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About this report
• Spending on payments technology has increased year-on-year as businesses expect to be 

able to process and receive payments quickly, securely and safely. Payment providers and 
financial institutions are innovating to meet their needs.

• In 2023, real-time payments, digital currencies and open banking will continue to pick up 
steam. These technological advancements create further opportunities for businesses and 
issuers alike to meet customer expectations.

• The aim of this report is to educate payments providers, on how they can use earned, 
owned and shared media to capitalise on this growth.

• To do so, we take a deep-dive into the industry looking at how the fastest growing brands 
are using these mediums to accelerate their growth.
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Meet Paul, a typical CIO in the UK



Who influences Paul?



What does Paul read?



Meet Richard, a typical CTO in the UK



Who influences Richard?



What does Richard read?



What are UK journalists interested in? 

From speaking to a selection of the journalists that write for the 
publications Paul and Richard are reading, the below is a sample 
of what UK journalists are currently looking for:

• Case studies – referenceable names are desired! 

• Evidence and data – third party data, company data etc. 

• Prospect-centric news stories – stories that readers look at and 
think “this is me; this could be me or I wish this were me!”



Which brands are performing well across Earned Media? 

The below table is a snapshot of how the top payments solution providers are performing across UK earned-
media environments. The analysis takes into account the publications that Paul and Richard are reading.

OpenPayd Banking Circle Modulr Nium Railsr

Volume of coverage 2nd 4th 5th 2nd 1st

Variety of coverage 2nd 4th 5th 3rd 1st

Distribution of coverage 2nd 4th 4th 3rd 1st

Range of exposure 2nd 4th 5th 3rd 1st

Overall rank 2nd 4th 5th 3rd 1st



SEO– which brands are getting the most organic traffic? 

In terms of organic traffic for the UK, the 
percentage of traffic share directly correlated 
to the number of organic keywords. An 
example of the top keywords that are 
untapped and being searched for by your 
prospects currently are:

• Cross-border payments solutions 

• International CHAPS payments 

• BACS payments UK 

• World remit 

Traffic 
share



LinkedIn: Creating a prospect database

LinkedIn has over 740 million users. It is the largest single database of B2B professionals and is therefore a great way to 
connect and engage with your prospects. Used correctly, LinkedIn can act as a shop window for your business. The below 
table outlines how well the leading payments solutions brands are using LinkedIn.

OpenPayd Banking Circle Modulr Nium Railsr

Followers 19,862 23,483 6,835 167,032 27,535

Post frequency Averaging at 5 posts per 
week

Averaging around 3 posts 
per week

Averaging at once a week Averaging around 5-6 posts per 
week

Havent posted in the last 4 
months. Prior to that, around 
twice a month

Engagement Averaging around 35 likes 
per post. Highs of 96, lows of 
13

Averaging around 40 likes 
per post. Highs of 240, lows 
of 6

Averaging around  80 likes 
per post. Highs of 176, lows 
of 18.

Averaging around 50 likes per 
post. Highs of 142, lows of 12.

Averaging around 60 likes per 
post. Highs of 255, lows of 16.

Content Mixture of employee news, 
funny content relating to the 
industry, eBooks, insight 
posts, polls, events and 
earned media

Mixture of webinars, CEO 
profiling, blogs, events, 
earned media , videos and 
whitepapers.

Mixture of blogs, how to 
guides, earned media, videos 
and webinars

Mixture of videos, whitepapers, 
employee quotes, blogs, job 
vacancies, earned media, events 
and reports.

Mixture of employee 
announcements, company 
news, earned media, product 
announcements, hiring posts. 

Overall rank 3rd 2nd 4th 1st 5th



Using LinkedIn to engage with your prospects

In order to make the most of LinkedIn and engage with your prospects, these are the 
recommendations we would make: 

• Make the content-prospect centric. Focus on the issues keeping your buyers up at night 
and demonstrate how you can help. 

• Use case studies. Each of the leading brands received high engagement on their case 
study videos. 

• Use multimedia formats: video content, interactive reports and slideshows. 

• Invite prospects to interact with your content by asking questions and using polls. 
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