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Counting the cost of silence and 
some initial Brexit forecasts

With hindsight, it’s a shame the UK banks 
kept quiet – and arguably they only have 
themselves to blame.

In the run-up to the Brexit referendum, 
UK retail banks fell alarmingly silent on the 
likely cost to their business, their staff and 
customers of a Leave vote.

Yes, UK electoral law places strict limits on 
political comment during official campaigns 
and yes, there was an element of banks not 
wanting to upset Leave supporting customers.

The UK banks deliberately worded their 
comments so carefully, they basically said 
nothing of note.

Even among some of the major vendor 
community, there was a policy of ‘no com-
ment if pressed for a view on Brexit’.

The UK bankers trade body, The British 
Bankers Association, apparently contact-
ed all members ahead of the referendum, 
flagging up how banks should comment 
at roundtables, conferences, dinners and 
debates ahead of the referendum.

As for some of the so-called highly paid 
experts at leading banks: it beggars belief 
how they got it so wrong, so close to the ref-
erendum.

Take the team at JP Morgan, for example. 
Pity their clients who received and acted on 
the advice a week ahead of the referendum: 
“We view the elevated uncertainty due to 
UK’s EU referendum on 23 June as an oppor-
tunity to add to our top UK bank long-term 
pick Lloyds”

Fast forward a few days and Lloyds shares 
have fallen by 22% since that share pick was 
given.

Immediate fall-out of the disastrous refer-
endum outcome is hard to quantify and will 
only become clear in the coming weeks but 
here are some safe(ish) forecasts:

• The UK government selling off of its 
stakes in Lloyds and RBS: forget it. This 
is now a long-term project as opposed 
to a short-to-medium term one.

• Provisions for bad loans will rise in 
the short-term as economic conditions 
deteriorate due to fears of a recession.

• Mortgage lenders will suffer as buyers 
may well delay purchases due to eco-
nomic uncertainty.

• Scotland: renewed uncertainty over the 
future of the UK. Will the likes of RBS 
and Standard Life again consider the 
location of their HQ?

• Consumer protection: existing EU 
rules protect €100,000 ($111,370) of 
customer savings in a single institution; 
the UK government has done some daft 
things in recent months but one would 
hope that Brexit does not result in any 
weakening of the FSCS scheme. Do 
not be surprised if the existence of the 
scheme and its alleged unfairness for 
the strongest banks comes back into 
focus.

The compensation limits were last amend-
ed in 2010 to bring them into line with Euro-
pean Union directive 94/19/E. 

In an attempt to be positive, one can just 
about make a case for saying that retail 
banking will not be changed irrevocably by 
the referendum result.

UK Governments, both Labour and Con-
servative, have promoted consumer protection 
and not sought to water down provisions such 
as the EU Consumer Rights Directive, enacted 
as the Consumer Rights Act in the UK.

There is a slim chance that a UK govern-
ment would dare to repeal EU consumer 
finance protection following Brexit.

The point is in any event irrelevant if the 
UK government retains membership of the 
EEA-it will be obliged to retain EU consumer 
finance provisions.

Any other positives of Brexit?  Retail 
banking may not be as badly impacted as 
other banking sectors.

The EU reported last December that less 
than 5% of retail banking loans and less 
than 3% of credit cards and mortgages were 
obtained by EU consumers on a cross-border 
basis.

So while UK banks might lose their right 
to sell retail banking products on a cross-
border basis, they do not have much to 
lose in practice as UK retail bank lending is 
focused in the UK.

Any fears that Brexit might mean less UK 
financial services regulation are probably 
wide of the mark. The UK government has 
been more enthusiastic about regulation 
than EU peers of late: witness the UK retail 
bank ringfencing regulations due to come 
in in 2019. The UK stress tests were also 
tougher than the European Banking Author-
ity tests last year.

Douglas Blakey
Douglas.Blakey@retailbankerinternational.com
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Achieving massclusivity in retail banking
For the longest time now, market segmentation has focused on millennials – but not all millennials are 
made equal. Enter the emerging affluent. As retail banks in Asia set out to court them, Xiou Ann Lim 
uncovers the strategies behind the move as well, and the hurdles that banks have to clear

T
he average Starbucks outlet typically 
features a snaking queue of coffee-
drinkers served by amicable but hur-
ried baristas with neither the time to 

provide lengthy explanations on the different 
roasts available, nor the inclination to spell a 
customer’s name right when they scribble it 
on the cheap disposable takeaway cups.

For a brief period, the US coffee giant 
seemed in imminent danger of losing its 
more discerning clientele to independent 
artisanal coffeehouses.

Then the coffee chain launched Starbucks 
Reserve – premium outlets fitted with bells 
and whistles to cater to a segment of coffee 
lovers who are willing to pay more for exot-
ic coffee beans brewed using complicated 
methods.

If the iPad-toting baristas are not enough 
to raise the game on customer experience, 
Starbucks Reserve also launched an app that 
allows customers the convenience of placing 
orders before they get to the store. It even 
notifies them when their orders are ready for 
collection.

But Starbucks is not the only one taking 
a stab at catering to a more upmarket client 
segment. Retail banks have – in recent years 

– identified a new segment in the market 
comprising young and technologically savvy 

consumers with rising disposable incomes. 
Dubbed the emerging affluent, they are 
wedged somewhere between regular mass-
market clients and affluent ones.

Banking the emerging affluent
In a bid to appeal to this particular client 
segment, Citibank and Standard Chartered 
Bank have both diversified their retail prod-
ucts and services. But how is this approach 
faring so far in Asia?
“Being a new segment with a strong value 

proposition, we are very encouraged by the 
annualised double-digit growth in our client 
numbers,” says Charles Wong, head of retail 
banking at Citibank Singapore.

Emerging affluent clients represent 10% 
of the retail bank’s overall clients. He adds 
that the average number of products held by 
their clients, ‘which is a strong indicator of 
relationship strength’, has also increased.

Speaking for Standard Chartered Bank, 
CEO of retail banking Karen Fawcett reveals 
that emerging affluent clients are currently 
a focal point of the bank’s strategy. “They 
comprise almost 10% of our nine million-
plus client base across Asia, Africa as well as 
the Middle East – and they are our fastest-
growing set of clients,” she says.

Fawcett also adds that this segment of 

clients are optimistic, getting wealthier and 
believe they are going to be better off in the 
future.

According to the bank’s Emerging Afflu-
ence Report 2015, nearly two in three 
emerging affluent consumers have seen their 
incomes rise in the past year, and almost 
three in four expect a gain in income in the 
coming year.
“The emerging affluent comprises close to 

20% of the retail banking market across Asia, 
Africa as well as the Middle East, and they 
represent a $70bn market opportunity by 
2020 – according to our estimates,” Fawcett 
discloses.

She adds that they want a bank with an 
aspirational brand that meets their needs to 
help them reach the next stage in their lives 
as they move up the wealth ladder.

Key differentiators
The emerging affluent segment exhibits con-
sumption behaviours that differ from the 
regular mass-market clients and the affluent 
ones.

US financial services company Fidelity 
Investments conducted research and found 
that emerging affluent investors are more 
likely than millionaires to find a new finan-
cial advisor through internet research and 
social media.

The Fidelity research also found that 58% 
of emerging affluent investors have a signifi-
cantly more positive impression of financial 
advisors who have a good website. In addi-
tion, 38% of those investors follow their 
advisors on social media sites and 30% say 
that they’re more likely to relate to a finan-
cial advisor with a social media presence.

In short, clients of this segment are gen-
erally digitally savvy. According to Wong: 

“Apart from their preference to use digital 
platforms that enable them to go online 
anytime and anywhere, solutions need to be 
simple and the speed in which this is done 
needs to be fast. ”

Fawcett agrees: “The emerging affluent 
are upwardly mobile urban professionals 
and entrepreneurs. They are ambitious and 
want to get ahead, so they demand more 
from their banks. They expect convenient Starbucks Reserve Roastery, Seattle
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24/7 banking delivered via digital channels. 
They engage with the world digitally, so they 
expect a great digital experience from their 
banks as well.”

Evidently, solutions that help them pur-
chase and save are important, she points out.

Mohit Mehrotra – who leads the global 
wealth management group at Deloitte – 
weighs in: “The client-facing technology that 
a mass-market client needs, expects and gets 
is quite different from the one that an emerg-
ing-affluent client needs, expects and gets.” 
He adds: “It’s not only the advisory and trad-
ing capabilities that need to be different, but 
the processing and settlement ones as well.”

Mehrotra uses the example of how most 
mass-market clients buy products that 
are made in the bank – while many of the 
emerging-affluent clients purchase products 
that were not.
“So, banks haves to consider how they 

want to cater to that kind of buying behav-
iour – where their ability to import, process 
and settle a product becomes an important 
part of the exercise as well,” he says.

Meeting emerging affluent needs
Standard Chartered has already developed 
products such as Mortgage One – which 
allows clients to pay off their mortgage while 
growing their savings – and credit cards that 
let clients accumulate air miles.

In Hong Kong this year, the bank will start 
rewarding these clients for their relationship 
and business with the bank – through mort-
gages, credit cards and wealth management 
products.
“We are also improving payment capabili-

ties, speeding up loan approvals and offering 
free overseas ATM withdrawals,” Fawcett 
reveals.

Fawcett says that Standard Chartered 
offers a full suite of banking and wealth 
management capabilities – including savings, 
investment and insurance products – which 
these clients are looking for at various stages 
of their life journey.

Meanwhile, Citi Priority – which caters to 
the emerging affluent – offers higher interest 
rates on deposits, lower rates on loans and 
benefits on unit trust and insurance policy 
purchases through the bank. Personal bank-
ers are also available should clients require 
financial advice.

Challenges
Understanding and creating a new range of 
products and services to meet the needs of a 
different segment is not an easy undertaking. 
According to Wong, one of the main chal-
lenges Citibank faces in serving this client 
segment is in understanding their lifestyle 
and financial aspirations – before coming 

up with the relevant products and services to 
meet their needs.
“With greater wealth creation, customers’ 

needs have also evolved, and they no longer 
just need a bank to manage their finances. 
They now seek a trusted adviser who is 
capable of giving them holistic advice cover-
ing their investment needs and other aspects 
of their lifestyle needs including insurance, 
mortgage and travel – among other things,” 
says Wong.

On the other hand, Fawcett talks about 
cost woes: “Given the diversity and growing 
size of the market, cost-effectively reaching 
out to the emerging affluent and fulfilling 
their needs are challenging undertakings.”

She adds that this is why a strong digital 
platform is indispensable; banks need to be 
able to develop new solutions to meet rapidly 
changing client needs at the right scale.
“They also need to be able to effectively 

engage with clients across digital channels, 
since this is increasingly what clients prefer. 
As this population becomes more interna-
tional, multi-market capabilities will become 
increasingly important,” Fawcett predicts.

Mehrotra concurs with Fawcett’s view on 
cost. “There’s a fine balance between the 
amount of time, effort and patience banks 
put into nurturing the client’s suited lifecy-
cle because this may not yield high returns 
if the business and operating models aren’t 
efficient,” he cautions.

Emerging markets
Asia has always been unique in that it com-
prises a diverse mix of client segments. Often, 
strategies that work well in mature markets 
do not produce the same results in emerging 
ones. However, Wong notes that the proposi-
tions are similar across markets, as the pro-
files of clients do not differ by much.
“But one difference we have noticed is the 

mode of banking,” he notes, explaining that 
customers in some markets prefer to visit 
branches for banking transactions whereas 
those in other markets are more comfortable 
banking online and over the phone.

Meanwhile, Standard Chartered’s study 
found that the long-term aspirations of the 
emerging affluent in mature markets and 
developing ones are quite similar.
“Typically, consumers across all these mar-

kets want to save so they can invest in prop-
erty and travel abroad,” Fawcett reveals. But 
they do differ significantly when it comes to 
their short-term goals.
“In places like Hong Kong and Singapore, 

they focus on lifestyle items such as interna-
tional travel, while consumers in less mature 
markets are looking for solutions geared 
towards savings and their children’s educa-
tion,” she explains.

Fawcett also notes that the investment 
products in mature markets have historically 
been more sophisticated since the clients in 
these markets have more investable wealth. 
But now – with improving internet connec-
tivity and rising propensity for international 
travel – clients in less mature markets are 
increasingly aware of what is available in 
markets such as Singapore and Hong Kong 
and are expecting the same opportunities at 
home, according to her. 
“What this means is that banks need to be 

able to meet these diverse and evolving client 
needs and offer a full range of products and 
services via convenient and easy-to-use chan-
nels,” Fawcett adds.

Moving forward
Both Standard Chartered and Citibank 
recognise the opportunities that come with 
banking the emerging affluent and are ramp-
ing up their offerings as well as services to 
meet the needs of these discerning clients.

As Wong says: “We are increasing our 
focus on simplifying their everyday banking 
needs with the ultimate aim of making it as 
easy and convenient as possible.”

Fawcett also shares that this is at the top 
of their agenda at Standard Chartered Bank: 

“We continue to improve our award-win-
ning digital and online platforms and we’ve 
announced nearly $500m in strategic invest-
ments through 2018 in retail – with addition-
al investments into wealth management and 
other technology updates.”

The bank is also refreshing its digital 
marketing approach to better understand 
the needs of these clients and to effectively 
engage with them through social media.

But most importantly, Mehrotra cautions 
that many financial institutions get into the 
trap of treating segments as mega segments 
rather than sub-segments: “There are many 
microsegments below each of these segments 

– the needs, behaviour and expectations of 
each are very different.
“So, retail banks really have to think about 

how they can build a strong subsegment-ori-
ented value proposition... and this includes 
taking into account their legacy infrastruc-
ture as well as client-facing capabilities to 
keep up with the dynamic and changing 
needs of the emerging affluent.”<

RBI 727.indd   3 01/07/2016   16:17:18



www.retailbankerinternational.com  4  y  July 2016

OPINION: BREXIT Retail Banker International

Brexit becomes Regrexit
After a shock result in the referendum, the UK has voted to leave the European Union (EU) with around 52% 
of the vote – a result that has implications for the country’s economic, industrial and regulatory future. The 
uncertainty and resulting effects on the financial sector are widespread. Patrick Brusnahan writes

T
he repercussions of the British vote to 
leave the EU are widespread. Sterling 
saw its biggest one-day fall in history, 
declining to $1.33, its lowest level in 

more than 40 years, as markets reacted.
However, Rob MacGregor of union Unite 

believes that the effects could be immedi-
ate and damaging to those working within 
banks.

Speaking exclusively to RBI, he says: “I 
think the position of bank workers is going 
to be the same as workers in many sectors 
of our economy: we’re in uncharted territory.
“We have no real sense of the long-term 

consequences of the UK’s removal from the 
EU. We don’t know what type of government 
will replace the one as a result of Cameron’s 
impending departure, and what I think we 
are particularly concerned about is that in 
terms of worker protection, any new admin-
istration will see it as all bets are off.
“We don’t know at this stage the conse-

quences on the UK finance industry. Our ini-
tial reading is that this is not going to be ben-
eficial. I think for retail finance workers the 
picture is uncertain and the fact that finance 
workers, certainly since 2008, have been liv-
ing with the consequences of the financial 
crash, their employment has been precarious. 
I don’t think the events of the last 24 hours 
have improved that position one bit.”

MacGregor goes on to say that this result 
could lead to banks leaving the market, so 
not only will working conditions decline, 
there would be fewer jobs in the market. In 
fact, this could be the biggest impact the 
financial sector has been hit by in decades.

He continues: “Because these are unprec-
edented times, there’s a bit of crystal ball-gaz-
ing, but I think it’s fair to say that the finan-
cial industry will not have seen anything like 
this since the deregulation in the early 1980s.
“I think this is a perfect storm for finance 

workers. We’ve got the increased digitalisa-
tion in the industry, which is stripping away 
many traditional administrative roles within 
banking, delivery channels for financial ser-
vices are changing rapidly, and on top of 
that, you’re going to have political and eco-
nomical uncertainty created by Brexit and it’s 
going to be a torrid time for the next few 

years, if not longer.”
Simon Black, CEO of the PPRO Group, 

believes that this will have a drastic impact 
on the fintech community.

He said: “With an estimated 500 fintech 
companies in the UK, Brexit will cost the tax-
man around £5bn ($6.9bn) over the course 
of the next 10 years, following the inevitable 
exit of the fintech companies themselves.

As well as London being a global financial 
hub, the UK offers specific regulatory ben-
efits, that when combined with a massive 
pool of talent, have made the UK the natural 
choice to be located both from a European 
perspective and for some companies even as 
a global base.
“But with their status as financial institu-

tions recognised across the EU and EEA 
under threat, all of these businesses will not 
wait for trade deals to be resolved. They will 
immediately begin forming plans to relocate 
at least some of their operations, and the 
majority of new jobs will be outside the UK.”

Mike Laven, CEO of Currencycloud, was 
slightly more optimistic.
“There’s no doubt that the nation’s decision 

to leave the EU has major macroeconomic 
implications. Negotiations will be long and 
ongoing, and this uncertainty alone means 

we can expect significant volatility ahead,” 
he explains.
“However, London’s advantageous time 

zone, strong financial history and FX exper-
tise aren’t going to disappear overnight. 
Somewhere else in Europe being a global 
financial capital? Seriously? It took decades 
to develop the infrastructure of firms, ser-
vices, lawyers, insurers, intermediaries, and 
myriads of financial niches and massive per-
sonnel base that makes London special.
“Talk to European tech entrepreneurs and 

they are concerned about being cut off from 
London’s resources. Will it get more difficult? 
Of course. But with our contingency plans in 
place, we’ll avoid the doomsday scenarios.”

The Financial Conduct Authority (FCA) 
also stated that the decision could affect the 
regulatory scene in the UK, but not for some 
time: “Much financial regulation currently 
applicable in the UK derives from EU legisla-
tion. This regulation will remain applicable 
until any changes are made, which will be a 
matter for government and Parliament.
“Firms must continue to abide by their 

obligations under UK law, including those 
derived from EU law and continue with 
implementation plans for legislation that is 
still to come into effect.”<
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Why are safety deposit boxes so attractive?
As financial institutions clamour for ever more innovative technology, some are neglecting the old school 
classics. One example is safety deposit boxes, which figuratively speaking, are flying off the shelves. 
Patrick Brusnahan looks into their popularity and what they could actually offer customers in the UK

S
afety deposit boxes are not on the 
top of many banks’ agendas at the 
moment. As far back as 2013, they 
were already losing their charm. 

Barclays ordered its customers to clear out 
their safety deposit boxes by Christmas of 
that year and now only offers document 
storage. 

HSBC, Lloyds Bank and TSB have also 
dropped the services for new customers, but 
certain existing users are allowed to keep 
their boxes. 

NatWest previously had only one branch 
in Manchester with safety deposit boxes, but 
this had an extremely long waiting list. In 
April 2016, it launched an automated safety 

deposit service in one of its branches. 
Two UK banks still offering safety deposit 

boxes are Metro Bank and State Bank of 
India, but these can come to a cost of up to 
£600 ($800) a year.

There is one common link between all safe-
ty deposit boxes offered by any bank; they 
are always in demand. Why?

Sanjiv Chadha, regional head, State Bank of India UK

“Our safety deposit boxes are available 
to SBI customers with a current, savings 
or any fixed deposit account.

Some SBI customers have held depos-
it boxes with the bank for more than 
20 years. 

It is a service valued by our custom-

ers, and we are seeing an increasing number 
of enquiries for these services which are no 
longer widely available on the high street.

Our customers are looking for a place 
they can trust their valuables with, whether 
that’s legal documents or objects of impor-
tance to them.”<

Iain Kirkpatrick, MD of retail, Metro Bank

“At Metro Bank we are proud to be unique 
in offering over 70,000 safety deposit boxes 
across all 41 stores, with customers able to 
access their box seven days a week, 362 days 
a year, early to late.

Over the past few years we have seen a sig-
nificant increase in demand for safety deposit 
boxes, with boxes being reserved well in 
advance of new stores opening.

Numerous banks, however, are continu-
ing to phase out offering these facilities for 

their customers’ valuables, with most major 
high street banks closing the service to new 
customers and others ending this vital facility 
altogether. 

Providing our customers with peace of 
mind – that their valuables are being stored 
safely and securely, as well as having access 
at a time convenient to them, and as many 
times as they wish, is really important to our 
customers – and that means it’s really impor-
tant to us too.”<

Ross Norman, CEO, Sharps Pixley

“We live in a world where there is a deficit in 
trust, and as such, clients like to hold assets 
in a secure location and often outside the 
banking system.

In short, with financial assets such as gold 
performing as strongly as they are, investors 
see a safe haven as not just what you buy, but 
also where you keep it. In that environment a 
private safety deposit box is ideal.

The cost at £250 per annum is relatively 
inexpensive in that you could hold up to 
£0.5m of bullion in an average box.

Of course, should the UK move to negative 
interest rates that would not just obviate the 
need for depositing money at a bank, but a 
safety deposit box would then become quite 
compelling in that it could be both cheaper 
and safer.”<
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Digital first proves a winner for BoA
Digital banking is at the forefront of the financial services conversation, driven by mobile platforms. Bank 
of America has introduced a mobile-first strategy to meet its customers’ desires to bank when and where 
they want by smartphone, Michelle Moore, BoA’s head of digital banking, tells Robin Arnfield

M
ichelle Moore holds one of the 
key digital banking posts in glob-
al consumer finance. She tells 
RBI just what is driving digital 

banking strategy at the US’ largest retail 
bank.
“Our strategy is to cater for mobile first 

customers and let customers bank how, 
where and when they want with us. We rec-
ognise that smartphones are now a key part 
of daily life for our clients
“Our priority is to create and build the fea-

tures in our mobile channel, as this is where 
our clients are going.
“We now have nearly 19 million mobile 

banking users and over 30 million digital 
users including desktop and mobile.
“The premise with our mobile platform is 

that every banking task you want to do, you 
can carry out on your smartphone – open 
new bank accounts, apply for credit cards 
and make mobile cheque deposits.
“We’re at an all-time high for the number 

of customers depositing cheques via mobile – 
around 248,000 per day in the fourth quarter 
of 2015.
“We have an omnichannel branch strategy, 

and the seamless integration of our channels 
is very important for us. Our customers can 
choose to interact with us any way they want, 
and they will have the same, connected expe-
rience.
“I’d hate customers to have a different 

mobile or online banking experience from 
their experience in our branches. We are 
one bank, and our customers expect all 
their interactions with us to feel like they 
are dealing with one bank.”

RBI: What enhancements have you made to 
your digital offerings in terms of customer 
experience?
Michelle Moore: Customers can schedule 
appointments with product specialists or per-
sonal bankers in the branch from the mobile 
app. The conversation is better, as both parties 
are fully prepared and we know in advance 
what the customer wants to talk about.

We’ve seen the number of in-branch 
appointments made via mobile or online 
grow from 2,000 appointments per week in 

late 2014 to 18,000 appointments per week 
in January 2016.

We were one of the first major US banks 
to offer same-day appointments via digital. 
We found customers were clicking on the 
appointment link in the app but weren’t 
finishing and setting up an appointment, as 
we weren’t offering same-day appointments. 
So in August 2015 we realised we needed 
to offer same-day appointments via the app, 
and, once we let people come in the same day 
to our branches, we saw the digital appoint-
ment figures increase by 25%.

Other new capabilities include the ability 
to register for mobile banking via the mobile 
app or website, and to open accounts from 
inside the app.

Because all our channels are connected, 
you can call directly into the call centre fully 
authenticated from the app so we know who 
you are and why you are calling. In addition, 
you can transfer money to a friend direct 
from the app just by knowing their email 
address or phone number, and you can pay 
for purchases via Apple Pay, Samsung Pay 
and Android Pay.

In 2015, we launched a new Security 
Centre in our mobile app and online site. 
Consumers are very concerned about secu-
rity due to the increase in fraud in 2015. 
The Security Centre tells you the last time 
you logged in and from which device, and 
lets you sign up for alerts, which is an 
important way for us to help customers 
fight fraud.

We also offer customers the choice of 
setting up one-time passcodes for logging 
into mobile devices, along with fingerprint 
authentication for Android and iOS apps.

How do you benchmark your offerings 

against competitors?
My first benchmark is client satisfaction. I 
spend a lot of time thinking about what our 
customers want, and visit the app store daily 
to read customer feedback such as our rat-
ings and what people say they don’t like or 
what they want. We also send out weekly 
surveys to our customers. Everything we 
build is based on this feedback. 

I would be naïve not to pay attention to 
our rivals, and we have a matrix showing our 
app’s capabilities versus our rivals’ apps, but 
the first criterion is what our customers are 
saying.

I do pay attention to what I call our part-
ners – companies like Apple, Google and 
Facebook, whom many people call disrup-
tors. I see them as partners, as they have a 
different way of viewing things and we can 
learn from what they are doing in payments 
and financial services, and partner with them 
instead of being afraid of them. That’s why 
we signed up for services like Apple Pay and 
Samsung Pay.

We have a very strong digital design team. 
Everything we do is designed around looking 
at partners, the competition and customers.

Are there specific needs relating to millenni-
als being addressed by digital?
Millennials are heavy users of smartphones 
and use them more than older consumers. 
The millennial population is quite financially 
astute and is very conscientious about their 
savings. They may not have money now, but 
they will have one day.

Millennials are more focused on savings 
and retirement planning than any other 
previous generation was at their age. They 
still do come into branches when they need 
advice so we need to be prepared to have 
conversations with them as to where they are 
in their life journey and what their needs and 
priorities are – for example, to start a family 
or save for a house.

While millennials do all their simple bank-
ing needs on mobile, we need to make sure 
the connectivity to the financial centre is 
there, as millennials have told us they still 
want to have face-to-face interaction.

We haven’t seen much use of our Apple 

Michelle Moore, Bank of America
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Watch app. But I think that wearables are 
taking off and that customers are learning 
how to use them and are seeing what their 
benefits are.

How are customer service expectations 
evolving?
Customers’ expectations were the catalyst 
for focusing on scheduling appointments 
via mobile, as customers want to be able to 
visit a financial centre at a time convenient to 
them. Their attitude is ‘self-serve, self-serve, 
but you must be there for me when I need 
your advice and support.’ So we are there for 
clients in those moments as a valued advisor.

What are the measures of success for Bank of 
America regarding digital?
Instead of looking at high digital user num-
bers as a measure of success, what I look at 

is customer satisfaction. After all, high num-
bers of people using digital channels could 
just be a necessary evil.

After customers have used our mobile 
banking service or our call centre, we send 
them a survey of how they rate their custom-
er experience on a scale of one to ten.

 If I see that customers are giving us the top 
two scores in the satisfaction survey, then I 
know they like our digital platform.

Links to social media?
We monitor social media such as Twitter 
feeds and Facebook very closely to see what 
clients are saying. But in reality social media 
isn’t a heavily used channel in terms of cus-
tomer feedback, compared to the volume of 
calls to our call centre.

I can listen to these calls and hear what 
clients are saying. Also, customers can give 

us feedback in the mobile app by clicking the 
question “Do you want to give us feedback 
from the app?”

What about branch transformation?
We’re constantly thinking about our branch 
footprint and how our branches are organ-
ised, in terms of when the customer walks 
in, do we send them to a financial services 
centre representative or direct to a product 
specialist?

We recently introduced digital ambassa-
dors in our branches – similar to the Apple 
Genius Bar or the Best Buy Geek Squad. 
These digital ambassadors wear a lanyard 
and are certified in digital banking.

Their role is to help customers who come 
into one of our branches with their mobile 
or online banking. The digital ambassadors 
show that we are serious about digital. <

Retail Banker International

Analyst comment: David Albertazzi, Aite Group
“BofA, like Chase and Wells Fargo, has a 
high focus on mobile banking growth and 
on improving usability and customer expe-
rience across all digital channels (online and 
mobile),” says Aite Group senior analyst 
David Albertazzi.
“These three banks are each implement-

ing a responsive design which adapts well 
to different screen sizes and device types. 
Their goal is to offer a consistent experience 
across their digital platform for the different 
devices people use.”
“BofA, Chase and Wells Fargo no longer 

compete on transactional functionality, as 
they offer the same transactions on their 
digital platforms, and instead compete on 
self-service features such as money manage-
ment tools.
“This is partly a reaction to the fintech 

disruptors such as Moven. But I think BofA, 
Chase and Wells Fargo need to improve the 
quality of the money management services 
they offer via digital.”

Albertazzi says BofA has done a lot of 
work to improve navigation within its 
mobile app. “It has also been focusing on 
extending the amount of customer service 
functions that the app provides,” he says.
“In early 2015, BofA developed a mobile 

enrolment facility enabling customers to sign 
up for mobile banking from their phone.
“Previously, banks required customers to 

enrol for mobile banking from within online 
banking using their online banking credentials.
“Clearly, BofA is thinking about mobile 

first customers who may never register for 
online banking, by letting customers enrol 
direct from within its app. BofA saw an 
increase in mobile banking user numbers 
because of its mobile enrolment feature.”

Albertazzi adds that BofA has found that 
its mobile appointment-booking feature has 
helped to improve efficiency and staffing in 
its branches.

Digital growth
As of 31 December 2015, BofA had 18.7 
million active mobile banking users, up 
13% from 16.5 million a year earlier.

BofA says it added 5,500 new active 
mobile banking users a day in 2015. Cus-
tomers can enrol via BofA’s mobile banking 
app, the mobile website or online banking.

In the fourth quarter of 2015, mobile 
banking customers logged into their 
accounts almost 800 million times, or 43 
times per user over that period. Transactions 
and actions performed by customers during 
those sessions included:

• Depositing nearly 23m cheques –  
around 248,000 per day – worth over 
$18.5bn via mobile cheque deposits. 
Mobile accounted for 15% of total 
deposits in the fourth quarter of 2015;

• 23 million mobile bill payments, up 
30% year-on-year;

• Over 70 million transfers, including 6 
million transfers to email and phone 
numbers.  Year-on-year, transfers to 
email and phone numbers has grown 
by 53%, and

• Receiving over 160 million push alerts.

In the fourth quarter of 2015, online 
banking customers logged into their 
accounts nearly 525 million times, or 20 
times per user. Transactions and actions 
performed by customers during those ses-
sions included:

• Over 115 million bill payments worth 

over $60bn;
• Over 60 million transfers worth over 

$120bn, and
• Receiving over 590 million text or 

email alerts, ranging from low bal-
ances to payment due dates.

In total, Bank of America reduced the 
number of its financial centres from 5,478 
in the fourth quarter of 2012, to 5,151 in 
the fourth quarter of 2013.

This figure was further reduced to 4,855 
in the fourth quarter of 2014, and again to 
4,726 in the fourth quarter of 2015.

Improvements
Mobile features added during 2015 include:

• The ability to sign-in using fingerprint 
authentication on iOS and Android 
devices;

• The ability to set same-day financial 
centre appointments with specialists;

• The ability to view balances and recent 
transaction and receive real-time alerts 
on Apple Watch, and

• The ability to connect directly with a 
phone specialist at the click of a button.

In 2015, BofA launched a Security Center 
to its online and mobile banking services, 
which enables customers to manage their 
security all in one place. The new centralised 
system allows customers to:

• Adjust their security preferences; 
• Set up new optional security alerts;
• Review their online and mobile bank-

ing sign-in history, and
• Add extra security to help verify their 

identity through a one-time authorisa-
tion code.<
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Chase seeks a cohesive customer 
experience across digital channels
Chase was the first US bank to hit 20 million mobile users in Spring 2015, and its customers’ monthly 
mobile logins surpassed web logins for the first time in August 2015. Robin Arnfield meets Gavin Michael, 
head of digital for Chase’s Consumer and Community Banking division, to discuss the bank’s strategy

I
n February 2015, Chase announced  
plans to close around 300 branches by 
the end of 2016, as part of a strategy 
of encouraging its customers to migrate 

to digital channels and of transforming its 
branches from transaction centres to custom-
er relationship and advisory centres. 

Speaking to investors in February 2015, 
Gordon Smith, Chase’s CEO, consumer and 
community banking, said the bank’s strat-
egy is to ‘align banker and specialist staffing 
in branches with the opportunity; increase 
in-branch digital functionality to facilitate 
self-service; and invest in [Chase’s] mobile 
and online capabilities to enable customers 
to interact with Chase how and when they 
want’.

As at December 31 2015, Chase had 
reduced its total branches to 5,413 from 
5,602 branches a year earlier.

“Over the last few years, Chase has been 
vocal about shrinking its physical footprint 
in favour of digital,” says Aite Group senior 
analyst David Albertazzi.

In April 2014, Chase launched its rede-
signed iPhone app, followed by the launch 
of its new Android app in September 2015. 
In June 2015, Chase launched Touch ID for 
its iPhone app, and in July 2015 launched its 
redesigned Chase.com home page. 

Chase began rolling out its redesigned 
online banking site in early 2016, offering 
features such as the ability to see personal-
ised messages about accounts and up-coming 
payments in one place, view all customer’s 
accounts on one page immediately after 
signing in, put most-used accounts front and 
centre, and search for information by asking 
natural-language questions.

RBI: What is driving your digital/m-bank-
ing strategy?
Gavin Michael: When we think about digital, 
we look at how to provide a holistic experi-
ence for our customers. What’s important to 
us that we offer simplicity and cohesiveness. 

We want our customers to bank with us in 
a way that matches how they live their lives 

– to have a simple, personalised experience 
with a human touch. Their digital experi-
ence has to align with our other channels.

We have the notion of a cohesive inter-
face so that our channels feel like they work 
together. So we start by putting the custom-
er at the centre of everything.

We look at where and how our customers 
are transacting with us to see if there are 
better ways to do these transactions which 
will be of benefit to customers. A great 
example is the ability to scan cheques onto 
a smartphone so you don’t need to visit a 
branch to deposit cheques – and you get a 
better customer experience as well.

We know that our digitally-engaged cus-
tomers are our best customers, and that 
they’re more likely to have Chase as their 
primary chequeing account provider than 
other types of customer.

What enhancements have you made to your 
digital offerings in terms of customer experi-
ence and of products/services?
One big thing we did in the new version of 
the Chase mobile app was to have the app 
say good morning, good afternoon, and 
good evening. Internally, we thought this 
was just a nice feature to have, but when we 
launched the new app, this was one of the 
most commented-on features – it’s a simple 
way for us to talk to our customers.

As part of our emphasis on simplicity, 
we’ve made it easy for customers to get sum-
mary information from the app, for exam-
ple by using Touch ID or Account Preview – 
which provides one-swipe access to balances 
without the need to log-in on Android and 
iOS devices. During 2016, we will introduce 

fingerprint authentication for Android users, 
so there’s parity between our Android and 
iOS apps.

It was important that our app reinforces 
our sense of community, just as our branches 
and our branch staff do every day by play-
ing a role in their local community. We do 
this in our app through geolocation, which 
means the app will look and feel differently 
and display a different photo depending on 
where you are at any moment. These pho-
tos aren’t just of landmarks, but all have a 
human touch and a sense of community.

We are rolling out the new version of the 
Chase personal online secure banking site, 
which includes videos and tools to help cus-
tomers to perform financial tasks. The roll-
out will be completed in the first half of 2016.

As part of our strategy of cohesiveness, we 
took a lot of learning from the mobile app 
and added it to the online site.

Also, we want to make the other channels 
through which customers interact with us – 
for example, ATMs and call centres – feel 
more in tune with each other. We have great 
things lined up for 2016 in terms of improve-
ments.

How do you benchmark your offerings 
against competitors?
One of our primary benchmarks is what 
are our customers telling us? We have an 
extensive listening program, whether this be 
through app store comments, through feed-
back directly from the website, or from our 
banker channels such as our call centres and 
branches.

We get very valuable feedback from cus-
tomers on how they rate what we do, and 
have around 10,000 reviews in the app store.

We keep an eye on what our [banking 
industry] competitors are doing, but digital 
blurs industry boundaries.

Much as I would like to think the expec-
tations our customers have about their 
banking experience are set by us, the real-
ity is that they are being set by the other 
apps customers have on their phones and 
the other experiences they have access to on 
the Internet.

When we look at design issues and remov-

Gavin Michael, Chase Bank
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ing friction from the customer experience, 
we’re focused not just on what our tradi-
tional customer base is doing, but also on 
how the industry and the design language 
is evolving around us – as this is where our 
customer expectations are being set.

Are there specific needs relating to millenni-
als being addressed by digital?
We think that being mobile-first and think-
ing extensively about how we align around 
the mobile environment is important 
 for millennials. 

Of course, millennials are very active on 
our mobile channel. But when we look at 
our customers’ use of digital, we see they 
are interacting with us digitally across all 
demographics. So our focus is to create a 
holistic cohesive digital customer experi-
ence that is modern and evolves with the 
technology as the technology evolves. 

As soon as Touch ID became available 
and other app providers start to offer it, our 
customers told us loud and clear that they 
wanted Touch ID in their banking app.

How are customer service expectations 
evolving?
Customer expectations are focused on get-
ting very small, quick and iterative app 
updates, and we’ve been able to take advan-
tage of this. Customers are attuned to down-
loading new apps from the app store. So we 

use new updates as a way to celebrate our 
improvements with our customers.

Customers don’t just compare us to other 
banks’ apps and websites. They look across 
the apps sitting on their phone and say they 
want their mobile banking experience to 
look like their other apps.

We have been able to attract design talent 
to Chase from across the digital industry. 
Our head of customer digital experience is 
a former SVP of design at Yahoo, and we 
have people from the design agencies, from 
Huffington and from other Internet compa-
nies – an eclectic mix of talent that brings to 
the table the breadth of experience needed to 
work in this new world.

What are the measures of success for Chase 
in digital?
A key measure of success is feedback from 
our customers. We listen to them via app 
store ratings on both the Android and iOS 
platforms, feedback on our site, and social 
media.
We were the first US bank to surpass 20 
million active mobile users in Spring 2015, 
and in August 2015 mobile interactions sur-
passed online web logons for the first time.

Giving customers easy account access via 
Touch ID has been popular, as people want 
to see their balance at any time. Our iPhone 
app was in the top 100 of all apps in the 
Apple app store for 271 days in 2015, and 

our highest position was 48. Also, we had 
the number one app in the finance category 
for 324 days in 2015 in the Apple store.

We also measure our success around 
usage and growth. For example, we look at 
the number of digital (mobile and online) 
users we have – currently 40 million across 
JPMorgan Chase. Customers use our services 
several times a week and even several times a 
day. Chase.com is most visited bank website 
in the US, with 33 million website users.

What about links to social media?
We are a big user of social media channels, 
as they help us with marketing and also rein-
force our digital message. We converse with 
customers through Twitter which is a real-
time listening post for customer service and 
marketing.

We use Facebook to create opportunities 
and for advertising as well as customer ser-
vice, Instagram to inspire and to humanize 
our brand, Pinterest to provide content that 
drives customers to Chase.com so they can 
see how they can use the services we have to 
offer, LinkedIn to recruit through thought 
leadership, and YouTube to share how we 
think and tell stories through video content. 

We broadcast through Periscope [owned 
by Twitter]. Our Twitter news feed now 
contains live videos using Periscope, and 
people can ask questions and interact with 
us while we are doing live videos. <
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Analyst comment: David Albertazzi, Aite Group
“Chase’s decision to redesign its online site 
to mimic its mobile app so it has the same 
usability and navigation as the app, is indic-
ative of a new trend,” says Aite Group’s 
David Albertazzi.
“It used to be that mobile apps took elements 

from the online channel, and now it’s the reverse.
“Chase has realised that consumers tend 

to gravitate more and more to mobile, so 
by offering a consistent experience and 
responsive design across its mobile and 
online platforms, it is able to streamline 
its online site.”

As of 31 December 2015, Chase had 228 
million active mobile users, up 20% year-
on-year, having surpassed 20 million in 
spring 2015 and 16 million in 2013:

• In August 2015, Chase’s mobile 
interactions surpassed monthly web 
logins for the first time. New fea-
tures such as Account Preview and 
Touch IDs are driving the increase 
in Chase customers’ mobile interac-
tions; 

• Chase Mobile App for iPhone was in 
the Top 100 in the iPhone store for 271 

days in 2015. Chase Mobile was also 
#1 in the iPhone store’s finance catego-
ry 324 times in 2015, and

• Based on feedback from customers, 
Chase now allows app users to view 
images of deposited cheques as well as 
deposit and withdrawals slips on their 
phones. They can also view statements 
from their investing, auto loans, home 
equity lines and loans.

As of 31 December 2015, Chase had 39.2 
million active online users, up from 36.4 
million a year earlier.

In the fourth quarter of 2015, 72% of 
all new credit card accounts, excluding 
commercial card accounts, were acquired 
online, up from 62% in the fourth quarter 
of  2014.

The number of digital users (mobile and 
online) across JP Morgan Chase is now 40 
million. 

Chase.com is the most visited bank-
ing site in the US, according to Com-
pete.com, with over 33 million web 
users.

QuickPay
• 30 million QuickPay person-to person trans-

fers were completed via mobile in 2014, up 
80% from 2013, and

• QuickPay delivers over $1bn in transactions 
a year.

The QuickDeposit remote deposit capture service 
went live in July 2010:

• It was used 45 million times in 2014, and
• Deposits rose by 30% in 2014.

Mobile Bill Pay was up 30% in 2014 and was used 
over 60 million times in 2015.

Since November 2015, Chase’s Visa cardholders 
have been able to use the Samsung Pay mobile pay-
ment service.

Chase also supports Apple Pay.
In mid-2016, Chase will launch the Chase Pay 
app, online, and POS m-payment service for credit, 
debit and prepaid card customers.

Chase Pay, which is a closed-loop QR code-
based system, will be accepted at US retailers 
which belong to the MCX (Merchant Customer 
Exchange) consortium.<
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Wells Fargo dedicated to omnichannel
Wells Fargo is seeking to maximise customer use of branches and ATMs while deploying omnichannel 
technology to integrate them with its digital offerings. Fusing retail banking distribution with its digital 
platform ensures an enhanced customer experience, Wells Fargo claims. Robin Arnfield investigates

M
obile is at the heart of Wells Fargo’s 
omnichannel strategy, as the bank 
believes mobile’s real power is its 
ability to interact and integrate 

with other channels. 
According to David Albertazzi, senior 

analyst at US-based consultancy Aite Group, 
Wells Fargo’s investment in mobile is in line 
with its two main US rivals, Bank of America 
and Chase.
“All three are focusing on mobile banking 

delivery and growth,” he says.
“The emphasis is on usability and customer 

experience across all digital channels, online 
and mobile. The three banks’ goal is to offer 
a consistent experience across their digital 
platform for the different devices that peo-
ple use. They are all implementing responsive 
design, which adapts well to different screen 
sizes and device types.”

Feedback
To develop its mobile offering, Wells Fargo 
listens to its customers and takes its cue from 
developments in mobile services outside 
banking.
“We enhance our digital properties using 

customer feedback and data, as well as 
through an understanding of what other 
mobile experiences our customers have on a 
regular basis,” says Brett Pitts, Wells Fargo’s 
head of digital.
“Our main objective is to update and 

improve the customer experience. So look-
ing at customer patterns in terms of general 
mobile app behaviour is key for us. We also 
look at how other successful companies out-
side the financial services industry create and 
manage their online and mobile customer 
experiences.”

This strategy is paying off in terms of 
mobile banking customer growth. As of 
November 2015, Wells Fargo had 16.2 mil-
lion active mobile customers, up 14% year-
on-year. 

Enhancements
During the first quarter of 2016, Wells Fargo 
is redesigning its mobile app to provide an 
improved experience for customers who 
manage finances on their smartphone.

“From the app’s homepage, or ‘Front 
Porch’, to the account information dis-
played after login, customers will see infor-
mation that is easier to read, presented more 
intuitively, and provides educational content 
focusing on their financial health,” Pitts says.
“This mobile redesign is part of a larger 

effort to continue to create and evolve a 
more consistent digital experience across 
customers’ devices.”

Pitts believes Wells Fargo’s mobile app 
redesign will ‘continue to give the bank’s cus-
tomers an experience that remains one of the 
best among its peers, while also being much 
more intuitive and user-friendly’.

He said: The emphasis on consumer finan-
cial education makes it easier for customers 
to access information that makes them better 
informed about their options as Wells Fargo 
customers.”

Another planned enhancement for 2016 
is Touch ID.

“Wells Fargo began integrating Touch 
ID into the iPhone user experience begin-
ning in March, and will enable fingerprint 
authentication for more devices later this 
year,” says Hilary O’Byrne, associate vice-
president, corporate communications at 
Wells Fargo’s Digital Channels Group.

PFM tool
The Wells Fargo app includes a My Spend-
ing Report feature that allows customers to 
track their spending on the go. The personal 
financial management (PFM) tool was first 
launched in 1995 for Wells Fargo Online, 
providing a daily consolidated overview of 
transactions from a customer’s debit card, 
credit card, chequeing account and bill pay-
ments.

My Spending Report can be accessed via 
Wells Fargo’s iPhone and Android apps as 
well as on its mobile website. Transactions 
are organised by categories such as food/
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drink, health, travel, automobile/transporta-
tion, travel, and ATM withdrawals.

Call centre integration
A key feature of Wells Fargo’s app is the ease 
with which it hands off the customer to the 
call centre.
“We know that many of our customers like 

to begin interactions with us in a self-service 
mode like mobile, but may want to shift into 
assisted or full-service mode for more com-
plex needs,” O’Byrne says.

To help customers do this, the app con-
tains a Click for Care feature that allows 
them to chat with a call centre agent without 
re-authenticating themselves. 

Albertazzi is impressed by this feature. 
“The app provides a true omnichannel expe-
rience through Click for Care,” he says. “It’s 
all about reducing friction between the dif-
ferent channels.”

Branches
While JPMorgan Chase has been closing 
branches, Wells Fargo, which has the largest 
branch network in the US, is committed to its 
physical locations.
“Our branches will look and be different 

in the future, but will always be part of the 
mix,” O’Byrne says.
“We know it’s important to our customers 

to be able to speak with a banker who can 
help them with their financial needs.”

O’Byrne notes that the majority of Wells 
Fargo customers use all the bank’s channels. 

“In a recent six-month period, over 75% of 
our customers, including millennials, inter-
acted with a teller or banker in a physical 
store,” she says.

Aggressive approach to digital
 “Wells Fargo is very aggressive about using 
digital channels and technologies, and that 
focus is seen in a number of offerings,” says 
Ron Shevlin, Director of Research at US con-
sultancy Cornerstone Advisors. 
“To increase awareness about its intro-

duction of Apple Pay, Wells Fargo used 
pop-up branches to generate traffic and 
provide training.
“In its redesigned website, the link farm 

was replaced with an interactive ribbon 
structured around life needs. Also, Wells 
Fargo is very active on social media chan-
nels, and developed an online discussion 
forum to engage college-bound students 
and their parents in student loan discus-
sions.”

ATMs
Wells Fargo is integrating its ATMs into its 
digital technology platform. “We’ve begun 
to connect our full-service teller and self-ser-

vice ATM experiences,” says O’Byrne.
“At a growing number of Wells Fargo 

stores, customers can begin their transaction 
at an ATM, but, if they need more assistance 
or if a transaction requires approval, a store 
team member is alerted on a wireless tablet 
and provides in-person assistance to com-
plete the transaction.”

Another feature is ATM personalisa-
tion.
“Using predict ive analyt ics,  Wells 

Fargo’s ATMs present customers with 
touchscreen buttons based on their pre-
vious transactions and preferences,” says 
Shevlin.

Mobile cardless ATM access
Wells Fargo plans to provide its customers 
with the ability to carry out mobile card-
less ATM withdrawals, says Jonathan Vel-
line, head of Wells Fargo’s ATM and store 
strategy.

The bank plans two methods for cardless 
ATM access, one using near-field commu-
nication (NFC) and the other using access 
codes generated by Wells Fargo’s mobile app.

To use their NFC-enabled smartphones for 
cash withdrawals, customers will need to load 
a debit or ATM card into the mobile wallet 
stored on their phone. They then authenticate 
themselves on their phone using a thumbprint 
or passcode. Once authenticated, customers 
hold their phone near the NFC-enabled ATM 
terminal, which displays the main menu and 
asks for them to enter their ATM PIN.  This 
feature will start rolling out in the second quar-
ter of 2016, Velline says.

A different mobile ATM withdrawal sys-
tem, using one-time passcodes, will pilot at 
the end of 2016, Velline says. Customers 
will authenticate themselves by logging into 
the Wells Fargo mobile app. They will then 
select an account and request an access code, 
which arrives in the form of an eight-digit 
token. Once at the ATM, they have to type in 
their access code and ATM PIN and proceed 
to the main menu to perform their transac-
tions.

Digital for financial advisors
Wells Fargo is enabling its wealth manage-
ment staff to visit customers at their homes 
and offices fully equipped with digital con-
nections.

In June 2015, Wells Fargo Advisors 
launched the Smart2Go app for tablets for 
the benefit of its 15,000 advisors. The app, 
an extension of Wells Fargo’s desktop Smart-
Station program, allows advisors to provide 
reviews, compare asset allocation models, 
read research reports and review customers’ 
account holdings and activity.

It also gives advisors direct access to sup-

port staff who can take immediate action on 
the client’s investments while the advisor is 
away from the office.
“Smart2Go is now available to all financial 

advisors who have personal devices equipped 
with the Good mobile app,” O’Byrne says. 

“Currently, we have some 1,600 active Smart-
2Go users with around 4,000-5,000 logins 
per month.”  

Alerts 
Wells Fargo customers can sign up via their 
Wells Fargo Online account for a dozen dif-
ferent types of alerts from the bank, specifying 
whether they want to receive alerts via email or 
on their mobile device. Millions of customers 
have signed up for alerts, according to Pitts. 

Between January 2015 and September 
2015, Wells Fargo sent out over 500 mil-
lion text and email alerts, the most popular 
being updates on deposits or withdrawals, 
daily and weekly account balance summa-
ries, and alerts notifying customers when 
balances are above or below a pre-deter-
mined amount. 
“The purpose of Wells Fargo’s alerts is to 

engage customers, and this is what tends to 
happen,” says Albertazzi. “Wells Fargo has 
a focus on customer engagement and consist-
ently trying to bring its customers back to the 
mobile app.”<

Wells Fargo: 
key data for year-end 
31 December 2015
Retail Banking:
 y Primary consumer chequeing customers 

up 5.6%  year-on-year
 y Retail Bank household cross-sell ratio of 

6.11 products per household, compared 
with 6.17 year-on-year

 y Customers rated their overall experi-
ence, satisfaction with visit, and loyalty 
with Wells Fargo stores at all-time highs 
based on fourth quarter 2015 survey 
results.

Branches:
 y 8,643 physical locations comprising 

6,132 retail banking stores, 1,383 Wells 
Fargo Advisors offices, 663 Wholesale 
offices, 465 Mortgage offices

 y 12,954 ATMs
Online and mobile banking:
 y 26.4 million active online customers, up 

7% year-on-year
 y 16.2 million active mobile customers, up 

14% year-on-year
 y Active Customers: Customers who actively 

use their chequeing account with transac-
tions such as debit card purchases, online 
bill payments, and direct deposit.<
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US digital-only Ally sees rapid growth
Since its launch in 2009, US digital-only Ally Bank has attracted over one million customers. The bank 
follows a strategy of offering digital services that closely align with its product set; Robin Arnfield takes a 
closer look at the bank’s service portfolio and how it has greatly aided the firm’s growth

A
l ly is the direct 
banking subsidiary 
of Detroit-based 
automotive financ-

ing provider Ally Financial. 
In the year to 30 Septem-
ber 2015, Ally Bank saw 
year-on-year retail deposit 
growth of 15% – $6.8bn  
to $53.5bn, while bro-
kered deposits rose slightly 
to $10.2bn. Ally saw 16% 
year-on-year growth in the 
number of deposit custom-
ers to reach 1.03 million. 

During the third quarter 
of 2015, Ally added 36,000  
net new customers.
“We have a growing customer base of mil-

lennials, who like the products, convenience 
and service we offer,” Carrie Sumlin, Ally’s 
Digital Deposit executive tells RBI. “We also 
have a lot of older clients interacting with us 
digitally.”

Forrester Research ranked Ally best-in-
class in its 2015 US CX (Customer Experi-
ence) Index, while Money Magazine declared 
it the best online bank five years running, 
from 2011 to 2015. In January 2016, GOB-
ankingRates’ Best Banks series named Ally 
the best online bank of 2016’ out of a total 
of 30 US online-only banks. 

New products
Plans are underway to leverage Ally Bank’s 
brand and customer base to launch a range 
of new products, Ally Financial CEO Jeffrey 
Brown told a Goldman Sachs conference in 
December 2015. Products under develop-
ment in 2016 include credit cards and mort-
gages, he said. 

Rather than use its balance sheet or opera-
tions, Ally works with an affinity relation-
ship partner for credit cards, Brown says. It 
also uses a third-party service provider for 
mortgages.
“We’re excited about the future opportuni-

ties, where the company can grow by offer-
ing more products, services, and technologies, 
all in the spirit of better serving our custom-
ers,” he adds. 

Innovations
Making a virtue of being digital-only, Ally 
offers innovative self-service facilities includ-
ing Ally Assist, its talking digital assistant; an 
online CD management tool; and an ATM 
and POS cashback locator app. 

Ally’s recent digital innovations follow a 
complete redesign of its online platform in 
2015, using HTML 5, the fifth revision of 
the HTML standard since the inception of 
the World Wide Web. HTML 5 was pub-
lished by the World Wide Web Consortium 
in October 2014. 

As well as giving a more mobile look to 
Ally’s online banking service, the new plat-
form enables Ally to make changes and 
improvements in a low-cost manner. 
“The criterion for offering digital services 

is that they align closely with Ally’s product 
set,” says Sumlin, who led the redesign of 
Ally Online Banking.

“We won’t do a lot of first-to-market on 
newer technologies, or do things that are 
cool for the sake of being cool.
“We wait until there’s an advantage to our 

customers or a demand from them for these 
new technologies.

 “A lot of our changes have been service-
based changes,” Sumlin continues. “We want 
to let customers interact with us in digital 
channels if they want to, and not force them 
to use faxes, document scanners or phone 
calls if they don’t want to.” 

Among the enhancements 
introduced in 2015 was the 
facility to submit wire trans-
fer requests online, whereas 
previously customers had to 
fax wire transfer requests. 
Another was to provide cus-
tomers with access to seven 
years of statements and tax 
receipts online, compared 
to the usual 18 months pro-
vided by most banks. 
“As a digital bank, we 

thought it important that 
customers shouldn’t need to 
call us to get their informa-
tion,” Sumlin says.
“We want  people  to 

retrieve their statements electronically rather 
than have to request paper versions.” 

Ally also made it easier for clients to sub-
mit documents, so that, during the online 
application process, customers needing to 
verify their ID can upload additional docu-
mentation.

Enhancements to Ally’s Bill Pay service 
included same-day online bill payments to 
600 payees, and overnight cheque payments 
for almost all paper payees.

The cut-off time for submitting requests 
was extended from 7:30pm to 11pm Eastern 
Time to accommodate customers managing 
their accounts in the evening and especially 
those not on Eastern Time. 

Interest rates
Interest-bearing checking accounts and com-
petitive lending and saving rates are main-
stays of Ally’s marketing, reflected in prod-
ucts such as Certificates of Deposit (CDs) 
and Individual Retirement Accounts (IRAs).
“Ally doesn’t have a costly infrastructure, 

so it has a strong marketing message that it 
offers great rates,” says David Albertazzi, a 
senior analyst at Aite Group. 

 Ally ‘is a one-stop bank that helps you 
avoid most (although not all) fees while max-
imizing interest across multiple accounts’, 
said Money magazine when it named Ally 
Best Online Bank. 

Ally offers CDs with terms from three 
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months to five years. Customers can raise 
their CD interest rate once for two-year-term 
CDs and twice for four-year-term CDs.

They can withdraw all their money any 
time after the first six days following the date 
the account was funded and keep the interest 
earned with no penalty.

In 2015, Ally introduced an online CD 
management tool with interest disbursement 
options for non-IRA CDs. 
“A lot of our clients prefer to do their busi-

ness digitally, and now we’ve moved the 
management of that core function for a large 
portion of our CD portfolio to the digital 
channel,” Sumlin says.

The management tool allows clients to 
specify renewal instructions for their CDs 
up to a year in advance without needing to 
speak to a call centre agent. For example, 
they can roll the CD into a different type of 
CD or add money either from an Ally or non-
Ally account. Clients can also set CD interest 
disbursement options online. 

Customers who prefer to talk to an agent 
on the phone may continue to do so. Ally 
offers 24-hour access to its call centre, 365 
days a year.
“You can call at any time day or night and 

get the same service you would get during 
the day for your accounts,” Sumlin says. 

“That resonates with people as they can’t go 
to a branch called Ally Bank, but they can 
call us any time.”

Mobile
Over the past few years, Ally has seen a big 
trend for customers to supplement their 
online banking with mobile interactions. 

“40% of all digital channel log-ins and trans-
actions now take place through mobile devic-
es, either through our app or our mobile 
website,” Sumlin says. 

As well as iPhone and Android smartphone 
apps, Ally offers tablet-optimised apps and a 
mobile-optimised website. 

Customer preference for mobile transac-

tions is apparent in remote deposit capture 
(RDC), where 90% of deposits now take 
place via the mobile channel.
“Mobile RDC is hugely convenient for con-

sumers and works so well on mobile,” Sum-
lin says. “Many people don’t have PC scan-
ners, and, even if they do, it’s much easier to 
use a smartphone than a scanner to deposit 
cheques.” 

The success of mobile banking prompted 
Ally to redesign its online platform using 
practices created for the mobile channel, 
such as easy navigation and presentation 
of information on a smaller screen. Besides 
simplifying online banking, the redesign cre-
ated a uniform experience across different 
channels. 
“Whether our customers are using a tab-

let while watching TV in the evening, doing 
online banking from a desktop PC at work, 
or using a smartphone while collecting the 
children from school, they have a similar-
looking experience,” Sumlin says.

In order to use the mobile app, customers 
have to register first on the online banking 
site and set up their ID and password. They 
can access this site either on a PC or via the 
mobile web on a mobile device.

They also need to set up a delivery mecha-
nism for receiving one-time passcodes, which 
are used when they log in from a device not 
recognised by Ally.

Customers aren’t required to carry out a 
separate mobile enrolment, and, once their 
credentials are established, they can use their 
phone to log in.

Ally Assist
Introduced in 2015, Ally Assist is an Apple 
Siri-style mobile virtual assistant that 
responds to queries and commands submit-
ted via speech or text. It can transfer funds, 
pay bills or make deposits. It also provides 
detailed information on transactions, interest 
earned and saving or spending patterns. 

Typing or speaking ‘how much did I spend 
in May?’ or ‘how much did 
I deposit?’ will produce a 
calculated answer and then 
a list of specific transactions. 
Customers can also ask how 
much they have spent at a 
particular merchant.

The digital assistant gener-
ates reminders, warns about 
potential problems, and gives 
financial recommendations. 
A prediction page provides 
a real-time view of customer 
accounts and contains infor-
mation such as a reminder 
that it’s time to pay a bill, a 
notice that a recent purchase 

has posted to an account, or that an account 
balance is low. 

Ally Assist is accessed via the iPhone bank-
ing app and isn’t available yet for Android 
devices. Sensitive information is delivered via 
text only.
“Our digital strategy is in line with custom-

er experience – it’s rooted in making things 
easier for customers to open new accounts 
with us or service their existing accounts,” 
Sumlin says.
“We want to make financial services seam-

less and easy for clients, not a burden – by 
achieving a really good smooth online expe-
rience, we benefit as a digital bank, not just 
our customers.”

ATM locator
To further differentiate itself from rivals, Ally 
has enhanced its ATM locator app to pro-
vide the location of POS terminals offering 
cashback. In 2015, an Apple Watch version 
of the app was added. 

Ally customers have unlimited access to 
40,000 US ATMs in the Allpoint surcharge-
free network. Additionally, Ally reimburses 
customers for up to $10 worth of fees per 
month incurred when using surcharging 
ATMs.

Benchmarking
Ally’s research group keeps a keen eye on news 
and external industry research. “If we’re not 
in line with our rivals, we look at whether we 
want to be different from them or if we should 
try to get in line,” Sumlin says.

But even stronger than external research 
is the use of what Sumlin calls the voice of 
the customer. To hear this voice, the bank’s 
research group carries out regular phone sur-
veys of its mobile app and online banking 
site users.

Additionally, every Ally web page has a 
‘give feedback’ link, where clients can leave 
messages, usually about digital services and 
call centre experiences. The comments post-
ed on the website are read on an hourly basis, 
Sumlin says.
“Many of our executives and product 

mangers get direct product notifications 
every time these messages are posted to our 
website so we can understand what we need 
to improve or what is going well,” she says. 

“This informs our roadmap directly.”
Ally monitors social media to find out 

what its customers are concerned about, 
Sumlin says. It also uses social media to edu-
cate customers about general banking issues, 
provide financial information that may be 
useful, and publicise service developments.
“If a person tweets about an issue they are 

having, we will respond to their question and 
try to help them,” Sumlin says.<
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Temenos targets growth in the States
Temenos, a global banking software vendor, brought together multiple players in the industry to Barcelona 
for its Temenos Community Forum (TCF). This event focused on the developments in the financial sector and 
the innovation coming from new entrants. Patrick Brusnahan reports on the key findings and ideas

Data to “make a difference”

The world’s data doubles every two years, 
according to Temenos CEO David Arnott. The 
question is: how can financial institutions 
utilise this vast ocean of information?

Considering the vast amount of data avail-
able, one would think that banks and other 
financial institutions would be using it to their 
advantage. 

However, this is not the case. While compa-
nies such as Google make a vast amount 
of their revenue through data, according to 

Temenos at its Community Forum (TCF), banks 
find close to 0% of income through data.

It seems as if everyone is looking towards 
data apart from banks. A startling fact from 
Arnott stated that 99% of consumers’ data is 
easily available through hackers. At the same 
time, FIs refuse to look at what they already 
have. However, Arnott said that ‘there’s now a 
desire to make a difference’.

He added: “We need a clear view of what we 
do with data.”

Mark Winterburn, group product director, 
agreed. He argued: “Data in the past was a 
problem. Now, it is an opportunity. The key is 
knowing the right action for the right time.”
One key advantage that data can bring is 
proper use of analytics or as Winterburn put 
it: “When data is everywhere, we can enable 
analytics everywhere.”
Dharmesh Mistry, product director – UXP at 
Temenos, said: “We have integrated data into 
our PFM (personal finance management) en-
gine. Through this, Temenos UXP is being used 
to drive customer experience. You can capture 
events to drive engagement, but the way to 
interact has to be in real time.”
With the usage of data, heavily regarded at 
the conference, a more personalised finan-
cial experience can be created. For example, 
data can be used to offer specialised loyalty 
rewards to faithful customers. However, this 
is up to banks and other financial institu-
tions to implement. 
As Arnott told RBI: “It is not [Temenos’] 
place to segment customers.”<

The potential of the US

In an intimate lunch meeting, David Arnott, CEO 
of Temenos, talked about the areas with the 
most potential for a software vendor such as 
his firm.

He said: “The US market is absolutely ripe for 
change. Many of the smaller community banks 
and credit unions, despite their size in terms of 
assets, are all identical. That’s an exciting op-
portunity for us.”

Currently, Temenos’ revenue from the US totals 

less than 1% of total yearly revenue, but he 
claimed ‘when you get your foot in the door, it 
can be transformational’. 
Arnott believed that offering a different business 
model to its competitors could be key to gaining 
a greater foothold in the region. 

“Fiserv, Fidelity, and Jack Henry are the big three 
and what’s happened in the market is these 
three big companies are big outsourcers that 
have come in and taken advantage with big data 
centres in the middle of nowhere. They do every-
thing and, effectively, all the bank needs to do is 
maintain the branch network and decide which 
products they want to sell,” Arnott explained.

“We see ourselves as more of a Microsoft. We’re 
coming in with a different approach. None of 
these three have the software we have. Keeping 
it modern has not been top of mind for them.”
The big problem, according to Arnott, was com-
panies taking on a services model and it kills 
them through an attempt to ‘take the revenue 
short-term’.
He said: “There’s nothing really different about 

the US market, a loan is a loan, a mortgage is a 
mortgage. When we went to America, we came 
and said we only wanted to do the software part, 
with no desire to install our own software, which 
immediately set up apart from other software 
players, who do want to do their own services. 
They recommend us because they can make 
more money.”
Another region discussed as packed to the brim 
with opportunity were emerging markets where 
Temenos receives approximately 38% of its 
revenue.

“The opportunity for growth is great. Emerging 
markets have a lot of real challenges. There 
are demographic changes, emerging middle 
classes, technology players. They’ve got re-
ally nimble competitors and a market that is 
increasingly technology savvy. There is less of 
a loyalty to the traditional banking model and 
some of the market doesn’t even have banks,” 
Arnott purported.
He concluded: “I think we’ve got all the products 
we need now. The next step is to be more of a 
trusted advisor.”<
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CBA and 60-second onboarding
A number of players in the financial industry 
attended TCF to impress people with their tech-
nology. One that grabbed the attention of many 
eyes was The Commonwealth Bank of Africa 
(CBA) with their service that enabled 60-second 
account sign up.
When speaking with RBI, Mohammed Jama 
Dalal, the head of technical services at CBA, 
bragged that the service ‘tends to do better than 
60 seconds’.
The product is M-Shwari. Launched in November 
2012, through a strategic partnership between 
CBA and Safaricom (the owners of M-Pesa), it 
has taken the Kenyan market by storm with its 
banking account, a mixture of savings and loans.
Why did CBA take on this strategy? Dalal 
explained: “CBA has always been known to be a 
high net worth type of bank, we’ve been known 
to bank for HNWIs. We had retail products, but 
that was not really our market until 2011 where 
the new strategic objective was to expand into 
the mass market. 

“However, we need to not go into it the same way 
as our competitors did. This obvious tactic is 
to pump more money into it and increase your 
branch network. We only have 23 branches in 
Kenya, so we didn’t feel that would be the right 
thing to do.”
Safaricom has over 25 million customers, ap-
proximately 20 million of which do not have a 
formal bank account. Most of these consumers 
actively used M-Pesa, but they did not receive 
any interest or any proper banking services. This 
was an opportunity for CBA.
Dalal said: “We partnered with [Safaricom] and 
said we would own a product and offer it to 
your existing customers by making use of their 
channel. What really happens is that the custom-
ers can access their account, accept terms and 
conditions, and then we automatically create a 
savings account. 

“Once a customer chooses to register, we are 
integrated with the M-Pesa systems and the 
information is already there. We can fetch all of 
their information and subject them to a credit 
scoring and immediately determine everything 
within 60 seconds.”

Currently, M-Shwari has 14.6 million customers 
in comparison to M-Pesa’s 25 million, so Dalal 
considers the experiment to be a great success.

“When we launched, the first day reached 79,000 
customers. We could have had more, but we 
didn’t expect those numbers and struggled with 
volume. With 40 days, we hit a million. Facebook 
took six months to get that,” he said.

“After three years, we now have 14.6 million 
users and it’s growing at a rate of 11,000 
customers a day. We accept about 66,000 
loans per day and we’ve tried to enrich the 
value proposition we give to our customers. 

We’ve launched a similar thing in Tanzania and 
Uganda and, before the end of the year, we want 
to have launched it in Rwanda. In Tanzania, we 
have over four million customers. We launched 
in Uganda two weeks ago and we expect two 
million users in the first 18 months.”
While this is good njews for CBA, the lender has 
much bigger plans in sight.
Dalal concluded: “We have an ongoing project to 
create a digital bank in Kenya. We honestly believe 
this is going to be the road map for the banks in 
the retail space, so now we want to own our own 
channel as opposed to being reliant on [Safaricom]. 
Our hope is to convert at least four million existing 
customers into the digital bank. We’ll give them a 
debit card in their hands, as well as a prepaid card, 
all connected through an app.

“We hope to launch in August and see where it 
takes us.”<

Are banks meeting customers’ needs?
A panel entitled “The future of banking”, chaired 
by Ben Robinson, Chief Marketing Officer of 
Temenos, honed in on whether banks were 
providing what their customers needed. 
Rita Gunther McGrath, a professor at Columbia 
Business School and the author of The End of 
Competitive Advantage, said: “People always 
talk about how customers’ needs are changing, 
but the needs are all the same. It’s all about 
how they are addressed.”
Michal Panowicz, vice-president of digital at Nor-
dea and the Digital Banking Club’s Personality 
of the Year 2015, agreed: “I would say customer 
needs are not changing at all. What is changing 
is how we deliver those parameters.”
Bruce Rogers, chief insights officer at Forbes, 
cautiously stated: “The idea that millennials will 
go solely digital is just not true. They still want 
human contact.”
David Brear, CEO of 11FS, explained: “We need 
to start talking about banks meeting needs. 

They know what the needs are, but are they 
meeting them? Probably not. Arguably, products 
have been the same for  the last 300 years. 

“Digital banking has been used as a cost-cutting 
measure and it has been underwhelming in 
results. In the UK, banks are basically bribing 
people to move. That’s not an incentive that is 
good enough.”

The discussion turned towards the unbundling of 

products, which Panowicz described as propos-
ing ‘serious questions’. 
McGrath said: “Some good examples are PayPal 
and TransferWise. These sorts of things are 
sustainable. Do they completely unbundle a 
bank? No.”
Fintech needed to be more closely examined, 
according to Panowicz. “We need to deaverage 
fintech. They are not one great blob of goodness 
or badness,” he said.
Brear continued: “A lot of collaboration I see 
in fintech is just good PR. A lot of the business 
units sit in the same brand, but they sit as far 
apart as they can. I’m not sure banks diversify 
into this because customers demand it.”
McGrath concluded: “The tendency to do 
things in a stupid way is still prevalent. You 
have to see touchpoints in a very precise way. 
Consumers compare their experience with 
[banks] to the best experience they’ve  
ever had.”<
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Millennials crave financial services that are fast, easy and secure

Banks must adapt to meet the expectations of millennials if they are to prosper in the digital age, argues 
Fiserv’s Rebecca Duckworth. The digital-savvy 18-24-year age group will demand that financial institutions 
deliver the kind of customer experience they take from granted from big consumer tech players

A
s the first wave of the digital first 
generation makes its way into the 
financial services mainstream, they 
are bringing their unique perspec-

tive with them. This is a generation that has 
always had access to digital technology, and 
that background has shaped the way they 
want to bank. 

Traditional banking experiences, such as 
branch visits and call centres, do not meet 
the needs of many millennial digital-first con-
sumers, and this is reflected in their views of 
financial institutions. 

The Expectations & Experiences: House-
hold Finances survey conducted on behalf 
of Fiserv found that early millennials (ages 
18–24) are less satisfied than the overall 
population with their financial institution 
and report more need for tools and advice. 

Another recent study from Facebook 
shows that this group is looking for new 
financial services providers to trust to man-
age their money, presenting a challenge for 
established financial institutions. New chal-
lenger banks in the UK market have realised 
this. Tandem Bank’s recent successful license 
application for a digital-first bank shows 
how providers are catering for millennial, 
mobile-focussed consumers.

Putting the customer first on mobile
Millennials are discerning users of technol-
ogy, accustomed to the best that Silicon Val-
ley engineers can produce in terms of user 
experience.

They expect frictionless, innovative mobile 
experiences, whether managing travel, shop-
ping, sending photos or making social con-
nections, and they now expect the same qual-
ity user experience from mobile banking.

All consumers, not just millennials, expect 
mobile banking to be different. Typical 
mobile banking interactions involve trans-
actions that take less than 60 seconds to 
accomplish, or have a sense of urgency, for 
example checking a balance or paying a bill. 

The most successful mobile banking solu-
tions are those that include robust function-
ality, to the point that a mobile banking 
user could bank solely through the mobile 
channel. The mobile-only user never intends 

to visit a branch – or only will do so when 
forced – so is unconcerned with branch 
locations and ‘refresh-of-the-banking-store’ 
updates. Traditional banking processes 
sometimes simply don’t make sense to the 
millennial.

To satisfy the mobile-only consumer, finan-
cial institutions must balance security with 
usability to make the mobile banking user 
experience as frictionless and user-friendly 
as possible. For example, registration and 
credential management must be streamlined 
and take into account the way tasks are 
accomplished on a smartphone.

To make mobile banking much more of an 
immersive experience, financial institutions 
can borrow tactics from big consumer tech 
players. Imagery, for example, is central to 
human interactions and banks have fallen 
behind on using visuals such as logos, map 
or street views.  

Finessing the user experience
When it comes to financial tools and services, 
millennials are clear – make it fast, easy to 
use and secure. The Expectations & Expe-
riences survey found that nearly 80% of 
early millennials (age 18–24) and 83% of 
late millennials (age 25–35) desire real-time 
balances, and 84% of early millennials and 
86% of late millennials want instant posting 
of transactions. 

In addition to providing mobile banking 

and real-time information, financial institu-
tions that offer help setting up and sticking 
to a budget, tools for managing debt and 
bills, and alerts when finances go off course 
appear to be more likely to establish long-
lasting, satisfying relationships with their 
millennial accountholders. 

Customer service also looms large with 
younger generations – 26% of early mil-
lennials who have more than one financial 
organisation say the reason they have mul-
tiple financial organisations is because they 
like to shop around when choosing a finan-
cial organisation and having multiple finan-
cial organisations helps them assess the level 
of customer service.

The next generation of financial services
Just as consumer technology businesses have 
capitalised on the burgeoning earning power 
of the millennial generation, it is now time 
for financial services providers to ensure that 
they are catering for this tech-savvy group.

By focussing on user experience, banks can 
reinvent themselves as attractive options for 
millennials, providing a service that is easy 
to use, trusted, and that fits in with busy, on-
demand lifestyles. 

Customers want what they want, when 
they want it and how they want it. In 
this new world, financial institutions 
must adapt to meet the expectations of a  
new generation.<

RBI 727.indd   16 01/07/2016   16:17:59



www.retailbankerinternational.com  

MOBILE

Barclays completes mobile 
payment app rollout in UK 

UK banking group Barclays has completed 
the launch of its host card emulation (HCE) 

-ased mobile payment app, Contactless 
Mobile, in the UK as an alternative to 
Android Pay.

The app allows users to link a Barclays 
debit card or Barclaycard to their phone to 
make payments at near-field communication 
(NFC)-enabled payment terminals.

The payments service allows users to make 
contactless payments up to £100 ($148). For 
making payments of over £30, users will 
have to enter their card’s PIN.

Users require a compatible Android 
phones with an operating system of 4.4.2 or 
above, and an eligible Barclays debit card or 
Visa Barclaycard to use Contactless Mobile.

The new app will also allow users to ‘wave 
and pay’ in shops, restaurants and across the 
London transport network.

STRATEGY

Number26 raises $40m in fresh 
funding round 
Number26, a German digital banking 
startup backed by Peter Thiel, has raised 
$40m in a fresh round of funding to drive 
expansion.

The Series B funding was led by Horizons 
Ventures and joined by Battery Ventures as 
well as Robert Gentz, David Schneider and 
Rubin Ritter. Existing investors Thiel’s Valar 
Ventures, Earlybird Ventures, and Redalpine 
Ventures also contributed to the latest round 
of financing.

The company said the funding will help in 
the integration of new products such as sav-
ings, investment and credit.

Number26 founder and CEO Valentin 
Stalf said: “This financing round brings 
together some of the world’s leading inves-
tors. They provide substantial financial 
resources and networks to accelerate our 
transformation of the banking landscape 
over the coming years.”

Number26 founder and CFO Maximilian 
Tayenthal said: “Number26 has fundamen-
tally transformed the traditional banking 
model. We selectively partner with some of 
the best fintech companies around the world 
to offer a platform of products within a 
seamless, mobile-centric experience.
“We’ve also built a highly scalable technol-

ogy base using an extremely lean organisa-
tional structure.”

Launched in January 2015, the firm has 
more than 200,000 customers across eight 
European markets.

M&A

NIC Bank to acquire deposits 
and assets of Imperial Bank 

Kenya’s NIC Bank is set to acquire some 
deposits, assets and liabilities of collapsed 
lender Imperial Bank (IBL), which was 
placed under statutory management in Octo-
ber 2015.

The agreement was inked with Imperial’s 
receiver manager Kenya Depositors Insur-
ance (KDIC) after the bank failed to provide 
assurances and implement a plan that would 
help reopen the bank.

NIC will now assess the quality of IBL’s 
assets and liabilities, support the recovery 
of IBL’s loans, and offer guidance on other 
assets and on staffing. The bank will also 
take over majority of IBL staff and branches.
“This step was taken to safeguard the inter-

est of IBL’s depositors and creditors, and in 
the wider public interest,” Central Bank of 
Kenya said in a statement.

KDIC will retain management and control 
of all the IBL assets and liabilities that will 
not be offloaded.

The Central Bank of Kenya said: “NIC 
will disburse on behalf of KDIC a maximum 
of KES1.5m ($14,827) each to the remaining 
IBL depositors, as soon as the High Court’s 
suspension of payments to IBL depositors is 
lifted, and subject to account and identity 
verifications that were conducted previously.
“Once completed on this basis, 45,700 

depositors (equivalent to 92% of depositors) 
will have been paid in full or not claimed 
their balances of less than KES2.5m. A High 
Court ruling on the suspension of payments 
is expected on July 4, 2016.”

RESEARCH

UK to become cashless within 
20 years: London & Partners 
The UK is expected to ditch cash payment 
and emerge as a cashless society over the next 
20 years, reveals a report issued by London 
& Partners.

Over 2,000 consumers participated in a 
survey conducted by the company, which 
highlighted that 68% of Brits believe cash-
less technologies will completely replace cash 
by 2036.

In London alone, around three-quarters 
of consumers felt that cash would disappear 
within 20 years.

The survey is supported by figures showing 
the rise in contactless payment technologies. 
New data from MasterCard indicates that 
contactless spending has grown by 326% 
year-on-year in the UK.

To further facilitate the growth of the 
cashless society, the Bank of England (BoE) 

recently announced that it will unveil a fin-
tech accelerator programme that will work 
with technology companies to harness fin-
tech innovations.

BoE governor Mark Carney said: “Finan-
cial technology companies will change the 
nature of money, shake the foundations of 
central banking and deliver nothing less 
than a democratic revolution for all who use 
financial services.”

MasterCard UK & Ireland head of digital 
payments Elliott Goldenberg said: “We’re in 
what we might call a perfect storm for pay-
ments right now.
“There is this virtuous circle of creation and 

adoption in fintech where tech-savvy con-
sumers and entrepreneurs are feeding from 
each other.
“No other market combines the expertise, 

the captive audience and regulatory infra-
structure in this way.”

London is widely recognised as a global 
city for the development and adoption of 
fintech technologies. The rapid adoption of 
new payment technologies has been cited by 
experts as a critical factor in investment com-
ing into the UK’s fintech industry.

SECURITY

ING Netherlands deploys 
ThetaRay’s fraud solution
ING Netherlands has selected ThetaRay’s 
Advanced Analytics Solution to identify 
fraudulent behaviour.

The Israel-based technology vendor said 
that integrating its technology with ING’s 
standing risk engine will allow the lender to 
rectify new instances of SME lending fraud 
hidden within transactional and organisa-
tional data in real time and with industry-
low false positives.

ThetaRay said that its multi-domain big 
data analytics platform will allow the bank 
to identify lending fraud, ATM hacks, money 
laundering and cyber attacks, and uncover 
opportunities to boost revenue through 
increased loans and optimised mortgage 
assurance levels.

The platform’s mathematical algo-
rithms will help the lender to process mul-
tiple parameters simultaneously and reveal 
unknown threats across multiple environ-
ments, systems and sources in real-time, the 
technology provider added.

ING Netherlands director of fraud and 
cybersecurity Beate Zwijnenberg said: 

“ThetaRay impressed us during a recent proof 
of concept by rapidly identifying a number of 
transactional anomalies.
“The ability to detect fraudulent activity 

with this level of precision and accuracy is 
truly innovative.”<
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M&A

Hungarian government and 
EBRD to buy 30% stake in Erste 
Bank Hungary for $281.3m 

The government of Hungary and the Euro-
pean Bank for Reconstruction and Devel-
opment (EBRD) have agreed to acquire a 
15% stake each in Erste Bank Hungary, the 
Hungarian division of Austrian lender Erste 
Group Bank.

EBRD and the government will pay a 
combined HUF77.78bn ($281.3m) for their 
respective stakes in Erste Bank Hungary. The 
government will acquire the stake through 
state-owned company Corvinus.

Erste Group will boost the capital base 
of the Hungarian unit before completion of 
the deal to sustainably enable the bank to 
provide additional lending to the Hungarian 
economy.

The buyers have also agreed an exit mech-
anism, which offers Corvinus the right to exit 
any time, Erste Group the right to exercise 
the call option five years after the sale, and 
EBRD the right to exercise the put-and-call 
option between five and nine years after the 
purchase.

The deal is expected to be wrapped up by 
the end of 2016, subject to Hungarian and 
European regulatory approval, and comple-
tion of the capital increase in the Hungarian 
unit.

EBRD First vice-president Phil Bennett 
said: “With our investment we are strength-
ening and supporting a private bank which 
has successfully overcome the effects of the 
global financial crisis and is committed to the 
region.
“The stronger capital base will allow Erste 

Bank Hungary to implement its growth plan, 
including lending to local SMEs, thus con-
tributing to improved financial intermedia-
tion and supporting the real economy.”

DISTRIBUTION

SBI to expand acceptance of 
Amex cards in India 
State Bank of India (SBI) has signed an agree-
ment with American Express (Amex) to 
increase acceptance of Amex cards in India.

SBI will boost both offline (card present) 
and online (card not present) payment 
acceptance among merchants in India.

SBI’s deputy MD of corporate strategy and 
new business, Manju Agarwal, said: “The 
strategic alliance with American Express 
will enable SBI to extend to its merchants a 
cost-effective solution that provides the con-
venience of one point of contact for all card 
networks, competitive pricing, faster funds 
availability and consolidated statements.”

American Express regional president San-
jay Rishi said: “We’re on a journey to ensure 
that our Card members can use their Ameri-
can Express Cards every day for virtually all 
their purchases and earn valuable rewards 
along the way.
“We’ve made great progress expanding our 

merchant network in places like retail, fuel 
stations, grocery stores, fast food restaurants, 
and online merchants, and solidifying a 
broader presence among small and medium-
sized merchants across India is the next step.”

STRATEGY

Bank of England to launch 
fintech accelerator 
The Bank of England (BoE) has announced 
plans to launch its own fintech accelerator 
that will work with fintech firms to harness 
innovations for central banking.

The central bank said that it will offer 
firms the opportunity to showcase their solu-
tions for real issues facing policymakers.

Fintech start-ups in the accelerator will be 
invited to carry out proof of concept (POC) 
trials with BoE. In case of successful POC 
projects, the BoE will act as a reference for 
the associate firm.
“With time, the accelerator will build a net-

work of firms working in this space for the 
benefit of us and them alike,” the BoE said.

The BoE said that the accelerator has 
already carried out initial work in data 
anonymisation, cybersecurity and distrib-
uted ledger technology, and is also interested 
in other areas such as machine learning, data 
protection, and data analysis.

BoE governor Mark Carney said: “Fintech 
has the potential to deliver more resilient 
financial infrastructure, more effective trade 
and settlement, and new ways to encode, 
share and analyse data.
“For everyone, fintech may deliver a more 

inclusive financial system, domestically and 
globally; with people better connected, more 
informed and increasingly empowered.” 
Carney added.

REGULATION

HSBC to pay $1.6bn to settle 
Household lawsuit 
HSBC Holdings has agreed to pay $1.575bn 
to settle a class action lawsuit stemming from 
its purchase of consumer finance business 
Household International.

HSBC Finance, previously known as 
Household International, expects to take a 
pre-tax charge of about $585m in the second 
quarter for the settlement.

The bank said that the settlement price 
was less than its estimated exposure of up to 

$3.6bn. The settlement averts a second jury 
trial that was expected to start in a federal 
court in Chicago.

Investors of Household filed the lawsuit in 
2002, accusing the company of inflating its 
share price by hiding bad lending practices.

The British lender started defending the 
claims after acquiring Household in a deal 
worth about $14.2bn in 2003.

In October 2013, shareholders won a 
$2.46bn judgment against HSBC.

However, in May 2015 HSBC won a new 
trial to determine whether other non-fraud 
factors contributed to the drop in House-
hold’s share price.

DIGITAL

Wells Fargo to launch new 
service to help businesses 
digitise payments 
Wells Fargo & Company has unveiled plans 
to launch a new payment option within its 
existing Payment Manager solution to enable 
its commercial, corporate, and institutional 
customers speed up their B2P (business-to-
person) electronic payments.

The service, dubbed Payment Manager 
B2P, will enable businesses to pay any con-
sumer who has a US bank account without 
collecting or storing sensitive bank account 
information.

The service – expected to be rolled out in 
early 2017 – only requires the customers’ 
email address or mobile phone number and 
any accompanying remittance details to con-
duct a transaction, the company said.

Keith Theisen, executive vice-president 
and product management director for the 
Wells Fargo Treasury Management Group, 
said: “We’re excited to bring our business 
customers a new product that will help them 
improve payment timing, maximise staff effi-
ciency, and boost payee satisfaction.”

Wells Fargo Payment Manager can be 
used to send B2P payments through Early 
Warning’s clearXchange network, and man-
age traditional disbursements, all in a single 
interface.

The bank added that businesses will be 
able to approve payments and transmit pay-
ment instructions for checks, Automated 
Clearing House (ACH) transactions, wires, 
commercial card, and B2P payments in one 
electronic file.

The service will also allow businesses to 
pay individuals in the individual’s preferred 
method.
“As our world becomes more digital, we 

continue to evaluate and invest in new, inno-
vative technologies that prioritise our cus-
tomers’ experience and security,” Theisen 
added.<
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STRATEGY

Singaporean and Australian 
regulators sign fintech 
agreement

The Monetary Authority of Singapore 
(MAS) and Australian Securities and Invest-
ments Commission (ASIC) have agreed a 
pact to help fintech startups in both coun-
tries explore opportunities across markets.

The pact will enable fintech innovators in 
both countries to establish initial discussions 
in each other’s market faster and receive 
advice on necessary licences.

MAS chief fintech officer Sopnendu 
Mohanty said: “This agreement between the 
MAS and ASIC will create opportunities for 
fintech businesses from Singapore and Aus-
tralia to grow and expand into each other’s 
markets.
“Singapore has a vibrant fintech ecosystem, 

reinforced by sound infrastructure and a 
growing talent pool, to support companies 
intending to use Singapore as a gateway to 
other markets in Asia.
“MAS is also looking forward to partner 

ASIC in joint innovation projects on the 
application of key technologies such as digi-
tal and mobile payments, blockchain and 
distributed ledgers, big data, and application 
programming interfaces.”

ASIC chairman Greg Medcraft said: “We 
recognised that innovation in financial ser-
vices isn’t confined by national borders. ASIC 
is committed to encouraging innovation that 
has the potential to benefit financial consum-
ers and investors. We believe this agreement 
with the MAS will help break down barriers 
to entry both here and in Singapore.”

The two regulators have also committed to 
exploring joint innovation projects together, 
and to share information on emerging mar-
ket trends and their impact on regulation.

The new agreement follows a similar deal 
signed between ASIC and the UK’s Financial 
Conduct Authority in March 2016.

REGULATION

State Bank of Pakistan issues 
guidelines for payment card 
security 
The State Bank of Pakistan (SBP) has issued 
new guidelines to promote modern and 
robust payment systems by enhancing secu-
rity of payment cards and safeguarding the 
interests of consumers.

The new guidelines, based on internation-
al best practices and standards, delineate a 
minimum set of operational, administrative, 
technical and physical safeguards to secure 
payment card operations in Pakistan.

Announced under the Payment Systems 

and Electronic Fund Transfers Act, 2007, 
the new rules will apply to all financial 
institutions, payment system operators and 
payment service providers engaged in the 
business of issuing, acquiring and process-
ing payment cards in Pakistan.

Card service providers (CSPs) will have 
to develop and implement a complete Card 
Security Framework by taking into consid-
eration various types of risks associated with 
the payment cards, their usage patterns and 
the cardholder profile, according to the new 
regulations.

The regulations also mandate the adoption 
of EMV standard in Pakistan in an effort to 
match with other developed nations which 
have adopted the international standard.

The ATMs, POS and other related pay-
ment card processing infrastructure will 
have to comply with EMV standard by 31 
December 2017.

The SBP has also ordered all CSPs to 
implement EMV standards on all payment 
cards and related infrastructure that process 
payment card transactions by 30 June 2018. 
All Payment Card processing infrastructure 
will accept chip and PIN by 31 December 
2018.

MOBILE

Tesco Bank, MasterCard partner 
to enhance in-store mobile 
payment experience

Tesco Bank has partnered with MasterCard 
to enhance mobile and digital payments at 
the retailer to make it easier for Tesco cus-
tomers to pay.

The partnership will identify and provide 
new safe and secure digital payments solu-
tions for customers when shopping in-store, 
online and on mobile devices.

Tesco Bank digital wallet and group pay-
ments strategy director Mark Loch said: “We 
want to make shopping at Tesco as simple 
and easy as possible, whether that’s in store, 
online or on your mobile device.

“This agreement with MasterCard will 
allow us to utilise the expertise of both 
organisations to ensure paying at Tesco 
couldn’t be easier.”

MasterCard President of UK & Ireland 
Mark Barnett said: “Tesco has recognised 
how important mobile and digital payments 
are for customers.
“As today’s shopper’s shift between online, 

mobile and in-store transactions depending 
on the circumstances, this partnership will 
strengthen Tesco’s payment offerings with 
new safe, secure and convenient solutions 
for customers.”

DIGITAL

Digital bank WB21 commences 
accepting bitcoin deposits
Digital bank WB21 has added bitcoin as 
a method for its customers to transfer and 
deposit funds to their checking accounts.

The bank’s customers can send bitcoin to 
make real time account deposits in any of the 
18 currencies that WB21 is offering.

Commenting on the move, WB21 founder 
and CEO Michael Gastauer said: “A bank 
accepting bitcoin is quite unusual, however 
it makes total sense for us and provides 
huge benefits to our clients. We are offering 
instant account opening in 180 countries.
“The problem some of our clients face 

is to make deposits if we don’t maintain a 
local account in their country. By accepting 
bitcoin, our customers can instantly trans-
fer funds to their WB21 account from any 
country in the world.
“As soon as they send bitcoin to our 

address, we credit the value in the currency 
the customer has selected to their checking 
account,” Gastauer continued
“The funds are instantly available on the 

account and can be sent out by wire trans-
fers or spent with a WB21 Debit Card.
“The process to convert bitcoin into 

cash on a bank account is the fastest I am 
aware of. For us the acceptance of bit-
coin is a great way to support our glob-
al rollout and improve customers fund  
depositing experience.”

BitPay will act as payment processor for 
WB21 customer deposits in bitcoin.

BitPay chief commercial officer Sonny 
Singh said: “WB21 is paving the way for 
some exciting changes in online banking, 
and their decision to accept bitcoin is a great 
example of how innovation is changing the 
finance sector.
“Consumers with bitcoin don’t have to be 

limited by the country by country limitations 
of legacy payments – and now WB21 will 
allow them greater flexibility for making 
payments in up to 18 different currencies.”<
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On the money with digital: is your perception of 
digital flawed?
Digital banking is becoming synonymous with mobile banking services. However, going digital involves 
more than simply automating paper-intensive processes. Rahul Singh, president, financial services at HCL 
Technologies argues that the true value for bankers lies in re-evaluating the concept entirely 

C
hances are there was an advert in the 
newspaper this morning about the 
launch of a new mobile-based digital 
payment service by yet another bank. 

No morning, it seems, can pass without at 
least one such ad, a promotional post on 
social media or a television commercial.

Can you blame anyone if they begin to 
equate digital with mobile services? But digi-
tal is much more than mobile.

Traditional bankers are becoming wise to 
the larger digital trend and are busy looking 
around their offices identifying everything 
that can go digital. Of course ledgers and 
customer data can go digital, all transactions 
will go digital, and planning and reporting 
are joining the digital party.

Loans, mortgage, insurance, wealth man-
agement, risk assessment and collections 
are all going digital, resulting in enormous 
efficiencies and cost savings.  

But have you noticed that the natural 
focus of the go-digital inventory has been on 
paper-intensive processes traditionally man-
aged by human hands?

That is the flaw. It represents one of the 
more formidable challenges financial services 
must address. The industry needs to adjust 
its perceptions of what constitutes digital 
and how to go about implementing it to 
transform business models, customer acqui-
sition and experience, products, operating 
models and partner collaboration.

Let me explain using an example from a 
recent engagement HCL embarked upon. A 
financial services organisation serving the 
armed forces felt the need to capture the 
voice of customer more efficiently and then 

make sense of it quickly. We were asked to 
help the organisation create new social lis-
tening capabilities that gathered data from 
multiple sources: email, online, call centre, 
surveys, blogs and, yes, mobile. 

We ended up with 35 text analytics engines 
for internal systems and 119 external sources 
spewing enormous amounts of structured 
and unstructured data that needed to be inte-
grated and analysed.

The results helped draw an accurate pic-
ture of customer sentiment across key cus-
tomer KPIs. We also put a new collabora-
tion process in place to help marketing and 
product managers orchestrate timely action 
on the data. 

Doubtless, this is a nice story. But the 
real happy ending is here: CSAT increased 
to 98%, operational costs fell by 20%, the 
ability to upsell and cross-sell improved 5%, 
and each line of business was able to enjoy 
automated self-service reporting. 

We see the type of advantages that can be 
achieved if financial services can go beyond 
the commonly-held notions of digital. Mov-
ing from the physical to the digital to deliver 
current services at a fraction of existing costs 
is good. 

But embracing new and emerging tech-
nologies that were previously unheard of to 
orchestrate, unify and enhance experience 
across the value chain is even better. 

The real power of digital becomes appar-
ent when we apply it to design, engineering 
and infrastructure. 

What we end up with is operating mod-
els and processes that are agile, smarter, 
optimised and experience centric. 

The road ahead
Admittedly, this is easier said than done. 
There are business challenges to contend 
with. 

An Australian bank that discovered the 
prohibitive cost of digital and which could 
not create engaging content for customers, 
did the simple thing: it used us to replatform 
its online customer-facing assets, automate 
marketing content for targeted campaigns 
and shift publishing to content authors along 
with the integration of social channels, inter-
active tools and real time content delivery 
across digital touch points.  

The transformation has been extraordi-
nary. 

Operating costs have gone down by 40%, 
time to market has gone down by 60%, 
dependency on call centres has been reduced 
by 30% and CSAT has shot through the roof. 

Moving to digital is not always simple. 
Organisations are being forced to rip and 
replace entire structures in the process. There 
is operational and financial uncertainty that 
is involved. 

In addition, organisations must bring digi-
tal thinking, management and leadership 
to helm these programs. And, often, digital 
skills and capabilities may not exist within 
the organisation. 

A positive outcome can only be reached if 
businesses ignore all preconceived notions of 
what comprises digital, allowing themselves 
to evolve fast and fail cheap. 

Nothing can be more important than 
this in an ever-evolving digital world that is 
throwing curved balls at the industry with 
metronomic regularity.<
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For more details please contact Victoria Pennell on victoria.pennell@timetric.com or call +44 (0) 20 3096 2634.

Event supported by

Prepaid Summit: Europe 2016 – Conference & Awards
27 October 2016 • Principe di Savoia, Milan, Italy 
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POWERED BY

Or

Intelligent Environments, 
the international provider 

of digital fi nancial services 
solutions in association with 

Retail Banker International, 
Cards International, 

Electronic Payments 
International, Private Banker 

International, and Motor 
Finance publications.

Join The Club!
www.thedigitalbankingclub.com

Membership is free

For further information please email:

tdbc@intelligentenvironments.com

Membership benefi ts 

Join thousands of fi nancial 
services professionals who 

have joined The Digital 
Banking Club to understand 

the future of mobile and 
online fi nancial services  

 for new subscribers/purchasers on:

Annual subscription to Retail Banker 
International, Cards International, 

Electronic Payments International

World Market Intelligence’s archive of 
over 250 Retail Banking and Cards & 

Payments research reports

Subscription to the Retail Banking and 
Cards International Intelligence Centres

World Market Intelligence Ltd.’s bespoke 
research and consultancy services.

10% discount
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