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Figure 12 shows polarisation between those 
who receive the vast bulk of payments or 
donations digitally, and others that receive 
the majority of funds via physical means. 
This suggests that once a fi rm gets a taste 
of the benefi ts – especially increased speed 
of receiving payments and donations and 
greater customer/donor convenience

 – it will often move quickly to migrate all 
its incoming payments (or where possible, 
donations) online. Those most in favour of 
receiving payments and donations online 
include SMEs and charities less than two 
years old and businesses in construction 
and manufacturing.

As a fi nal observation, we should reiterate that Clubs, Charities and Societies still appear to 
remain far less likely to take donations digitally – almost half (47%) take between 0 and 20%
of their donations online (see Fig 13).

FIgUre 12

Proportion of payments or donations received online (where SME or charity allows payment 
via a digital channel).

FIgUre 13

Proportion of donations received online (where charity allows donation via a digital channel).
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29%
of SMEs and charities take 

between 0 and 20% of their 
payments/donations online.

47%
of charities take between 0 and 20% 

of their donations online.

ONLINe TrANSACTIONS 
Those most in favour of receiving payments and 
donations online include SMEs and charities less than 
two years old and businesses in construction 
and manufacturing.
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Table A8 in the appendix shows in more detail how digital maturity falls within the different 
UK regions and in particular how many of each of the 7 segments are included in each region. 

Higher maturity Medium maturity Low maturity

108South-East

South-West

London

East England

West Midlands

East Midlands

Wales

North-East

Population : 100

North-West

Yorkshire & Humberside

Scotland

Northern Ireland

107

106

103

103

99

97

96

91

90

77

86

Our analysis reveals striking differences 
between industries in terms of their digital 
maturity, with sectors such as administration 
and support services, education, and arts 
and recreation emerging as leaders

(see Figure 14). In contrast, charities are the 
least digitally mature type of business. More 
detail about how digital maturity is split by 
industry sector can be seen in Table A7 in 
the appendix.

ALMOST 60% 
OF CHArITIeS
have "low maturity." Charities 
emerge as the least digitally 
mature type of business.

LOCATION
is much less of a factor than 
industry sector in determining 
maturity.

1 eMPLOYee 
SMEs and charities with only 1 
employee are significantly less 
digitally mature than their 
larger counterparts.

CLeArer PATTerN
on age with longer established 
SMEs and charities tending to be 
less mature.

Digital demographics: variations 
by industry, region, size and age

FIgUre 14

Digital maturity index scores for SMEs and charities, split by industry segment.

FIgUre 15

Digital maturity index scores for SMEs and charities, split by region.

129Administrative and support service activities

Education

Arts & recreation

Finance & insurance products

Accommodation & food service

Transportation and storage

Information & communication

Wholesale, retail, repair

Construction

Real estate

Manufacturing

Health & social work

Agriculture, forestry, fishing

Others

Charities

124

121

109

108

107

106

104

104

104

93

89

93

78

59

Population : 100

Location is much less of a 
factor than industry sector 
in determining maturity.
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One possible interpretation is that 
younger organisations are more likely to 
be outsourcing their technology, and may 
find it easier to update infrastructure than 
those who have adopted in-house solutions. 
Conversely, their older counterparts 
are perhaps more likely to have more 
legacy systems and complex networks, 
making updating technology more costly 
and challenging.

There may also be an argument to say that 
older SMEs and charities are less mature 
because management teams have not 
needed to engage with the digital 
revolution happening around them. 
But for newer SMEs and charities, digital is 
almost a hygiene factor, and reflects the 
social context in which modern founders 
operate, at least at a basic level (e.g. social 
media being an accepted/expected 
method of communicating).

Organisations with only one employee are by far the least digitally mature. This is particularly 
important when you consider this group makes up around 75% of the SMEs in the UK1. If this 
group could be improved, it would dramatically affect the level of digital maturity for the UK  
as a whole. In Figure 17, analysis by the age of organisations reveals that longer-established 
SMEs and charities tend to be less mature.

1.   Source, Department of Innovation 
& skills (BIS) - 2013

2.  The percentage size of organisations, 
according to number of employees, only 
pertains to SMEs, not charities, clubs or 
societies as this data is not available.

FIgUre 16

Digital maturity index scores for SMEs and charities, split by number of employees2.

100 - 249

116

50 - 99

114

0.4%

10 - 49

106

3%

6 - 9

108

4%

2 - 5

103

17.4%

1

89

75%

FIgUre 17

Digital maturity index scores for SMEs and charities, split by age.

1 - 2  
years

113

3 - 4  
years

107

5 - 9  
years

10 years 
or more

93

Less than 
one year

109

0.2%

NOTE: The % represent the percentage of those organisations in the UK as a whole, e.g. SMEs with only 1 employee make up 

ArOUND 

75%
of SMEs in the UK have only 

one employee and are by far 
the least digitally mature.

COMMON PrACTICe 

For newer SMEs and charities, 
digital is almost a hygiene factor, 
and reflects the social context in 
which modern founders operate.

109
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Our study confirms that those with high 
digital maturity are more likely to have 
strong growth aspirations and to believe 
that digital technology is important to 
their future success. 

If this view was shared by more SMEs, it 
would help unlock the potential £18.8 billion 
in incremental revenue, predicted by Booz  
& Co (November 2012) by harnessing  
digital technology.

Some 80% of SMEs and charities in 
the most digitally mature segments 
believe that digital plays an important role 
in helping achieve their strategic objectives 
– with 64% citing growth as an important 
part of their strategy.

Digitally mature SMEs and charities also 
rate their own performance against 
expectations more highly. Almost two-thirds 
– 64% – of the digitally mature segments 
rate themselves as “above” or “significantly 
above” performance expectations, against 
59% of those surveyed overall. And while 
68% declare themselves “confident” or 
“very confident” in their future prospects, 
this proportion rises to 76% among digitally 
mature respondents.

Interestingly, digital maturity also correlates 
with higher confidence in the UK economy, 
pointing to a ‘halo effect’ from digital 
capabilities. Some 41% of the most digitally 
mature SMEs and charities rate themselves 
as “confident” or “very confident” on the 
prospects for the UK economy, against 
34% overall.

POSITIve COrreLATION
between the most digitally mature 
SMEs and charities and those who 
have more confidence in their own 
enterprise and the UK economy as 
a whole.

80% OF SMes 
AND CHArITIeS
in the most digitally mature 
segments believe that digital plays 
an important role in helping achieve 
their strategic objectives.

ALMOST 2/3
64% of the digitally mature 
segments rate themselves as 
“above” or “significantly above” 
performance expectations.

The link to success

41%
of the most digitally mature SMEs 
and charities rate themselves as 

"confident" or "very confident" on 
the prospects for the UK economy.
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NORTH-EAST ENGLAND

32%
of SMEs and charities in the 
North-East don't have basic 

online skills.

of North-East SMEs and charities rate 
themselves as “skilled” or “very skilled” 

in digital (UK average of 44%)

50%
rate digital as “important” or 

“very important” to their strategies, 
against a UK average of 55%

59%
are considering increasing their 

level of overall digital investment 
(UK average of 20%)

23%

We have provided a focus on the North-East 
of England because this supports the recent 
Go ON UK regional rollout in that region. Our 
survey sample includes SMEs and charities 
based in the North-East. As a group, they 
have a stronger focus on manufacturing, 
construction and charities than the UK-
wide average, and nearly two-thirds have 
been trading for more than 10 years. While 
this profile might be expected to give the 
region a low digital maturity score, in fact it 
comes out with 96, only slightly below the 
benchmark of 100.

This performance reflects the fact  
that North-East SMEs and charities are 
generally more positive about digital 
opportunities and investment, and more 
confident in their skills and access to 
technology. So there is an opportunity to 
capitalise on this positive attitude to drive 
higher maturity in the region.

A deeper analysis reveals a stronger focus 
among North-East SMEs and charities on 
the digital benefits of back-office efficiency 
and better customer service experience 
– advantages highlighted by twice the 
proportion in the North-East compared to 
UK-wide. However, asked why they do not 
have a website or use social media, North-
East SMEs and charities are twice as likely to 
mention cost and security issues, and almost 
three times as likely to cite a lack of skills. 

Also, while they are slightly below average  
on having company websites and using 
social media, North-East SMEs and charities 
are 50% more likely to be registered with  
online directories.

This may be further evidence of a skills 
challenge, since it suggests SMEs and 
charities would rather use a third-party index 
service than apply digital tools themselves 
to market their products and services. 
Our findings include:

A comparison by industry segment (see Figure 18) underlines how SMEs and charities in the 
North-East are punching above their sector weight in digital maturity. Several North-East 
segments score well ahead of their UK-wide average, reinforcing the opportunity to build 
on the momentum already achieved.

FIgUre 18

Digital maturity index scores in the North-East and UK-wide, split by industry segment.

129
142

Administrative and support services

124
123

Education

121Arts and recreation

106
66

Information & communications

109
176

Financial services

107
46

Logistics

104
88

Real estate

93Agriculture, forestry & fishing

78
150

Others

59
59

Charities

104
138

Wholesale, retail, repair

104
80

Construction

108
76

Hospitality

93
99

Manufacturing

89
169

Health & social work

Population North-East

SeverAL SegMeNTS 

Several North-East segments 
score well ahead of their 

UK-wide average.
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It’s clear that the 
main barriers to digital 
adoption are around 
attitude.

Our research shows that digital 
technologies, tools and skills are being 
exploited by both small businesses and 
charities, but that nearly all SMes and 
charities could be doing more to realise 
the full potential benefits. While basic 
digital capabilities are widespread, there 
is a sharp drop-off when it comes to 
exploiting the more advanced digital tools 
available for use on companies’ websites.

There is little evidence that connectivity 
is holding back progress, and few SMEs 
and charities cite a lack of skills or funds as 
a reason not to do more online. The problem 
seems to be a lack of belief that digital is 
relevant, that more can be done, or that 
being more digital drives greater success.

As policymakers seek to increase the 
digital maturity of small businesses and 
charities in the UK, they must address 
these specific challenges.

CONCLUSION

Any efforts to drive 
home the value of digital 
need to focus more on 
hearts and minds.

NexT STePS : 
CreATINg A PrOgrAMMe TO FOSTer DIgITAL MATUrITY
In light of our findings, we believe that four key ‘calls to action’ arise from this report:

01
exPLAININg THe BeNeFITS

The benefits of digital must be articulated 
more clearly: how can those organisations 
who feel digital is ‘irrelevant’ be persuaded 
to look again at the changing needs of their 
customers, donors and clients?

02
AvOIDINg COMPLACeNCY

SMEs and charities must be helped to move 
beyond digital basics: how can those who 
say they have ‘done it all’ be convinced that 
there is always something more they can 
do, and that maturity is an ongoing journey 
rather than a single step?

03
PrOvIDINg MOre SUPPOrT

More support must be provided for the 
“Disconnected”: how can the 11% of SMEs 
and charities that are currently not using 
online channels at all be stimulated to  
start doing so?

04
eNCOUrAgINg INNOvATION

The most innovative SMEs and charities 
must be supported in pushing back the digital 
boundaries: how can the “Innovators” be 
encouraged to keep innovating, and share 
what they have learned from being digitally 
mature enterprises in a way that will benefit all?
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In our view, each of these challenges can 
only be tackled through a carefully-targeted 
programme of initiatives involving a wide 
range of stakeholders, with a shared 
commitment to: 

•	delivering better education and 
communication around the business 
case for digital

•	highlighting the strong benefits and 
relevance of digital to all SMEs and 
charities – regardless of location, 
size or sector.

While we’re eager to act as a catalyst 
for such a programme, we don’t claim 
to have all the answers ourselves. We 
would welcome thinking, comment and 
cooperation from all stakeholders involved 
in the drive for digital maturity – from SMEs 
and charities themselves, or interested 
parties ranging from Government to 
telecommunication companies, online 
service providers to trade associations, 
Chambers of Commerce, and more.

What is clear from our research is that the 
UK’s SMEs and charities have an urgent 
need for a deeper understanding of the 
‘art of the possible’ in the digital domain. 
The resulting insights will stimulate progress 
across the spectrum of digital maturity – 
encouraging digital leaders to revisit their 
existing set-up, and non-digital SMEs and 
charities to reassess the potential returns 
on digital investments.

We at Lloyds Bank will continue to support 
these goals, in association with Go ON UK – 
both by monitoring and evaluating progress 
on an ongoing basis through this UK Business 
Digital Index, and by seeking to work with other 
stakeholders to drive that progress further 
and faster.

MIgUeL-ÁNgeL rODrÍgUeZ-SOLA 

THe ‘ArT OF 
THe POSSIBLe’ 

UK’s SMEs and charities 
have an urgent need for a 

deeper understanding of the 
‘art of the possible’ in the 

digital domain.
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regions 
(% Organisations) Communicate

Find 
things

Provide 
information Transact

South-east 90 69 60 65

South-West 88 68 60 65

London 91 73 66 71

east england 89 70 59 63

West Midlands 87 66 60 61

east Midlands 84 63 51 63

Wales 83 65 59 62

North-east 79 70 54 70

North-West 84 56 54 54

Yorkshire and 
Humberside 82 71 52 60

Scotland 89 66 63 63

Northern 
Ireland 88 67 43 73

Population 87 67 58 64

Digital Maturity 
Segments (% 

Organisations)  Communicate
Find 

things
Provide 

information Transact

Disconnected 25 21 13 18

Basic adopters 100 62 29 49

Passive users 100 73 90 58

Starters 100 62 15 73

established 
users 100 81 92 77

Advanced users 100 92 87 95

Innovators 100 94 87 95

Population 87 67 58 64

Digital Maturity 
Segments (Average 

Digital Index)  Communicate
Find 

things
Provide 

information Transact

Disconnected 64 47 67 60

Basic adopters 61 69 87 74

Passive users 90 99 93 105

Starters 102 104 104 103

established 
users 116 117 117 119

Advanced users 157 157 160 158

Innovators 161 161 161 162

Population 111 118 127 123

regions (Average 
Digital Index)  Communicate

Find 
things

Provide 
information Transact

South-east 116 123 130 127

South-West 118 126 132 130

London 116 122 128 123

east england 113 119 129 131

West Midlands 114 120 128 127

east Midlands 116 127 138 127

Wales 111 114 120 120

North-east 113 109 131 116

North-West 104 114 125 121

Yorkshire and 
Humberside 106 109 123 117

Scotland 94 103 107 109

Northern 
Ireland 85 92 113 92

Population 111 118 127 123

NOTE:
Communicate
•	 communicate	with	suppliers	or	customers 
 via email
•	 build/update	social	media	accounts
•	 	allow	customers	to	contact	business 

online, provide feedback
•	 ensure	email	accounts	are	secure.

Find things
•	 information	research.

Provide Information
•	 	build	and	maintain	websites
•	 add	search	function	for	product	services
•	 ensure	website	is	secure
•	 host	website	via	3rd	party	or	cloud.

Transact
•	 	online	banking	(survey)
•	 make	payments	(survey)
•	 take	payments/donations	(survey)
•	 	provide	secure	transacting	environment 

(secure online gateway).

TABLe A1

More detailed view of basic online skills across the UK 'Broad Online Skills – by region and Digital Maturity Segments'.

TABLe A2

enterprises who regard digital as irrelevant for their business.

74% of these organisations have less than or equal to 5 employees. 63% of these organisations have been in business 
for more than 10 years. 25% of organisations who believe being online is not relevant are Clubs, Charities and Societies.

NUMBer OF eMPLOYeeS

Number of employees are categorised into 
6 buckets ranging from '1' to '250 plus'.

Out of the total businesses which consider 
'Not relevant' as on of the reasons for not 
being more online, 74% of them are small 
organisations with employee size less than 6.

1

2 – 5

6 – 9

10 – 49

50 – 99

100 – 249

LeNgTH OF BUSINeSS

Length of business is categorised into 
5 buckets ranging from 'Less than a year' 
to 'Ten years and more'.

Out of the total businesses which consider 
'Not Relevant' as one of the reasons for 
not being more online, 63% of them are 
vintage organisations with more than 
10 years' experience.

Less than a year

1 -2 years

3 -4 years

5 -9 years

10 years or more

INDUSTrY CLASSIFICATION

SMes have been broadly classified 
into 16 categories based on the 
2003 SIC codes.

CCS, Construction and Administrative 
and Support Service businesses constitute 
63% of organisations that don’t find being 
online relevant for their business.

35%

39%

8%

13%

2%

1%

3%

6%

10%

17%

63%

CCS

Construction

Admin & support services

Wholesale, retail, repair

Arts & recreation

Other

Manufacturing
Information & 

communication
Agriculture, forestry, fishing

Accomodation & food 
services

Real estate

Finance & insurance

Transport & storage

Health & social work

Education

Mining

25%

19%

19%

10%

4%

3%

3%

3%

3%

2%

2%

2%

2%

1%

1%

0%
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INDUSTrY CLASSIFICATION

The largest segment who regard themselves  
as “doing all they can” are (once again) Clubs,  
Charities, Societies (20%).

Looking at the payments experience of  
charities, when asked why they didn’t use  
online payments, 48% claimed there was no  
donor demand, while 48% pointed to the  
need for the customer to be present. 

In a sector so focused on physical transactions,  
the case for using a digital alternative is still to  
be made.
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TABLe A3

Organisations who are “doing all they can”.

NUMBer OF eMPLOYeeS

35% of organisations claim to be “doing all  
they can” when it comes to digital.

74% of these are small organisations of fewer  
than 10 employees.

It is questionable whether any firm (especially a small  
or micro-business) can be fully aware of their digital  
opportunity – more must be done to raise awareness.

1

2 – 5

6 – 9

10 – 49

50 – 99

100 – 249

LeNgTH OF BUSINeSS

72% of organisations who believe they are  
“doing all they can” have been established  
for more than 5 years, with a significant  
concentration amongst long-standing  
businesses of more than 10 years (53%).

Resistance of long-established businesses  
could be a reflection of organisational  
inflexibility. Digital adoption must be easy  
to understand and implement.

Less than a year

1 -2 years

3 -4 years

5 -9 years

10 years or more

CCS

Admin & support services

Health & social work

Construction

Manufacturing

Education

Agriculture, forestry, fishing

Other

Wholesale, retail, repair
Information & 

communication
Finance & insurance

Transport & storage

Accommodation

Arts & recreation

Real estate

Mining

20%

17%

10%

10%

6%

5%

5%

5%

5%

4%

3%

3%

2%

2%

2%

0%

2%

4%

18%

15%

38%

21%

53%

19%

11%

11%

5%

TABLe A4

Main benefits of being online (SMes and charities).

37% of SMEs and charities believe that wider geographic coverage (UK exposure) is the main 
benefit of being online. “Time saving” and “Effective marketing” are other prominent  benefits.

Benefits for being online  Disconnected
Basic 

adopters
Passive 

users Starters
established 

users
Advanced 

users Innovators Population

Doesn't have a Web or 
SM  presence 87% 72% 0% 82% 3% 23% 0% 41%

Have a Web or SM  presence 13% 28% 100% 18% 97% 77% 100% 59%

Wider geographic coverage 
(UK) 35% 37% 37% 33% 42% 33% 39% 37%

Time saving 16% 15% 12% 25% 15% 15% 15% 15%

effective marketing 9% 11% 6% 8% 8% 7% 9% 8%

More efficient back office 2% 7% 6% 0% 5% 9% 6% 6%

Better service experience 5% 6% 3% 3% 6% 8% 7% 6%

Simplified process 2% 5% 6% 0% 3% 4% 2% 4%

Lead generation 2% 4% 1% 3% 3% 4% 5% 3%

Wider geographic coverage 
(overseas) 0% 3% 4% 5% 2% 2% 4% 3%

Increased revenue 0% 1% 1% 0% 2% 3% 1% 2%

Learn more about 
customers 5% 1% 3% 0% 0% 1% 0% 1%

Business cost saving 0% 1% 1% 0% 1% 0% 2% 1%

Other 0% 2% 4% 5% 5% 8% 5% 5%

No initial benefit but 
expected in the future 7% 1% 3% 5% 3% 1% 1% 2%

No business benefits 7% 4% 3% 3% 1% 2% 0% 2%

Don't know 9% 3% 9% 13% 5% 3% 2% 5%

CLUSTer SegMeNTS

 

Wider geographic coverage (UK)

Time saving

Effective marketing

More efficient back office

Better service experience

Simplified process

Lead generation

Wider geographic coverage (overseas)

Increased revenue

Learn more about customers

Business cost saving

Other

No initial benefit but expected in the future

No business benefits

Don't know

37%

15%

8%

6%

6%

4%

3%

3%

5%

5%

2%

1%

1%

2%

2%
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Benefits for being online  Disconnected
Basic 

adopters
Passive 

users Starters
established 

users
Advanced 

users Innovators Population

Doesn't have a Web or 
SM  presence 84% 64% 0% 82% 3% 24% 0% 36%

Have a Web or SM  presence 16% 36% 100% 18% 97% 76% 100% 64%

Wider geographic coverage 
(UK) 41% 36% 41% 35% 43% 33% 39% 38%

Time saving 22% 13% 14% 26% 15% 16% 15% 16%

effective marketing 6% 11% 8% 9% 8% 6% 10% 8%

More efficient back office 3% 7% 4% 0% 4% 9% 6% 6%

Better service experience 6% 6% 4% 3% 7% 8% 7% 6%

Simplified process 0% 6% 7% 0% 3% 4% 2% 4%

Lead generation 3% 5% 2% 3% 3% 4% 6% 4%

Wider geographic coverage 
(overseas) 0% 2% 3% 6% 2% 2% 3% 3%

Increased revenue 0% 1% 2% 0% 2% 3% 1% 2%

Learn more about 
customers 3% 1% 1% 0% 1% 1% 0% 1%

Business cost saving 0% 1% 1% 0% 1% 0% 3% 1%

Other 0% 1% 3% 3% 5% 8% 5% 4%

No initial benefit but 
expected in the future 3% 1% 2% 6% 2% 1% 1% 1%

No business benefits 6% 5% 4% 3% 2% 2% 0% 2%

Don't know 6% 4% 5% 6% 5% 3% 2% 4%

CLUSTer SegMeNTS

 

Wider geographic coverage (UK)

Time saving

Effective marketing

More efficient back office

Better service experience

Simplified process

Lead generation

Wider geographic coverage (overseas)

Increased revenue

Learn more about customers

Business cost saving

Other

No initial benefit but expected in the future

No business benefits

Don't know

16%

8%

6%

6%

4%

4%

3%

4%

4%

2%

1%

1%

1%

2%

38%

TABLe A5

Main benefits of being online (SMes).

38% of SMEs believe that wider geographic coverage (UK exposure) is the main benefit 
of being online. “Time saving” and “Effective marketing” are other prominent  benefits.

TABLe A6

Main benefits of being online (clubs, charities and societies).

33% of charities believe that wider geographic coverage (UK exposure) is the main benefit 
of being online. “Time saving” and “Effective back office” are other prominent  benefits.

Benefits for being online  Disconnected
Basic 

adopters
Passive 

users Starters
established 

users
Advanced 

users Innovators Population

Doesn’t have a Web or 
SM presence 92% 87% 0% 83% 5% 8% 0% 58%

Have Web or SM presence 8% 13% 100% 17% 95% 92% 100% 42%

Wider geographic coverage 
(UK exposure) 18% 41% 31% 17% 39% 36% 33% 33%

Time saving 0% 24% 9% 17% 13% 9% 13% 11%

effective marketing 18% 12% 4% 0% 11% 9% 0% 7%

More efficient back office 0% 6% 10% 0% 11% 18% 7% 9%

Better service experience 0% 6% 2% 0% 3% 0% 7% 3%

Simplified process 9% 0% 4% 0% 5% 18% 0% 5%

Lead generation 0% 0% 0% 0% 0% 0% 0% 0%

Wider geographic coverage 
(overseas exposure) 0% 6% 5% 0% 0% 0% 13% 4%

Increased revenue 0% 0% 0% 0% 0% 0% 0% 0%

Learn More About 
Customers 9% 0% 5% 0% 0% 0% 0% 3%

Business cost saving 0% 0% 1% 0% 0% 0% 0% 1%

Other 0% 6% 6% 17% 5% 9% 13% 7%

No initial benefit but 
expected in the future 18% 0% 5% 0% 8% 0% 0% 5%

No business benefits 9% 0% 0% 0% 0% 0% 0% 1%

Don’t Know 18% 0% 16% 50% 5% 0% 13% 13%

CLUSTer SegMeNTS
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TABLe A8

Digital maturity by region.

South-
West

London East 
England

West 
Midlands

East 
Midlands

Wales North- 
East

South- 
East

North- 
West

Scotland Northern 
Ireland

Yorkshire & 
Humberside

D

TABLe A7

Digital maturity by industry.
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Find out more

• Go to lloydsbank.com/business Please contact us if you’d like this 
information in an alternative format 
such as Braille, large print or audio.
If you have a hearing or speech impairment you can 
use Text Relay (previously Typetalk) or if you would 
prefer to use a Textphone, please feel free to call us on 
0845 601 6909 (lines open 7am–8pm Monday to Friday 
and 9am–2pm Saturdays).

Your call may be monitored or recorded in case we need to 
check we have carried out your instructions correctly and to 
help improve our quality of service.

Important information
Whilst Lloyds Bank has exercised reasonable care in preparing this 
document and any views or information expressed or presented 
are based on sources it believes to be accurate and reliable, no 
representation or warranty, expressed or implied, is made as 
to the accuracy, reliability or completeness of the information 
contained herein. This material has been prepared for information 
purposes only and Lloyds Bank, its directors, officers and

employees are not responsible for any consequences arising from 
any reliance upon such information. If you receive information 
from us which is inconsistent with other information which you 
have received from us, you should refer this to your Lloyds Bank 
Sales representative for clarification. Lloyds Bank plc Registered 
Offi  ce: 25 Gresham Street, London EC2V 7HN. Registered in 
England and Wales no. 2065.  Issue date: April 2014


