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Summary

Our aim at Barclays UK is to help people move 
forward. We do this by creating meaningful 
relationships with our customers, offering 
them relevant products and services, and 
by using our leading data and analytic 
capabilities to ensure suitability and delivery 
of excellent customer experience. 
During 2018, Barclays UK will become the 
ring-fenced bank for the UK, continuing to 
provide transactional, lending and investment 
products and services to over 24 million 
Personal, Wealth and Business Banking 
customers and clients, via a separate legal entity.

Market and environment in which the division operates
2016 was a year in which a number of significant events took place, such 
as the UK’s vote to leave the EU and the presidential election in the US – 
both of which impacted our customers and our operating environment.

In addition, the UK retail banking environment is increasingly competitive 
and dynamic, and is experiencing significant regulatory and technological 
change. The speed of change and innovation is expected to continue 
to accelerate with the introduction of new data regulations, such as the 
Open Banking Standards. Unfortunately, we are also seeing significant 
growth in sophisticated cyber-fraud.

Customer expectations are also increasing. Our customers want prompt 
responses to their banking requirements. They want their transactions 
to be accurate and efficient, yet still have that personalised support 
during key moments in their lives.

Barclays UK has a tremendous opportunity to grow our business and 
generate sustainable returns by building meaningful relationships with 
the 24 million customers we currently do business with. By innovating 
and harnessing technology we are able to provide simple and relevant 
solutions for our customers and clients, build sustainable revenue flows, 
structurally remove cost and achieve prudent, balanced growth within 
our risk appetite.

We achieve this through:

■■ leveraging our data capabilities to identify when our customers need 
solutions e.g. SmartBusiness, our first big data product providing 
SMEs with key information, metrics and insights to help them grow 
their business

■■ enhancing functionality on mobile and internet banking to enable 
customers to undertake all their routine transactional banking quickly 
and easily. Over 9.5 million of our customers are digitally active

■■ building the Direct Bank. We have built capabilities, such as voice 
recognition and video banking, which allow us to interact with our 
customers 24/7, increase capacity, and have more meaningful 
interactions with our customers

■■ tailoring services, such as pre-selecting existing banking customers 
for a Barclaycard, providing instant digital fulfilment and personalised 
experience through Barclays Mobile Banking

■■ providing fully-integrated banking and investments with new, 
sophisticated digital platforms with a range of helpful tools, planners 
and information to help customers make informed decisions and take 
control of their investments

■■ giving customers and clients market data they need to make 
personalised choices across business, property, education or 
investment – by using our annual Barclays UK Prosperity Map 
or through our Unlock Britain campaign

■■ keeping our customers and clients safe with increased focus and 
investment in tackling cyber-fraud.

We are also leading the digital revolution with our colleagues, working 
hand in hand with our communities, and helping our customers feel 
comfortable in the digital environment by introducing them to our 
Digital Eagles and our Digital Wings initiatives.

Barclays UK provides diversification to the Group with our balance of 
products and services in the UK banking sector. This diversification helps 
protect revenue flows in the changing environment, and allows us to 
remain close to our customers for all their banking needs.

Risks to the operating model
We monitor the market environment closely – in particular the effect of 
low interest rates, the expected growth in credit and unsecured lending, 
and adjust our financial and economic assumptions in a considered 
manner. As a large UK retail bank, we are cognisant of the credit risk 
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Customers  
and Clients
■■ Individuals
■■ SMEs

Products  
and services
■■ Personal banking services
■■ Credit cards and 

transactional lending
■■ Investment products  

and services
■■ Business banking solutions

Value  
creation
■■ To our customers & clients – 

Building meaningful 
relationships to provide 
relevant financial solutions

■■ To society – Helping 
communities move forward

■■ To Barclays – Ring-fenced 
UK-focused bank with 
sustainable revenues and 
prudent balance growth 

Contribution  
to Group
■■ £7.5bn Income
■■ £1.7bn Profit before tax
■■ 9.6% RoTE
■■ 65% Cost: Income ratio
■■ £67.5bn Risk Weighted 

Assets

faced through our lending. Our conservative risk profile for lending 
through products such as mortgages and credit cards, is continually 
monitored to ensure our exposure is aligned to our risk appetite.

Barclays UK is the largest contributor to margin-led income for the Group.  
Our focus on pricing discipline, reflected in our stable net interest margin in 
recent years, and our structural hedge programme – investing in interest 
rate swaps to provide a smoothing effect on interest rate step changes 
– have both provided protection against adverse changes in the interest 
rate environment in 2016, and will continue to do so going forward, albeit 
the beneficial impact of the structural hedge will decline over time.

We are committed to ensuring continued growth of the UK business, 
and are developing our product offering and services to suit customers’ 
needs, in their local environments. We understand the challenges posed 
by significant technological change and know it is essential that we stay 
relevant and provide up-to-date solutions for our customers. The pace of 
development also means a changing set of risks; from data integrity to 
continuity of service. We ensure our contingency systems are pressure-
tested to ensure there is no disruption to customer service. Cyber-risk 
is a continuing concern, and we have invested heavily in cyber-crime 
prevention, working very closely with the UK government and other 
providers to create a secure digital environment.

We want to ensure we can put past conduct issues behind us, and 
have continued to de-risk and simplify our product portfolio.

You can read more about changes in regulation, and risks to the 
business in the Risk section and the Supervisory and Regulation 
sections in the Annual Report.

Business highlights
One of our highlights of 2016 has been the creation of Barclays UK 
and an even greater focus on transforming how we interact with our 
customers and use data to identify opportunities to meet their needs.

In 2016, Barclays UK RoTE excluding notable items was 19.3% 
(2015: 21.1%), as profit before tax decreased 5% to £2,587m driven by 
an increase in credit impairment charges, partially offset by a reduction 
in total operating expenses. Including notable items, reflecting provisions 
for UK customer redress, RoTE was 9.6% (2015: (0.3%)). We have seen 
strong deposit growth, a stable net interest margin and prudent growth 
in loans and advances, focused on remortgage and lower loan-to-value 
segments, and unsecured loans to existing customers.

We now have 5.7 million registered users on Barclays Mobile Banking. 
On average, customers come into our mobile app 31 times a month, 
an indication of deep engagement.

This year, we launched automated valuations for home purchases, 
shaving four to five days off processing time and transforming both the 
colleague and customer experience. We’ve also introduced Mortgage 
Agreement in Principle in 338 branches, allowing a customer to obtain a 
mortgage decision in less than 15 minutes. We are also offering bespoke 
mortgage products for Premier customers. Overall, our mortgage 
business is seeing significant sustainable growth.

We have focused on automating the end-to-end customer journey 
across all parts of our business, which is resulting in improved customer 
experience, reduced costs and a double-digit drop in customer 
complaints. We have made it easier for business clients to open 
accounts and borrow money from us with digital on-boarding, the 
Solicitor Portal – a dedicated portal for managing the end-to-end 
business lending journey – and pre-approved limits. Business Instant 
Lending has reduced cycle times for customers requesting unsecured 
loans of less than £25,000, from five days to a matter of minutes.

We have also launched an exciting new product for SMEs. 
SmartBusiness is a data analytics tool that allows a business to know 
its monthly sales, annual debit card transactions, year-on-year sales, 
or average transaction values in a simple snapshot, using all of our debit 
card and credit card data for that business. We believe providing these 
analytics to small businesses will help move their business forward.

We are delivering on significant opportunities in UK Cards, both by 
providing credit cards to existing current account customers, leveraging 
what we have learnt in digital delivery of consumer lending, and by 
extending programmes like SmartSpend and Features Store to all UK 
Cards customers.

Pingit, our app where you can undertake a transaction whether or not you 
are a Barclays customer, now has 3.2 million registered users. Its companion 
app is our reference tool, Cloudit, which allows all correspondence with the 
bank to be stored on a customer’s personal cloud.

We are the only bank in Europe to have launched video banking, rolling 
it out at scale, and encrypting the process. And we’re the first bank 
in the UK to introduce contactless cash – a completely new way for 
our customers to withdraw cash, using contactless technology. 

We have made significant changes to our business in 2016, and I am 
confident that in 2017 we will continue on our path of innovation and growth.

Ashok Vaswani
CEO, Barclays UK

Barclays UK operational model

Strategic report
C

orporate governance
Risk review

Financial review
Financial statem

ents
Shareholder inform

ation



28 • Barclays PLC Annual Report 2016 home.barclays/annualreport

Personal Banking
Summary

Personal Banking provides simple and 
transparent banking products to around 
16 million customers, helping them to 
anticipate and fulfil their financial needs.  
This can range from opening a first bank 
account as a young person to managing 
finances in retirement, or from everyday 
insurance to buying a home. 
A core element of our Personal Banking 
business is to use technology to automate 
transactions, enabling us to interact with 
customers about what is important to them, 
when and how they want.

The scale and reach of Personal Banking offers a unique opportunity to 
help people move forward, with confidence, in an increasingly dynamic 
and changing financial environment.

We are continuing to transform our customer experience, by building 
innovative technology to make banking easier. This more efficient 
technology also allows our colleagues more time to spend with 
customers, all of which positions us well for the future.

Our focus is, therefore, on delivering an outstanding experience for our 
customers, our colleagues and the communities in which we operate. 
We believe in building relationships that show we understand individual 
and collective circumstances to such a degree that we can provide a 
solution that is both relevant and meaningful. We offer choice and 
flexibility in how to meet the different needs of our diverse customer 
base and we are proud to be the first UK bank to launch voice security 
and secure video banking.

Discovering the value of connecting customers with other people 
within their communities has proved to be a great success. Our 
branches are providing spaces for Incubators and Barclays Accelerator 
projects, for Digital Eagle sessions and also Eagle Labs – not only 
educating customers on new and different technologies, but providing 
them with space to meet, collaborate, network and build on ideas.

Our innovative technology is industry leading and we are award-winners 
for our work on intuitive products and ways of banking that suit 
customer needs. Launching such a broad combination of products, 
services and convenient ways to conduct everyday banking has meant, 
however, that we continue to see counter transactions decline. 
Nevertheless, we have evolved our physical estate and invested in areas 
such as Newcastle, with our new city centre branch, and also redesigned 
our Fenchurch Street and Hanover Square branches in London, to better 
suit the banking needs of the communities there. Our highly-automated 
consumer lending business to existing customers is growing fast, 
making Barclays the biggest digital unsecured personal lender in the UK.

Significant improvements have been made to the customer experience, 
by looking at the end-to-end experience from our customers’ viewpoint. 
This is an ongoing programme, but has already resulted in a double-digit 
drop in customer complaints, as well as helping to lower costs and 
improve control.

Rewarding customers’ loyalty has been a focus for 2016. Blue Rewards, 
including cashback, Premier Exclusives and the launch of welcome gifts 
for first-time homebuyers, are good examples of this. We wanted to 
create moments that stand out for our customers, and to make their 
lives easier by simplifying our processes. This supports our ambition 
to build better relationships with our customers at all levels.

 We are continuing to transform our 
customer experience by building innovative 
technology to make banking easier.  

We have improved the support we offer the communities we serve, 
making it easier for students and young professionals to open an 
account. In addition, we are continuing our support to military 
personnel to improve their access to banking.

We are creating an environment for our colleagues that inspires them to 
be passionate and empathetic and that makes them feel empowered to 
find solutions for our customers – in turn, helping our customers move 
forward and achieve their financial ambitions.
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What’s an Eagle Lab?
Our Eagle Labs form part our Digital Eagles initiative, opening up 
under-used space in our branches and offices. The aim is to boost 
the UK’s innovation, digital and ‘maker’ skills by offering support and 
training on new technologies and techniques. We have opened nine 
Labs so far, including Cambridge, Bournemouth and Brighton. 
As well as businesses, our Labs are open to their communities. 
They are developing manufacturing skills to inspire future innovators, 
and giving the UK’s digital skills a much needed boost. Our Brighton 
Lab helped transform the life of Rilee, aged three, who was born 
with only one hand and forearm. Rilee was too young to receive 
a prosthetic hand from the NHS. Over several months, Our Lab 
technician Jon Paterson, designed and 3D-printed a prosthetic hand 
and arm for Rilee. By using open source innovation and the latest 
manufacturing methods, our Eagle Lab has helped Rilee in a way 
that is immeasurable.

 For further information, see  
labs.uk.barclays



5412
 402

0 86
18 2

857

5412 7512 3412 3456

home.barclays/annualreport Barclays PLC Annual Report 2016 • 29

Barclaycard Consumer UK
Summary

Barclaycard Consumer UK is a leading 
credit card provider in the UK. 
We are a responsible lender and help 
consumers fund purchases by providing 
credit based on their credit history, ability to 
afford credit and our risk appetite. We enable 
consumers to pay in the way that suits them 
– by card, online, mobile or using a wearable 
device, including Barclaycard Contactless 
Mobile and Apple Pay. 
We are customer focused and invest in 
people, processes and future technologies 
in order to continue to play a leading role in 
the industry and help our customers move 
forward every day.

In 2016, Barclaycard celebrated its 50th anniversary, having launched the 
first credit card in the UK in 1966. We have been responsible for many firsts 
– from company credit cards through Chip & PIN to contactless, mobile 
payments and most recently our range of wearable payment options. 
As Barclays is the only major UK card issuer and payment acceptance 
provider, we are in a unique position to shape the payments landscape, 
make businesses more successful and give people greater control 
over their money. 

In UK Cards, we offer three core credit card products. Our Barclaycard 
Initial credit card is aimed at customers who are looking for a first credit 
card, or have a limited credit history, and helps them to build a credit 
profile. Our Barclaycard Platinum card offers promotional savings on 
balance transfers and purchases for borrowers with good credit history. 
Alternatively, shoppers can earn reward points everywhere they shop 
with our Barclaycard Freedom Rewards credit card. All our products are 
underpinned by terms and conditions that have received the Plain 
English Crystal Mark. 

Every Barclaycard comes with additional features and benefits, including 
ways to manage accounts online and on the go with the Barclaycard 
App. We offer free Experian Credit Scores and a range of entertainment 
benefits. We also give support to consumers by providing guides on how 
to protect themselves from fraud, how they can protect their purchases 
and what to do if they have money worries. 

We’re continuously looking for ways to improve the customer experience 
we deliver. We track our Transactional Net Promoter Score (TNPS) after 
customer interactions and use social media as a way to get feedback 
from our customers and improve our processes. Since UK Cards was 
brought under the Barclays UK structure in March, we have been looking 
for ways to enhance the services we provide to our joint customers. For 
example, Barclays customers can now apply for a Barclaycard through 
the Barclays Mobile Banking app, with guaranteed pre-approvals for 
eligible customers. 

The unsecured lending and consumer payments markets continue 
to experience considerable change, driven by new entrants, new 
technologies, changing consumer expectations and behaviour. We are 
continuing to invest in new technology and to develop pioneering new 
products and services for our consumers, for example we launched 
proprietary contactless Android capability through our app, six months 
ahead of our nearest competitor. 

We are pleased to have won a number of awards, acknowledging the 
market-leading products and services we offer our consumers. We won 
Best Overall Credit Card Provider at the Money Pages Personal Finance 
Awards 2016/17. In addition, we have won awards for our support for 
vulnerable customers and our use of social media. 

Money Worries hub 
Many people hide from debt problems because they are 
embarrassed, and can find it difficult to ask their bank for help.  
We have created the Money Worries hub, in partnership with 
StepChange Debt Charity, to encourage customers to come forward 
and ask for support by showing that we understand their situation 
and are here to help. The Money Worries hub is designed to help 
customers understand how UK Cards has helped people who 
have been in similar situations and how they can help someone 
they care about.

For further information, see  
barclaycard.co.uk/personal/customer/money-worries
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Wealth Overview
In our Wealth business, our bankers provide overall advice to our clients 
and co-ordinate access to specialists within Wealth and the wider 
Barclays UK division. Clients benefit from our expertise in personal 
banking, credit cards, business banking and digital innovation.

A sharp focus on our fundamental business drivers in Wealth, 
throughout 2016, has resulted in strong underlying asset growth, 
generating both sustainable income growth and an improvement 
in our Cost: Income ratio.

We have continued to enhance our Wealth client experience in 2016, 
most notably with the launch of the Barclays Mobile Banking for 
Wealth app, which introduced innovative features, such as historical 
performance analysis, benchmark comparison functionality and asset 
class drilldowns.

We have reduced our risk by refocusing our Wealth business on our core 
markets in the UK. The overall wealth market remains stable and we 
anticipate that it will remain competitive. We feel the business is 
relatively insulated from the effects of FinTech on traditional financial 
services, as our clients have a preference for personal service and human 
interaction.

Business Banking Overview
We provide coverage for clients across the UK at every stage of their 
business cycle in every industry, delivering distribution models which 
match clients’ needs and sophistication. We serve our clients through 
a relationship-based and digitally-driven model, combining an on-the-
ground and direct relationship model with unique digital solutions. 
A number of innovations were launched in 2016, including instant 
lending online, and on mobile, plus on-demand cash pick-up. 
We are the only UK bank to offer these services.

In 2016, we launched new tools for our Business Banking colleagues 
bringing relevant, up-to-date industry information together in one place, 
enhancing our service to clients through deeper insights and understanding.

The Industry Knowledge Hub, for example, brings together 150 
client-shareable industry snapshots, external industry news, industry 
marketing and thought leadership into one easily-accessible place for 
colleagues. We are looking to continue enhancements to the platform 
in 2017, including the ability for colleagues to personalise their industry 
reports and bookmark their most used reports.

 We ensure a strong focus on conduct  
and customer outcomes through creating  
a secure and controlled environment and 
have mobilised comprehensive and 
experienced teams to monitor, anticipate  
and resolve issues.  

Wealth, Entrepreneurs and 
Business Banking
Summary

Barclays’ wealth offering delivers a truly 
holistic wealth management service that 
includes domestic private banking, wealth 
planning, trust and fiduciary services, 
investment management and brokerage.
Business Banking supports over one million 
clients, across the UK, run and grow their 
business, from start-ups to mid-sized 
businesses. Our model is relationship-based 
and digitally-driven. 
We aim to allow clients to access the products 
they need, in the way they want – online, 
mobile or by working with a Relationship 
Manager. We put our clients at the heart of  
our business, delivering the service they need, 
in the way they choose.
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Voice Security
Voice Security is a new and innovative way for our customers 
across Barclays UK to identify themselves via telephone banking 
as they no longer need to remember passwords, passcodes or 
transactional information. The service launched in August 2016 
and is so far available to over 750,000 Personal customers. 
Customer feedback has been extremely positive; ‘it’s so easy 
and more natural’, ‘it’s great for me because I can never 
remember my banking passcode’, ‘that was so quick’.

 For further information, see  
barclays.co.uk/voice-securityThe launch of our market-leading ‘Direct regionally focused Relationship 

managers’ for small businesses provides a firm platform for growth and, 
in 2016, we transitioned 830,000 clients into the new model. We will use 
the Direct team to help businesses grow, through our personal contact 
at key moments.

An area of focus for us in 2016 has been a programme of education on 
cyber-fraud, for both clients and colleagues. We have provided all 
colleagues with training to equip them to discuss the main cyber-threats 
with their clients. We have also provided clients with in-depth sessions 
via face-to-face events and webinars. Many of these have been run in 
partnership with local Chambers of Commerce, councils and various 
business partners, allowing us to support our clients alongside their 
supply chains and communities.
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