
of food and drink
manufacturing but
is growing rapidly.3

12%

The value of Scotland’s
whisky exports increased
by 12%, for the year
ending June 2012.4

As traditional European
markets stagnate, what is
the outlook for the UK
food and drink industry?
Carl Paraskevas,
Director of Sector Economics,
Lloyds Bank, discusses.

Changing
markets

4

According to data published by the Scottish Whisky Association.

T

he UK food and drink industry faced
a multitude of challenges this year,
which have all contributed to an
expected decline of 4% in the sector’s
output in 2012. There has been a number
of contributing factors to this including
slow economic growth at home, a weak
export market, changing consumer
tastes, and the wider global industry
trend of shifting production to emerging
markets. While best estimates suggest
domestic output will stabilise in 2013,
quintessentially British products, such as
Scotch whisky, remain bright spots within
the industry and are likely to benefit from a
more stable global marketplace next year.
There has been a recent trend in
Britain of seeking a healthier lifestyle
which has consequently led to a reduced
demand for confectionary, takeaway,
convenience and other non-essential
food products. Moreover, labelling
requirements are also making consumers
more health conscious of the types of
food and drink they consume. This has
put a strain on traditional manufacturers’
existing offering, not least in the case of
alcoholic beverages, where UK per capita
consumption has been in steady decline
since 2006. Although our forecast growth
in household consumption next year is
expected to be supportive of domestic
food and beverage consumption, these

emerging markets, which more than
trends are unlikely to fade anytime soon.
compensated for weak Eurozone sales.
Even as domestic demand improves,
The outlook for 2013 is marginally
Britain still relies on imports to meet
more optimistic and the sector should,
50% of its food needs and this situation
at the very least, stabilise as UK household
is unlikely to change for the foreseeable
expenditure improves and export markets
future. Although the country only
become increasingly more receptive.
exports about 7% of its domestic food
Food price inflation for key ingredients
production, these exports make a material
is a key concern over the coming years.
difference to underlying performance
Corn, wheat and soybean prices were
within the sector. Last year was an
contributors to the rise in commodity
extremely successful one for the industry,
prices for 2012, due to weather issues
with output expanding by 3.2%, largely
affecting the harvest. However, these
driven by drinks exports. A slowdown in
export demand,
particularly from the “Quintessentially British products,
Eurozone, where
such as Scotch whisky, remain bright
close to 77% of UK
spots within the industry.”
food exports are
shipped, remains
one of the key
prices are set to fall in 2013 with the
reasons for slower activity this year.
While the ongoing crisis in the Eurozone market expecting a return to normal
weather conditions and recent prices
makes it unlikely that the pace of sector
encouraging extra planting this year.
growth seen in 2011 will be repeated
Emerging market demand for food and
over the next few years, the drinks
segment is still likely to be a key performer drink is likely to grow faster than demand
in the UK’s domestic market, as they
when general economic conditions do
benefit from a faster rise in incomes and
show improvement. An example of the
a growing middle class. These markets
segments’ success has been the Scotch
are likely to offer continued growth
whisky industry. The industry has seen
opportunities for Britain’s food and drink
exports grow by 12% for the year ending
industry, either through exports or direct
June 2012.4 This was based on strong
demand from North America and key
investment in the home market.
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Flexible funding

offers the vital ingredient
When an unprecedented natural disaster hit supply, Japanese
food importer Tazaki Foods “wouldn’t have managed” without the
flexible support of long-term banking partner, Lloyds Bank.

Flexible solutions
With volatile exchange rates eroding
margins on products sourced from
Japan, the business turned instead to
China – already a major supplier to the
domestic food market in Japan
– and sought to source
its goods directly from
Chinese manufacturers.
“This was a good
solution,” remarks
Stephen Blundell, Group
Chief Financial Officer
at Tazaki Group, “but not
without its own challenges.
The payment terms we were able to
negotiate with the Chinese suppliers
were not as favourable and they
preferred to ship single-product
containers rather than the mixedproduct containers that we were
bringing in from Japan. This meant that
cash flow within the business became
an issue as our stock holding naturally
had to increase.”
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The solution was a flexible invoice
discounting line provided by Lloyds
Bank. “This provided us with the means
to fund our supply line and continue to
grow the business,” explains Stephen.

“Within 24 hours of the earthquake
happening, our relationship team
at Lloyds Bank contacted us to
understand how the business
had been affected,” says Stephen.
“Together we put in place a crisis
management team and, although
we ultimately didn’t need additional
funding support, it was reassuring to
have the Bank on side.”

A natural disaster
It was also a solution that was to prove
priceless when the Tohoku region of
Japan was hit by a massive natural
disaster in March 2011.
“The earthquake
“We estimate that the disaster cost
severely affected
Tazaki Foods not far short of £1m in loss
the region where
a number of the
of margin and additional costs.”
manufacturers who
supplied our business
Stephen Blundell, Group Chief Financial Officer, Tazaki Group
were based,” says
Stephen. “That created
an immediate lack of supply and
Bank support
forced us to accelerate plans to re“Business was very turbulent,” admits
source our goods. It was an on-going
Stephen. “We initially faced a period
issue as the EU sought certification
of poor sales as we lacked the stock
from the Japanese authorities that
to meet demand. Our lead times
goods leaving their ports were not
had increased dramatically and
sourced from regions potentially
containers that we had on the water
contaminated by fallout from
were turned away from port due to
Fukushima. In the aftermath
the tighter regulations, which created
of a disaster of that scale,
a huge strain on stock. Business
this proved a nightmare.
then swung the other way, with sales
“We estimate that the
increasing rapidly as many customers
disaster cost Tazaki Foods
increased their order levels. We then
not far short of £1m in loss of
subsequently had to cope with a large
margin and additional costs.”
jump in stock as a three month backlog
of orders all started to arrive putting
Supply chain issues
additional strain on cash flow.
Faced with an immediate lack of
“It’s fair to say that without the
supply, but with contracts to honour
flexible funding package that we
with many large retailers, food
had from Lloyds Bank, we wouldn’t
manufacturers and other customers,
have managed. As the bank finance
Tazaki initially flew in certain goods at
was based on sales, it gave us the
greatly increased cost to the business
additional working capital funding
to maintain its reputation for delivery.
required to cover the inevitable strains
But the business could not sustain that
that we faced during such an incredibly
increased cost pressure for long.
uncertain time.”
Photography: James Pfaff

F

ounded in 1978 to service the
growing Japanese community
in London with Japanese retail
food products, Tazaki Foods, part
of Tazaki Group, developed its UK
market by supplying restaurants and
other retailers, largely on a wholesale
basis. In the 90s Japanese food grew
in popularity across a wider audience
and brought a boom in demand as
health-conscious consumers began to
appreciate its taste and health benefits.
Tazaki Foods has ridden this wave of
demand, expanding into the wholesale
market and then into developing its
own brand range of Japanese food
stuffs, Yutaka. The company now
supplies many large retailers in
the UK, Europe and the Middle East.
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sector
report

Stephen Blundell,
Group Chief Financial Officer,
Tazaki Group

long view | WINTER 2012–13 | 37

WINDS
OF CHANGE

A shift is taking place in liquidity management,
explains Robert Hare, Director of Specialist Sales
and Liabilities at Lloyds Bank, but what are banks
doing to support these changes?

F

inance directors are actively changing the way
in which they manage their company’s cash or
liquidity: the continuing economic challenges
are driving a greater emphasis on optimising cash
balances and risk management. For many businesses
a focus on their operational cash is paramount in
ensuring their survival. Increasingly, an indirect catalyst
is the evolving regulatory landscape – in particular,
the effect of Basel III on the banking industry.
While Basel III has yet to come into effect, it is
already affecting the way in which banks design
their corporate deposit solutions. Change has swept
through the banking industry with banks increasingly
required to hold larger liquidity buffers driving a focus
on stable, higher quality and longer-term deposits
from their customers.
Companies, on the other hand, are often unwilling
to lock up funds in longer-term deposits in light of
their liquidity concerns, and are continuing to prioritise
security (the return OF their cash, rather than the return
ON it) and liquidity (access) over yield.
This divergence of objectives has led to some
interesting product innovation as banks look to reward
longer-term balances without locking in funds with
the rigidity of a term deposit. Products such as the
Client Cash Interest Builder (CCIB) deposit offered
38 | lloydsbankwholesale.com

Robert Hare,
Director of Specialist
Sales and Liabilities,
Lloyds Bank
Wholesale Banking
& Markets

by Lloyds Bank reward longer-term balances while
still offering clients same day liquidity when needed.
Clients who wish to make the most of this new breed
of product are therefore looking at ways to maintain
stable balances on their deposit accounts. Cash flow
forecasting is an essential aspect of this and while
forecasting is not a new topic, many companies
are working to make their capabilities in this area
more robust.
Meanwhile, Lloyds Bank is looking to support its
clients more proactively in this area by developing
a ‘SLY’ (security, liquidity and yield) toolkit. This
SLY offering helps companies to balance their
requirements in these three key areas and ensure that
they have the right liquidity management policies in
place to achieve their goals.

“Change has swept through the banking
industry with banks increasingly required to
hold larger liquidity and capital buffers driving
a focus on stable, higher quality and longerterm deposits from their customers.”
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new payment

frontiers
The way we pay for goods and services
is changing and keeping pace with
new technologies is important for
any business intent on putting their
customers first advises DAVE WILLS,
Head of Merchant Services,
Lloyds TSB Cardnet.

C

ash is no longer king for most consumers
and as cheque payments become
increasingly rare the future is increasingly
about credit and debit cards and mobile payments.
Choosing the right product to process these
transactions is vital for businesses.
“Clients want consistency and reliability from their
platform,” says Dave Wills. “They look for transactions
to be settled in a timely fashion or even ahead of
expectations and expect a resilient process with the
ability for immediate response.”
Cardnet is a joint venture between Lloyds
Banking Group and First Data, a global technology
and payments processing leader. While all major
card processing companies provide a similar core
product, Cardnet’s ability to leverage the Lloyds
Bank relationship network and utilise a broad skill
set are what sets it apart. It enables Cardnet to
combine business and technological expertise with
economies of scale and provide a service uniquely
designed for each individual customer.
This is all part of Cardnet’s belief that one size
most definitely doesn’t fit all when considering
facility providers. “We make a point of ensuring our
frontline people have experience and expertise in
this sector,” Dave adds. “We are proactive in our
relationship management and provide a relationship
manager at midmarket level.”
Midmarket companies, those with a turnover
between £50m-£250m, are a key area of focus
for Cardnet who are investing to ensure a strong
and skilled geographical coverage. “By having
people on the ground we can talk to our customers
face to face,” says Dave. “We go to our customers.
I don’t believe a centralised system works so well.”
Cardnet also successfully apply their expertise
across different business sectors. “For example
the airline and travel industries have high volumes
of e-commerce transactions with complex
requirements on card processing and we can apply
business-specific expertise,” comments Dave.

“E-commerce is our fastest-growing area.”
Cardnet’s innovative Management Information (MI)
tool provides customers with helpful data, enabling
them to reduce costs, manage more efficient
reconciliation processes and better understand the
performance of individual stores or even specific till

“Cardnet’s belief is that one size
most definitely doesn’t fit all when
considering facility providers.”
points within one store. “Accepting cards comes with
a cost, for example the fee charged by the different
credit card companies to businesses accepting their
cards,” acknowledges Dave. “Online MI helps our
customers understand their costs faster and manage
them accordingly. Also, by generating online real
time reporting between stores, our customers can
notice trends rapidly.”
Keeping up with smarter new technologies such
as mobile payments is crucial. However, Dave is
adamant that the introduction of new technology
should be carefully evaluated and not compromise
the consistency and reliability of the service.
“We don’t want to be on the crest of the wave
but rather aim to be a fast follower,” says Dave. “Our
goal is to provide a more robust product rather than
just the latest one.”
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A seamless

change
When hospitality company Whitbread put their card
processing business out to tender, the enhanced MI offered
by Lloyds TSB Cardnet – with the potential to identify cost
savings – made it clear they had found an ideal partner.
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“We have a bespoke Relationship Support team
working with Whitbread, so, for example, we are
supporting their workshops to assist their business
in reducing the charge backs and fraud.”
ANDREW TAYLOR, Relationship Manager at Cardnet

A

s a business that encompasses some of the
UK’s most familiar and successful hospitality
brands, including Premier Inn, Costa Coffee,
Beefeater and Brewers Fayre, Whitbread felt that it
would benefit from a new, innovative solution that
would transform their business by making it easier
to control day-to-day operations. They opted to
use Cardnet’s ClientLine system.
By enabling the company to run reports as
and when they choose, the system has provided
Whitbread with a simple to use, flexible and
transparent information service, matching the
business’s requirements.
“We don’t just go in with a one size fits all
offering,” Ron White, Business Development
Manager at Cardnet, explains. “We try instead
to match our offering to what a customer needs.
It’s a crucial difference.”
And that’s something that has certainly impressed
Whitbread, according to Philippa Jamieson,
Whitbread’s Senior Procurement Manager:
“It’s never an easy decision to switch suppliers
on such a business critical service, especially when
you’ve worked with a previous provider for around
15 years. But we’ve certainly no regrets and the
Cardnet team has proved very efficient in terms
of processing and responsiveness.”

Taking control of costs
Andrew Taylor, Relationship Manager at Cardnet,
explains that the management information
functionality of Cardnet is particularly important
when businesses are looking to control and manage
costs and funds. “The system we operate enables
the customer to get a clear overview
of their business and to drill down into the detail
of particular sites, outlets or branches.
“We worked with Whitbread to identify their sites
that were key-entering transactions, and by doing
so, the business has changed its card handling
services in those locations to be more efficient.”
The system implementation comes at an
important time for Whitbread, which has ambitious
plans for 2012/13 to grow its Premier Inn brand by
an additional 30 hotels and its Costa Coffee chain
by 350 stores globally.

Seamless implementation
After weeks of detailed planning, the migration
of over 3,000 physical locations to Cardnet started
in February 2011 and was completed within
three months. “Our aim was to have no impact on
Whitbread’s day-to-day business, and we achieved
that with positive feedback that the change was
‘seamless’,” said Ron White, who led the migration.
Philippa agrees: “It’s always a concern when you’re
migrating processes. Even the slightest hitch can
affect service levels and, in this case, not being able
to process card transactions would have cost sales
too. The Cardnet team worked closely with us to
understand the different demands across our brands
and then delivered an implementation strategy
quickly at no reputational cost to the business.”

“It’s never an easy decision to switch
suppliers on such a business critical
service… but the Cardnet team has
proved very efficient in terms of
processing and responsiveness.”
PHILIPPA JAMIESON, Whitbread’s Senior Procurement Manager

Risk reduction
Lloyds Bank has continued to work with the
Whitbread team, supporting new site openings
and helping to reduce credit card fraud. “We have
a bespoke Relationship Support team working
with Whitbread to respond to operational queries
and tackle fraudulent transactions,” says Andrew.
A joint venture between Lloyds Bank and First
Data, Cardnet provides card processing facilities
to businesses, irrespective of size or sector, which
have requirements to accept card payments in store,
through websites or mail order, as well as providing
essential data online.
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COMMITMENT

ETHICS

HEALTHY

I

RELATIONSHIPS

GREAT

am, at heart, a retail and commercial banker.
Retail and commercial banks should be simple,
and they should be predictable. And, as a retail and
commercial bank, we will strive at Lloyds Banking
Group to continue being simple and predictable. For
me that means being dependable, prudent, safe and
trustworthy.
We serve over half the UK’s population. We have
a financial relationship with nearly every home and
support millions of companies, large and small.
As a major UK-focused bank, we’re here to help
Britain prosper through our commitment to
the economy.
That’s why we are fully committed to passing
on the benefits of the recently announced Funding
for Lending Scheme to our customers. It’s an
example of positive action to move the industry
in the right direction.
I want the Group and the great businesses it
owns to be a source of pride for our employees.
We can only do that through regaining the public’s
trust. In the absence of trust, banks do not function
effectively, undermining the vital role they play in the
economy. I believe there are no strong economies
without healthy banks – and healthy banks require
strong economies.
But we must recast the banking model. The
example needs to come from the top, from leaders
with the highest integrity and values, who think and
act for the long-term. From the top, our focus will be
upon ensuring our staff uphold the highest ethical
standards, are well trained and that their pay is
increasingly linked to the long-term performance of
the Bank and with far less emphasis on sales targets.
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STRONG

VITAL

STANDARDS
commitment

ETHICS

focus

EXAMPLE
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INTEGRITY

INITIATIVE

FAITH

DEPENDABLE

SUPPORT
GREAT

We don’t need more banks, argues
ANTÓNIO HORTA-OSÓRIO, Group Chief
Executive, Lloyds Banking Group. We need
better banks, determined to regain public trust.

ANTÓNIO
HORTA-OSÓRIO,
Group Chief Executive,
Lloyds Banking Group

PRIDE

MERITOCRACY

LEAD

PERFORMANCE

DEEDS

FOCUS

TRUSTWORTHY
INTEGRITY

COMMITMENT

DISTINCTION

DEPENDABLE

EXAMPLE
INTEGRITY

unite

SAFE

PERFORMANCE

BENEFITS

SIMPLE

healthy
DISTINCTION

POSITIVE

DEEDS

PRUDENT

VALUES

TRUSTWORTHY

These are my values that I’ve asked our staff to
live by: an absolute focus on our customers, on
meritocracy in managing our business – and always
to lead by example.
I believe the UK does not need more banks;
it needs better banks.
We were the only bank to support the bold
proposal of the Independent Commission on
Banking to separate retail and investment banking. I
am convinced that the Bank should become a ringfenced bank and we are discussing with regulators
about making this a reality ahead of the current 2019
deadline. Ring-fencing will boost trust in the industry.
It will deliver a much greater cultural distinction.
That is part of what we must do to break with
the culture of the past. In the run up to the financial
crisis, many banks lost sight of their core values
and became complacent and inefficient – while
also losing focus on their customers.
As banks became bloated and their cost bases
soared, some institutions found themselves having
to chase revenues more aggressively. In many cases
this resulted in a focus on complex products that
their customers didn’t need or, indeed, understand.
With faith in the banking industry eroded, the
need to rebuild trust is paramount. But it will take
practical deeds, not words, over a sustained period
to rebuild that trust.

SIGNED, SEALED
and delivered
At Lloyds Bank, we recognise that ambitious businesses need funding
to take advantage of opportunities in today’s challenging climate.
Here are just a few examples of the financial support we’ve provided to customers.

£70m

£250m

£10m

£1m

$117m

£5m

£170m

£120m

FUNDING PACKAGE

£3m

£250m

FUNDING THROUGH National Loan
Guarantee Scheme for Property
Acquisition

Trade Finance Facility

Debt facilities to support the
public to private MBO of Lees
Food Group plc

Joint mandated lead arranger,
senior facilities

Trade Finance Facility

Mandated Lead Arranger for
Refinance to support ongoing
growth of the business

FUNDING PACKAGE

5.125% Secured Bonds; Due 2038;
Bookrunner and Sole Ratings
Advisor

Refinancing Facilities

Syndicated refinancing deal
and acquisitions

Notes Due 2042; Bookrunner

ACCESS TO
DISCOUNTED
FUNDING
FOR UK PLC.
Lloyds Bank Wholesale Banking & Markets
is proud to participate in the Funding for
Lending Scheme, which we’re using to unlock
significant reductions in the cost of finance at a
critical time for British firms.
But that’s only part of the story. When it comes to
choosing your lender, you need a bank that will stay
invested in your success, through good times and
bad. That’s the real key to unlocking your potential.

The funding you need is easier to reach than you think.

Visit lloydsbankwholesale.com/access
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