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PURSUING
PURPOSE &
PERMANENCE
POST COVID-19

I N T R O D U C T I O N
 
In a recent conversation with PassFort's CEO,
Donald Gillies, future payments expert, Nick
Kerigan, explored the idea of creating permanent
change and fostering innovation as a result of
financial crisis. They draw parallels with 2007/2008
and look at the unique situation faced now in the
context of the payments and banking industry.
 
Nick has spent more than 20 years in payments and
banking. He therefore experienced the 2007/2008
financial crisis in full technicolour working at one of
the world's largest banks. He was heavily involved
in helping to ensure Barclays' future, describing
here some of the valuable lessons learned along the
way.
 
Sharing his hands-on approach to innovation and
the solutions borne out of volatility, we explore the
opportunities for companies adopting digital-first
approaches in light of COVID-19 and what lasting
change can arise following a period of contraction.
 
A C K N O W L E D G E M E N T S
 
Thanks to Nick for his contribution to this process.
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T W O  S T E P S  T O  P E R M A N E N C E
 
Donald: At an organisational level, you've spent a
career driving digital transformation projects in large
institutions. How do you think about permanence in
a time like this? 
 
How much time do you think executives are
spending fighting fires and implementing digital
channels because they have to keep the business
going, versus strategic planning and thinking how
they set up now so it's an advantage in the future?
 
Nick: Talking to people in the industry, there was a
first phase when the initial crisis measures came into
effect, which produced a sudden dislocation.
Everyone had to suddenly operate their business
remotely. Now some businesses, either because they
were digital-first already or they were very large
organisations that had invested in disaster recovery
plans, were able to set that up quickly.
 
Other businesses had never done it before or not on
the same scale, so they had to react very fast. 
 
A consistent theme is that businesses are through
the first phase. They're well up and running remotely
and digitally. Some of that is in ways that will now
continue to operate post-crisis. 

The more forward-looking businesses are now in
stage two. They have realised this situation is going
to last for quite a period of time and they have to
look ahead and figure out how to evolve their
business to have digital working as their main
channel.
 
They need to ensure they have got the right people
in place to lead through that. Having the right team,
with the right sets of skills to go through a period of
rapid change is as important as having the right
technology.
 
Donald: The stage one, stage two mindset you are
articulating - stage one is very forced and
technology driven. People thinking: how do we make
the change so we continue to operate as usual?
 
Stage two is more cultural. How do we drive
behaviour across the organisation that actually
makes people want to continue to work that way? 
 
Leveraging your experience, what do you think those
skills are? How do you drive cultural alignment? Not
forcing people to adopt new practices and
technology, but making people want to use them.
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A  C U L T U R E  O P E N  T O  C H A N G E
 
Nick: It is about driving a culture of innovation,
which is something I’ve spent a lot of time trying to
do. Most recently leading innovation for Barclays'
cards and payments businesses. 
 
I'm a big fan of a book called 'Innovation for the
Fatigued' by Professor Alf Rehn. What he says is
most organisations don't lack ideas or people with
ideas. If the organisation isn't coming up with ideas,
it's not that people aren't having them, it's that they
aren't bringing them forward and there's a reason
they're not doing that.
 
It's probably because of the culture of the
organisation. For whatever reason it isn't nurturing
ideas. And people have got the message their ideas
are unwelcome.
 
The first thing I did when I took on an innovation
role was start thinking about what innovation was
going to mean to us. Then how we were going to
bring that message to our colleagues? 
 
We developed a comprehensive set of activities that
fit into an overall campaign. It started from giving
people confidence we were innovating as a business,
bringing to life some of the great cases we had and
people who brought forward ideas, and how they
were taking them to market or to our customers. 

Then we created the places for interaction, where
people could meet, bring forward ideas and we
would sponsor them through a process of initial
funding to testing as a proof of concept pilot and
then ultimately into production.
 
You have to set the right culture. You have to
communicate that as a culture. And it's a continuous
process. Then you have the mechanisms in place to
enable people to get the resources they need to
develop ideas and prove them out and into
production.
 
Donald: Do you have practical advice on ensuring
people have access to the resources they need, so
you're not pulled in a hundred different directions?
 
Nick: The thing about innovation is you have to
know what's right for you; have a clear purpose. 
 
I'm a big fan of companies having purpose and a
strategy that fits its purpose. There's a lot of stuff
written about purpose-driven leadership, but
basically it means knowing your place in the world;
what you're trying to solve. If you know that you can
have a strategy. And the strategy is then about
making choices and decisions about the things
you're going to focus on and invest in to achieve
that purpose. Innovation should do 3 things:
accelerates achievement of the strategy; take
advantage of market opportunities and future-proof
your business.
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L O O K I N G  B A C K  T O  L O O K
F O R W A R D
 
Donald Gillies: Let's discussed your experience of
the previous financial crisis - everyone's comparing
COVID-19 to that point in time. 
 
What were some of the innovations you saw
happening across that period that have proved to be
lasting changes? Is there anything positive that came
out of the 2007/2008 financial crisis from an
innovation perspective?
 
Do you think there are going to be similarly positive
changes beyond the end of lockdown and what are
your thoughts on the future of lasting change off the
back of COVID-19?
 
Nick Kerigan: The financial crisis was a bruising
experience. I was basically involved at the time in
efforts to save the bank. But one positive thing that
crisis does is force you to focus on what really
matters as a business. 
 
Post financial crisis what Barclays did was look
through the whole portfolio of businesses to figure
out which were genuinely serving the customer and
which activities were more peripheral. Then the
whole bank was restructured as a result.
 
 

I was involved in a new strategy developed after the
crisis, which was about refocusing on customers.
That gave a renewed energy to the retail part of
Barlcays. 
 
We thought about the role of finance in peoples’
lives. For example, as a customer you want to buy a
house, you don't just want to get a mortgage.
Actually pushing that thinking refocused the bank on
customers and that has been sustained through the
period afterwards from an innovation perspective. 
 
If you take a longer-term view, the rise of FinTech
was really due to the crisis or it was an outcome of
the crisis. Many people said there are better ways of
doing things. They went off and set up new
businesses that solved issues in the financial system.
 
So seeing FinTech rise out of the aftermath of the
crisis and that 10 year journey is actually pretty
inspiring. 
 
For this crisis I think we will see a similar effect, but
manifested in different ways. There will be new
digital businesses that arise as a result of the crisis
focused on solving the biggest problems of society.
Highest to mind being climate change. A crisis can
produce a big redirection of resources to focus on
the 'right things', the things that matter. 
 
I’m looking to see that come from this situation.
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THE FUTURE IS
DIGITAL
PAYMENTS

B E S T  P R A C T I C E  S E R I E S
 
This report was created from a transcript of a
discussion between Nick Kerigan, Future Payments
expert, and PassFort's CEO, Donald Gillies. It is the
second in a series on best practice reports on a
theme of digital transformation. 
 
If you would like to receive future reports and
other content from PassFort, our partners and
industry experts, please email info@passfort.com
 
A B O U T  P A S S F O R T
PassFort offers a single SaaS solution for full
customer lifecycle management. 
 
KYC, KYB, AML and other compliance processes
are automated through PassFort around a central
risk-engine. All data providers needed to complete
customer due diligence are integrated with the
platform. Smart policies digitise the workflow of
checks needed for customer onboarding, off-
boarding and ongoing risk monitoring. Teams from
Compliance, Onboarding, KYC and Operations can
collaborate in the Portal to communicate with
customers, progress applications and monitor risk.  
 
Headquartered in London, PassFort serves financial
institutions of all types and sizes, processing more
than 150,000 compliance journeys each month. 
 
www.passfort.com | info@passfort.com
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