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FOREWARD
Dear Reader,

It is my pleasure to bring to you RISE – a briefing of the Digital CX Awards 2021. 

In the backdrop of overwhelming adoption of digital-led initiatives by both – 
financial service providers and customers, the need to understand how best to 
meet customers halfway emerged as one of the fundamental requirements of 
the banking landscape. 

Historically, while the focus has been product and service differentiation among 
most financial service institutions, we at the Digital Banker believe that another 
much more important aspect – digital customer experience (DCX), has gained 
significant traction. We also believe this is key to building customer loyalty via 
implementation of cutting edge technology and digitalisation of channels and 
interactions. 

The Digital CX Awards 2021 witnessed massive growth in the form of 385+ 
submissions from incumbent banks, digital banks, insurers and several new-
age institutions. The goal was to identify and benchmark financial institutions 
that are innovating experiences, implementing technological advancements 
and finding new ways to engage with their customers, all with digital CX 
at the core of its strategy. The submissions revealed that in a short span of 
time, the mandate for financial institutions witnessed a rapid shift where it 
became imperative to understand, acknowledge and deliver exceptional digital 
experiences through innovative business models.

We hope you enjoy RISE and we look forward to seeing you at many of our 
upcoming Awards, Virtual Events and Training Seminars before wrapping up the 
year.

Nirav Patel
The Digital Banker 
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MOX BANK LIMITED: LEADING 
THE WAY WITH INNOVATIVE 

VIRTUAL FINANCIAL SERVICES

Nirav Patel, CEO, The Digital Banker talks to Edwin Hui, Head of Corporate Affairs and Strategy, 
Mox Bank Limited about highlights of the bank since its launch and what the future holds.

What sets you apart from your 
competitors in this year’s award win?
Mox is a virtual bank in Hong Kong backed 
by Standard Chartered, in partnership with 
HKT, PCCW and Trip.com. We are a service-
led bank, not product-led, and we put the 
customers central to everything we do. This 
customer-centric philosophy for Mox led us 
to design the Mox app and website with the 
highest attention to CX. 

We started everything with ethnographic 
research and talked to more than 2,000 
people in Hong Kong, aimed at understanding 
customer behavior in a wider perspective, not 
just their financial lives. We defined over 80 
jobs-to-be-done in the market. We developed 
our value proposition and product/service 
offerings on top of the customer insights. 
Our bank is living with the customers - every 
single screen or a new feature we plan to roll 
out is tested with customers and optimised 
with their feedback.

What are some of the plans/ strategies in 
the near future for your initiative?
We’ve recently launched Mox Credit – the 
first virtual bank in HK to launch credit on 
our all-in-one Mox Card, in partnership with 
Mastercard. We’re also giving customers 
the flexibility to flip between debit and credit 
payments on Mox Card too, in line with our 
all-in-one bank card philosophy. No more 
separate debit/ATM and credit cards any 
more. 

We are further expanding our Smart 
Borrowing services and it will be different 
from the usual products offered by 
traditional banks. We will use data to analyse 
customers’ consumption and spending habits 
and will offer short-term borrowing services. 
Other services such as forex transactions 

and wealth management are planned further 
down the road. 

Speak to us about some of the key 
highlights in your bank’s digital 
transformation journey in 2020?
Although Mox is a subsidiary of Standard 
Chartered, we built our technology stack 
and user journey from scratch and are 
separate from our mothership. Being a 
totally cloud-based bank, it allows us to 
expand our proposition to different markets 
easier. We can also add or remove features 
and functions quickly. This cloud-based 
infrastructure redefined the customer 
onboarding model, and much more. For 
example, the fastest onboarding recorded 
was 2 mins 47 secs, faster than cooking 
instant noodles. 

Our all-in-one card – numberless, no CVVs, 
no expiry dates is also an ATM card for 
cash withdrawals. As mentioned earlier, 

customers can choose to charge debit or 
credit for payments. No hidden fees, no 
annual fees. We are driving Smart Saving 
- the creation of sub-accounts within the 
main account – to help customers organize 
savings by setting up Goals accounts, 
which they can personalise. We introduced 
Savings Calculator feature for budgeting and 
automating savings habits. 

What are some of the key mandates with 
regards to Digital CX that you and your 
team aim to fulfil in the next two years?
I truly believe that we need to continue to 
understand what customers are looking for 
so the ability to “Predict” and “Anticipate” 
the needs are in place for us –  to continue 
shaping and providing the right services and 
digital experiences for our customers. 

“Predictive Analytic” is one of the key 
areas for us to continue to work on.  If we 
can provide the right type of offers, it can 
help retain and build loyalty with customers 
– hence allowing us to achieve better 
“Customer Life-time Value”.  It also involves 
analysing customers transactional behaviours 
as well as their profiles and personas. 
Nothing can beat the trust that we build with 
our customers that they are willing to share 
more of their aspirations with us.

What objective did your institution aim to 
accomplish by participating at Digital CX 
Awards 2021?
We wanted to have a third-party organization 
like yourself, validate what we do – that 
we are on the right track in building and 
enhancing our bank, with the customer 
central to our operations, our thinking, and 
our delivery. 

WINNER

OUTSTANDING DIGITAL CX IN 
BANKING APP PLATFORM

MOX BANK
OUTSTANDING DIGITAL CX STRATEGY 
- OVERALL

HIGHLY 
ACCLAIMED

MOX BANK
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HSBC BANK CANADA: HELPING CLIENTS 
GROW THEIR WEALTH DIGITALLY VIA 

BEST-IN-CLASS INVESTMENT PLATFORM

Nirav Patel, CEO, The Digital Banker spoke with Jeff Brown, Head of Wealth Management, 
Wealth and Personal Banking, HSBC Bank Canada about new propositions in the wealth 

management spectrum and how they are set to grow

What sets you apart from your 
competitors in this year’s award win? 
HSBC Wealth Compass is unique in that 
it is truly an advice online investment 
platform. We offer an integrated process 
that blends a digital front-end, designed to 
replicate the interaction that a client would 
have with one of our top advisors in the 
branch network, combined with a back-end 
process where a qualified advisor reviews 
each account application and transaction to 
ensure suitability. This unique positioning 
allows us to fulfil on our commitment to 
provide unbiased investment advice, low-

cost investment options, and to stand by 
our customers to help them achieve their 
financial goals. The platform also cuts the 
time that a client would otherwise have 
to spend meeting an advisor in-person, 
streamlining most of the administrative 
requirements to deliver a seamless 
experience for clients and for our staff.
 
What are some of the plans/strategies in 
the near future for your award winning 
initiative?
We recently expanded the account types 
that are offered online through the platform 
to include Registered Education Savings 
Plans (RESPs) and joint accounts, key 
account types for financial planning that 
aren’t common amongst online competitors 
given the complexity of the requirements. 
We’re also in the process of exploring ways 
to further improve the customer experience 
and to streamline back-end processes 
that will ensure scalability as the platform 
continues to experience exponential growth. 

The next frontier is definitely convergence 
of our digital platforms to support and 

service an integrated distribution model 
with our network advisors. The vision 

is for clients to be able to start a 
relationship in branch or online, and 

to leverage all tools available 
in either channel to deliver 
advice-based Wealth, putting 

the power into the client’s hand 
in terms of channel of choice and 
engagement level.
 
Speak to us about some of the key 
highlights in your bank’s digital 
transformation journey in 2020?
We continue to invest in digital and 
technology to help make banking simpler and 
safer for customers, especially prioritizing 

assistance during Covid-19.  We enabled 
more functionality in online banking platforms 
and mobile apps, as well as video capabilities 
and chat services to help customers with 
their queries. Other digital investments 
included a new small business mobile app as 
well as a new identification and verification 
tool to capture new to bank customer 
information.
 
What are the key mandates for Digital CX 
for the next two years?
•  Improving ease of use within the online 

banking channel with a new and improved 
user experience, a mobile response design, 
improved payments and transfer journeys 
and the alignments of all features between 
browser and our mobile app.

•  Ongoing mobile enhancements that 
optimise existing capabilities, and offer 
new features and journeys, personal 
and relevant messaging, and 2-way 
conversational banking.

•  Reducing complexity in the Digital Security 
Platform while continuing to offer peace of 
mind for clients.

•  Support online trading clients with an app 
to enable trading via mobile

•  Ensure a world-class, streamlined, account 
onboarding journey

 
What objective did your institution aim to 
accomplish by participating at Digital CX 
Awards 2021?
At HSBC, it is our goal to offer a growing 
range of digital solutions for clients.  
Obviously being a bank, most of our clients 
are daily banking clients using significant 
online solutions for their banking. It is our 
responsibility to provide these clients and 
others more online capabilities for wealth and 
investment solutions in the same context.  
Submitting and then winning this award 
validates that this has been right journey for 
our clients.

WINNER

BEST ROBO ADVISORY EXPERIENCE

HSBC 
CANADA
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ADVERTORIAL

This is the very essence of what Emirates NBD, a leading bank in 
the MENAT (Middle East, North Africa and Turkey) region,  has been 
able to achieve through its Multiplier Effect Framework, a strategic 
mechanism wherein the organization moves from a product-led 
approach to one that is customer-led and replete with solutions that 
squarely meet customers’ individual needs. 

The genius behind this idea gained the attention of many of its 
customers as well as industry peers and was instrumental in 
Emirates NBD winning the Best CX Business Model award at the 
Digital CX Awards 2021 organised by The Digital Banker. 

“Emirates NBD’s Multiplier Effect framework is a modern solution 
to understanding changing customers’ needs, predicting their 
future requirements, combining these with revenue potential and 
communicating the next best product or service through their most 
preferred channel. This revolutionary concept, executed flawlessly, is 
what makes this solution great,” said Nirav Patel, Managing Director 
at The Digital Banker during the awards ceremony.

The Multiplier Effect
The Multiplier Effect is an end-to-end framework for customer 
personalisation. The Bank believes that it is the next best action 
strategy for existing customers and has been tested on various 
products and segments with successful results. It aims to solve 
three main problems: 

Whom to target?
It focuses on right targeting with propensity models across all bank 
products and actions such as acquisition, activation, deepening 
relationships, retention and win back. A good example is a customer 
with a current account can be targeted for credit card products based 
on his product propensity while someone who has an existing credit 
card can be offered travel-related spend using the deepening model 
approach. 

What to sell?
It focuses on identifying high revenue-generating products and 
actions for every customer based on revenue models and other key 
financial attributes. It marries the propensities with expected revenue 
to maximise profitability. In this case, a customer with an equal level 
of propensities to take up any product may be offered a product with 
higher potential revenue, thereby maximising profitability.

How to communicate?
It focuses on effective personalized communication with a 
customer’s preferred channel. This approach helps maximize 
conversions, reduce customer fatigue from an onslaught of 
marketing communications and overall helps lower costs. By 
assessing the most optimal channel effectiveness across products, 
actions and customer segments, it creates a more unified approach 
to customer communication. 

Running a business amidst a pandemic is 
challenging enough for many companies. Add 
the burden of managing corporate finances at a 
time when physical interaction is reduced to an 
absolute minimum, and you can realise how this 
could take a toll on any business – big or small.

To be fair, many banks use propensity models, revenue models 
and channel strategies. The problem is many of them operate in 
silos. Emirates NBDs Multiplier Effect framework emphasises a 
unified approach giving importance to all three attributes: Customer 
Preference, Business Profitability and Effective Communication.
Customers Over Products 

Traditionally, Emirates NBD has communicated with customers 
through various channels for all available products, irrespective of 
their needs or preferences. With the Multiplier Effect, the Bank 
moved from a product-centric approach (“I have a product, which 
customers can I target?”) to a more customer-centric approach (“My 
customer needs product X”). 

Since implementing this new framework, customers are only 
contacted for products and services that have a high likelihood 
to convert. For instance, while some customers may have been 
contacted by a call centre agent for both Loan on Card and Balance 
Conversion earlier, they will now just be contacted for the one that 
has a higher conversion possibility and higher expected revenue. 

Another feature is that product offers and deals to customers 
are based on both past and potential revenue. For example, high 
revenue-generating customers who are also expected to provide 
high card revenue are given free-for-
life premium credit cards. Similarly, in terms of communications, 
customers with high usage of online channels are being targeted 
via emails, online/mobile pop-ups instead of over-the-phone 
communication.

EMIRATES NBD AND THE 
GENIUS OF THE MULTIPLIER 
EFFECT
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AXA HONG KONG AND MACAU: THE 
RIGHT BLEND OF INNOVATION AND 

FOCUSED INVESTMENTS PROPELS THIS 
INSURER FORWARD

Nirav Patel, CEO, The Digital Banker spoke with AXA Hong Kong and Macau’s Andrea Wong, 
Chief Marketing and Customer Officer and David Ng, Chief Strategy, Digital and Data Officer 

about the current insurance market and digital growth strategies going forward.

What sets you apart from your competitors 
in this year’s award win?
AW: We are honoured to receive the awards 
at Digital CX Awards 2021. At AXA, we put 
customers in the very centre in everything 
we do. In the new normal environment, 
customers’ expectations and needs have 
changed and we have made every effort to 
adapt and transform ourselves to anticipate 
and meet those needs. We were able to 
review customer feedback and take prompt 
actions in a continuous and agile way to drive 
NPS improvement.  What has set us apart is 
our effective effort in drawing improvements 
from customer insights and our heavy 
investments in technology to meet their 
needs. 

From the customer experience (CX) front, we 
have in place various CX monitor sources, 
including NPS, customer experience tracking, 
instant customer feedback and other voice of 
customer studies which are run on a regular 
basis. In 2020 alone, we’ve delivered over 80 
CX actions, contributing to our strong NPS 
position where we outperformed the market 
across all lines of business.

What are some of the plans/strategies in 
the near future for your award-winning 
initiative(s)?
DN: Our CX Monitor framework is an adaptive 
customer intelligence model that will keep 
evolving to meet our latest business needs. 
We will continue to optimise the CX Monitor 
framework by exploring alternative survey and 
research methodologies. We will also start 
running competitive intelligence to enrich the 
insights on competitive activities and learnings 
on the driving forces of NPS.

Moreover, we will expand our award-winning 
initiatives using Natural Language Processing 
(NLP) and Machine Learning Models, by 
applying it to wider use cases and by bringing 
AI to a improved level when interacting with 

our customers. 

Augmented analytics using NLP would be 
one of the directions to further increase the 
machine intelligence and close the gap to 
real human and provide decision-making 
use cases. For instance, the recent email 
conversation reveals customer’s latest product 
appetites. High-intelligence interaction would 
elevate our customer experience to the next 
level in the near future. 

Speak to us about some of the key 
highlights in your organisation’s digital 
transformation journey in 2020? 
DN: In 2020, we leveraged on digital channels 
more than ever. We enabled Non-face-to-face 
Digital Enrolment System, which allowed 
our customers to purchase policies without 
showing up in person. 

We’ve also transformed our digital tools 
and solutions in an end-to-end insurance 
value-chain, enabling us to deliver a seamless 
digital experience for our customers. Some 
of them include Next Best Offer AI to enable 
our agents to do business under new normal; 
our app, Emma by AXA, brought digital 
and data technology into a one-stop mobile 
platform providing a wide range of insurance 
and health services. Mailbot and Next Best 
action customer servicing model are also 
the key digital solutions that help customer 
engagement and servicing in 2020. 

We also extended our services with a 24-hour 
Customer Service Hotline to ensure we are 
reachable especially when physical service 
centre is closed.  Via Proactive Communication 
we engaged with customer by sending Health 
Tips Articles as well.

What are some of the key mandates with 
regards to Digital CX that you and your 
team aim to fulfil in the next two years? 
AW: There are three key mandates we are 
focusing on moving forward.

Firstly, we will continue to keep our finger on 
the pulse  with our robust customer feedback 
monitoring framework. Our transversal CX 
team will continue to prioritise and execute 
the aligned key actions and monitor progress. 
Furthermore, we will share core  customer 
feedback and stories across the organisation 
every month to raise CX awareness and 
continue to drive a customer centric mindset. 
Secondly, we aim to invest strategically into 
our technology infrastructure to enhance CX. 
We will continue to migrate our core insurance 
services to digital platform. 

FInally, we will continue to transform our data 
capability and enhance data quality to enable 
the personalised CX . Enhancing customer 
touchpoints, predict customer needs and 
finally, creating a convenient platform for 
customers to interact with us will help us 
achieve great CX.

We believe that only through this end-to-
end holistic approach could we successfully 
transform and truly uplift our CX.

Finally, what objective did your institution 
aim to accomplish by participating at 
Digital CX Awards 2021?  
AW: Insurance has a vital role to play in the 
world and the Covid crisis has highlighted how 
much is expected from us.  AXA has worked 
diligently to support its customers and we 
have always aspired to be an innovator and 
leader in driving customer experience.  

The Digital CX Awards has provided an 
excellent platform for us to be benchmarked 
against the world’s leading financial service 
organisations.  On one hand we can validate 
our Digital CX strategy and effort while at the 
same time, appreciate the best practices from 
leaders in this field.  We would like to thank 
Digital CX for the 3 awards this year and for 
recognising our effort. We look forward to 
working together and raise the CX standards.

WINNER

BEST USE OF CUSTOMER FEEDBACK

AXA
HONG KONG

AND

WINNER

MACAU

WINNER

BEST USE OF AI FOR CUSTOMER 
EXPERIENCE - INSURANCE

AXA
HONG KONG

AND  
MACAU BEST CUSTOMER INSIGHT INITIATIVE

HIGHLY 
ACCLAIMED

AXA
HONG KONG

AND
MACAU
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GOLDMAN SACHS TRANSACTION 
BANKING: BUILDING A SCALABLE, 
NIMBLE AND STATE-OF-THE-ART 

TRANSACTION BANKING PLATFORM

Adil Rehman, Head of EMEA Product, Goldman Sachs Transaction Banking, spoke with Nirav 
Patel, CEO, The Digital Banker about planned expansions and what sets their initiative apart. 

What sets you apart from your 
competitors in this year’s award win?
Goldman Sachs Transaction Banking offers 
unique value to clients for the following 
reasons:
•   TxB operates with FinTech-like agility, 

which has helped in building an extensible, 
global transaction banking platform in 
two years that we continue to build and 
enhance over time 

•  The TxB platform is scalable, 100% 
cloud-based, and API-first, unencumbered 
by legacy systems, allowing for faster, 
more agile product development, easily 
customizable to individual unique client 
needs

•  TxB prioritizes an open platform in order to 
be nimble and enable continuous product 
innovation with partners and also allows us 
to provide clients with new features and 
products

•  GS brings its sizeable balance sheet and FX 
payment capabilities to bear, and can scale 
to support large numbers of clients and 
volumes of payments. 

•  TxB’s streamlined and seamless onboarding 
process results in client accounts being 
opened in minutes, which is key to scaling 
any company

What are some of the plans/strategies in 
the near future for your award winning 
initiative(s)?
Our primary focus in TxB is to deliver new 
and innovative offerings based on our clients’ 
needs. The latest and most innovative 
offering is the Banking-as-a-Service platform, 
which allows TxB to establish a wallet for 
clients embedded into ecosystems of small 
and medium-sized businesses. TxB integrates 
with these ecosystems via APIs. Additionally, 
we’ll be expanding globally, starting with 
Europe and the United Kingdom, followed by 
Asia.

Speak to us about some of the key 
highlights in your bank’s digital 
transformation journey in 2020?
In June 2020, TxB launched its platform 
externally to its clients in less than two 
years. This was accomplished despite the 
Covid-19 pandemic during which time many 
companies drew down their credit lines to 
increase their liquidity and needed to open 
bank accounts quickly. Our platform’s key 
achievements include:
•   85%+ of clients are registered and enabled 

on our web platform, while others choose 
the option available to them to contact our 
servicing team 

•   ~2 minutes: time it takes to register and 
log in the first time

•  Token-free log-in
•   Ability to approve payments from the 

dashboard in 3 clicks
•   Intelligent analytics and enhanced reporting 

on payments over various time periods 
•   Multiple live Fintech partnerships that 

target small and medium-size business 
clients 

What are some of the key mandates with 
regard to Digital CX that you and your 
team aim to fulfil in the next two years?
Starting in 2021, TxB expects to launch its 
product suite in UK, EU and Japan. Branches 
will offer demand deposit accounts and 
comprehensive payments capabilities. In 
2022, TxB is evaluating expansion into other 
countries in EMEA, APAC and LATAM. In 
addition, we are working on developing and 
launching highly advanced analytical tools 
and integrations with several key business 
platforms. 

Finally, what objective did your institution 
aim to accomplish by participating at 
Digital CX Awards 2021?
We wanted to be recognized for our unique 
digital platform and highlight our innovative 
and ambitious roadmap to the Digital Banker 
readers and jury.

WINNER

BEST DIGITAL CX - ACCOUNT OPENING
AND CUSTOMER ONBOARDING

GOLDMAN 
SACHS 

TRANSACTION 
BANKING

WINNER

OUTSTANDING DIGITAL CX - 
CASH MANAGEMENT PLATFORM

GOLDMAN 
SACHS 

TRANSACTION 
BANKING
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PING AN ONECONNECT BANK: A BLEND 
OF TECHNOLOGY AND CUSTOMER 

CENTRICITY AUGMENTS PAOB’s SME 
INITIATIVES

Ryan Fung, Chief Executive, Ping An OneConnect Bank (PAOB) discusses the virtual bank’s 
achievements and key mandates with Nirav Patel, CEO, The Digital Banker.

What sets you apart from your 
competitors in this year’s award win?
As the first virtual bank specifically targeting 
local SMEs, PAOB optimises customer-
centric services with our unique alternative 
credit scoring model, using big data and 
technology to solve the financing pain points 
of the SMEs. By offering customer-centric 
products and expedient solutions, PAOB has 
transformed the traditional SME banking 
services by making it more accessible and 
affordable, thus achieving the common goal 
of financial inclusion.  PAOB’s Alternative 
Credit Scoring Model is revolutionising the 
traditional trade financing experience and 
procedures at banks, benefiting the SMEs 
while filling their financing gaps. 

Our lending product, “Trade-Connect Loan” 
(with a 5-Day Service Pledge), for selected 
trade SMEs is a competitive and innovative 
product as it does not require the submission 
of documents for loan approval, lives up to its 
“5-Day Service Pledge”, and allows for early 
redemption without a penalty.
  
What are some of the plans/strategies in 
the near future for your award-winning 
initiative(s)?
Building upon the solid foundation of SME 
banking services, PAOB will continue to 
service the local SMEs community while 
expanding the clientele from trade SMEs 
to other segments, such as retailers and 
start-ups. And over the last nine months of 
operations since our official launch, building 
our clientele with strategic partners is proven 
successful and cost-effective. In the future, 
we will continue to explore and expand the 
strategic partnerships, tapping into their client 
base with our big data analysis to identify 
the financing needs and customers in more 
effective way.    

Speak to us about some of the key highlights in your 
bank’s digital transformation journey in 2020?
PAOB officially launched in September 2020 with a clear 
mission of breaking silos and transforming the current 
landscape of banking services in Hong Kong. As the first 
virtual bank targeting the local SME community, PAOB 
is pioneering highly efficient and seamless banking 
solutions to customers, addressing their capital needs 
and financing gaps with innovative risk assessment 
model and credit assessment platform with real-time 
custom clearance data provided by our strategic partner, 
Tradelink. 

This does not only enhance the operational efficiency 
of our loan assessment but also makes trade financing 
experience easier and quicker. Our lending product 
“Trade-Connect Loan” (with a 5-Day Service Pledge) for 
selected trade SMEs was a competitive and innovative 
product as it did not require the submission of documents 
for loan approval, lived up to a “5-Day Service Pledge”, and 
allowed for early redemption without a penalty. This offers 
unprecedented and unexpected experience to the SME 
community. 

What are some of the key mandates with regard to Digital 
CX that you and your team aim to fulfil in the next two 
years?
Moving forward, PAOB will further expand the applications 
of alternative credit scoring model to other kinds of SMEs, 
leveraging data to alleviate financing problems and promote 
financial inclusion. 

Finally, what objective did your institution aim to 
accomplish by participating at Digital CX Awards 2021?
The Digital CX Awards recognise pioneering innovation in 
Digital Customer Experience across the Financial Services 
ecosystem. As a pioneer in the virtual banking space, 
PAOB hopes to demonstrate the full potential and benefits 
of alternative data to the market. We aim to highlight to 
our peers, traditional banks and SMEs the advantages our 
products offer when compared to the conventional approach 
of relying on financial statements and bank statement 
information.

WINNER

BEST FINTECH FOR DIGITAL CX – 
BUSINESS LENDER

PING AN 
ONECONNECT 
BANK (HONG 

KONG) LIMITED

10 RISE - AN EXCLUSIVE BRIEFING OF THE 2021 DIGITAL CX AWARDS WINNERS



ADVERTORIAL

It was once said that a brand is defined by 
the customer’s experience. HSBC Singapore 
understands this and believes that a shift in mindset 
is crucial to move the needle in a meaningful way.

When HSBC Singapore embarked on a journey that led to its 
customer insight initiative, it had to think differently about the way it 
positioned itself in Singapore, and beyond. 

As Singapore grows in importance in Asia and the world as an 
international wealth hub, HSBC was well-poised to capture this 
growth. But to achieve this, the Bank needed to find a clear, unique 
positioning that resonates well with the wealthy consumer in 
Singapore. 

This led the Bank to look inward to Singapore’s achievements and 
tensions. Singapore has always been home to many pioneers in 
the region. The first generation of Singaporeans boldly took risks 
to lead the country’s successful growth, but they are now ageing. 
They created a prosperous country, but now, there is an emerging 
generation with a different set of values. 

Whilst Singapore is uniquely placed to enjoy another generation of 
prosperity, it cannot rest on its laurels and settle for the status quo. 
The next-generation pioneers, those who are internationalists at 
their core but willing to take risks and are tenacious changemakers, 
helped shape the tone of what would become HSBC Singapore’s 
flagship brand campaign, “Why stop here?”. 

Just recently, this brand campaign, along with a slew of customer 
experience initiatives made HSBC Singapore among the top winners 
at the Digital CX Awards 2021 organised by The Digital Banker. 
Among the awards received are:

• Best Customer Insights Initiative
• Best Digital CX - Account Opening and Customer Onboarding
•  Best Digital CX - Account Opening and Customer Onboarding 

(Wealth Management)
• Outstanding Digital CX - Mortgage Product
• Outstanding Innovation in Digital CX – Equities

“HSBC always strives to be in a position to meet the expectations 
of its internationally-minded customers while delivering efficiencies 
in its processes and effectiveness in its communications. HSBC 
Singapore is a true champion of its customers,” said Nirav Patel, 
Managing Director at The Digital Banker during the awards 
ceremony.

“Why stop here?”
Launched internally to employees and staff in Q3 2020 and 
externally to the markets in Q4 2020, the ‘Why stop here?’ campaign 
unleashes the pioneering spirit of Singapore for the next generation.

Alice Fok, Head of Customer, International and Marketing, HSBC 
Bank (Singapore), shares: “Through this brand message, we want 
to convey that in a constantly changing world, the path to future 
prosperity is through applying a growth mindset and always looking 

for ways to improve. With a focus on appealing to internationally 
oriented members of society and customers, WSH is a provocation 
to inspire aspiring change-makers to break out of their comfort zones 
by turning their greatest achievements into challenges starting with a 
simple question: ‘Why stop here?’.”

One key focus of contextualising the brand from a Singapore 
perspective was to drive it from the inside out. Unless the internal 
stakeholders understood what the brand really stands for, it is 
unlikely that they will be able to deliver the customer experience 
required to drive the Bank forward in this extremely tumultuous 
environment. 

The ideas for launching internally were developed through a series of 
co-creation sessions that include surveys, CEO town halls, business 
leader town halls, staff conversations with HR, external learning 
sessions with the best players in the industry and staff contests.

To get people to adopt the ‘Why stop here?’ mentality, digital assets 
such as unified LinkedIn cover photos, LinkedIn profile icons, email 
signatures with the sign off ‘I am a changemaker’, and others were 
used to great success. 

With a multi-funnel communications approach and constant 
surveying, the ‘Why stop here?’ campaign exceeded targets during 
interim results. The campaign reached 85% of globally-minded 
individuals in Singapore, beating industry benchmarks and a 4.3% 
brand lift. The Bank also successfully inspired 88% of its employees 
through this new brand platform.

Outstanding Digital Customer Onboarding 
Customer onboarding is one of the areas that HSBC continues to 
improve through digital innovation.

It recently redesigned its digital international customer onboarding 
journey where it now allows HSBC Hong Kong customers to open a 
Singapore account seamlessly from the comfort of their home.  

Soft launched in Feb 2021, the redesigned process eliminates 
the difficulty existing customers in Hong Kong face in opening an 
account in Singapore due to the manual nature of the process.  
Additionally, as it reuses all the information HSBC already have on file 
for its existing customers, all the main checks are automated once 
the application has been submitted.  

An existing Hong Kong customer can self-initiate an application 
using their Hong Kong Internet credentials and can complete their 
application for a Singapore Everyday Global Account in 15 minutes – 
a process that used to take up to a month previously.

The launch of the new onboarding journey has addressed the biggest 
pain points of its Hong Kong customers while delivering operational 
efficiencies in both HSBC Singapore and HSBC Hong Kong offices. 

In developing its new digital international customer onboarding 
journey with straight-through-processing, HSBC has successfully 
positioned itself as a market leader that meets the expectations of its 
internationally-minded customers.  

HSBC SINGAPORE: CUSTOMER 
EXPERIENCE BEGINS WITH A 
CHANGE IN MINDSET
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ABSA: AUGMENTING ITS DIGITAL 
CAPABILITIES FOR A SEAMLESS 

BANKING JOURNEY

Subash Sharma, Head - Digital Channels for Absa Retail & Business Bank talks to Nirav 
Patel, CEO, The Digital Banker about its rapid progress in deploying digital capabilities in the 

midst of the pandemic. 

What sets you apart from your 
competitors in this year’s award win? 
Absa’s digital strategy is grounded in its 
customer-oriented values. The releases of 
Absa ID facial biometrics and Absa Abby 
Virtual Assistant were both honoured at 
this year’s Digital CX Awards. However, 
the decision to embark on these journeys 
was not in pursuit of industry recognition; 
but rather to satisfy our customers’ needs 
and feedback regarding digital banking 
security, easier navigation, and more end-
to-end digital journeys.

What are some of the plans/strategies 
in the near future for your award-
winning initiative(s)?
In future, Absa will redefine all end-to-end 
journeys that require identification and 
verification of the customer, to improve 
both security and simplicity of customers’ 
digital banking experiences. This includes 
account opening, universal credential 
management, omni-channel authentication 
and transaction verifications. 

With Absa Abby, our goal is to create a 
scale omni-channel virtual assistant, using 
conversational AI to seamlessly integrate 
banking into all stages of our customers’ 
financial lives.

Speak to us about some of the key 
highlights in your bank’s digital 
transformation journey in 2020?
The Covid-19 pandemic had a devastating 
impact on the South African economy, 
which resulted in many Absa customers 
suffering job losses or pay reductions. 
Additionally, social distancing measures 
prevented many customers from visiting 
branches for their day-to-day banking 
tasks.

In response, Absa sharpened its focus on 
digital transformation. Mobile channels 
saw ~25% growth in active users, 
freeing up frontline colleagues to serve 
customers’ high-empathy queries. Absa 
was honoured as the Best Bank in 
Dispute Resolution by the South African 
Ombudsman for Banking Services (OBS), 
noting a 36% decline in OBS complaints 
vs the prior year. This was partly driven by 
Absa’s efforts to minimize digital banking 
fraud, including the market-first Digital 
Fraud Warranty. 

Absa also introduced multiple new digital 
features to support customer self-service, 
enable contactless payments (e.g. Apple 
Pay, QR Payments, Garmin Pay and Fitbit 
Pay), and reward customers for making 

smarter financial choices through the 
innovative Absa Advantage rewards 
programme. 

What are some of the key mandates 
with regard to Digital CX that you and 
your team aim to fulfil in the next two 
years?
Our priorities are to continue growing 
our digital offerings while improving 
customers’ end-to-end digital banking 
experiences. Besides the Absa ID and 
Absa Abby roadmaps, we have an exciting 
pipeline of digital features and end-to-end 
enhancements underpinning our digital 
vision and key success criteria. 

Finally, what objective did your 
institution aim to accomplish by 
participating at Digital CX Awards 
2021?
Our objective was to assure our 
customers of our world-class digital 
banking experiences delivered with 
market-leading security systems. The 
Digital CX Awards are testament to these 
capabilities, and we’re honoured to be 
recognized.

WINNER

BEST DIGITAL CX PARTNER/VENDOR

ABSA RBB, 
SOUTH 
AFRICA OUTSTANDING CHATBOT CUSTOMER 

EXPERIENCE

HIGHLY 
ACCLAIMED

ABSA RBB, 
SOUTH AFRICA

12 RISE - AN EXCLUSIVE BRIEFING OF THE 2021 DIGITAL CX AWARDS WINNERS



KRUNGSRI CONSUMER: BUILDING 
A DIGITAL ECOSYSTEM FOR A 

SEAMLESS BANKING EXPERIENCE

Ms.Chattraporn Ingkanantavaree, Head of Digital Solutions at Krungsri Consumer, 
talks to Nirav Patel, CEO, The Digital Banker, about UChoose and discusses digital 

transformation strategies at the bank

What sets you apart from your 
competitors in this year’s award win?
At Krungsri Consumer, we aim to 
continuously improve customer experience at 
every touch point. By streamlining operations 
and extensively using data and analytics 
across the company, we offer seamless 
omni-channel experiences for our Credit Card 
and Personal Loan customers.

With UChoose Mobile Application, we extend 
coverage to self-service banking as well as 
bring lifestyle features to a one-stop platform. 
Strategic and commercial partnership with 
merchants and banks enables our platform 
capability to serve beyond our customers 
expectation. The key point is to listen to our 
customers and initiate solutions that makes 
their credit card experience better with 
UChoose.
 
What are some of the plans/strategies in 
the near future for your award-winning 
initiative(s)?
Our plan is to strengthen Krungsri Group 
Platform to provide holistic financial services 

to our customers. We are also currently 
exploring digital card and loan application as 
new business opportunities.

We also aim to synergise with start-ups to 
bring in pioneering technology and effectively 
deploying it. We also believe this synergy will 
further help us build a customer data platform 
and marketing automation processes to 
respond to our customers’ needs/preferences 
in more real-time basis.

Speak to us about some of the key 
highlights in your bank’s digital 
transformation journey in 2020?
Our Digital Transformation primarily considers 
customer needs and internal efficiency. 
Several initiatives now use AI and Robotics 
across our processes and banking segments 
to further support business scalability. 
Some of the main projects include and AI 
Call-Center to receive calls and provide 
customer services for some simple tasks, 
chatbot service in Facebook Messenger 
which leverages AI, AI Voice Authentication 
to validate our customers before helping 
customers via calls and the use of Robotics 

Process Automation (RPA) to improve 
operational processes thus allowing 
employees to focus on value-add tasks.

 What are some of the key mandates with 
regard to Digital CX that you and your 
team aim to fulfil in the next two years?
We will continue to initiate digital 
transformation projects as well as innovative 
solutions to best serve the customers and 
stay competitive. Our Digital CX roadmap 
emphasizes on the following areas:
•  Customers Feedback - The more we know 

how customers evolve, the more we can 
augment our services. 

•  Data Intelligence - The use of data to helps 
us understand customer behaviour, address 
pain points and improve our product and 
service stack. Also, data intelligence further 
translates into personalized customer 
experiences. 

•  Channels synchronization (Customer 360) 
– while our mobile app is the used channel 
of engagement, other touch points (Calls, 
Branch, Telesales, etc.) also play very 
important role in customer services. In the 
pandemic especially, we expanded overall 
channel synchronisation of customer data 
to better support customer transactions 
with Krungsri and continue to do so. 

Finally, what objective did your institution 
aim to accomplish by participating at 
Digital CX Awards 2021?
Krungsri Consumer would like to demonstrate 
and validate its initiatives and technologies 
side-by-side other regional and global banks 
with the aim to out-perform it competitors at 
Digital CX Awards. We will also aim to keep 
an eye on areas of innovation and trends in 
other banks and countries. 

WINNER

BEST USER EXPERIENCE - 
MOBILE BANKING

KRUNGSRI 
CONSUMER
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RCBC BANKARD: LEVERAGING 
ON DIGITAL CAPABILITIES TO 

TRANSFORM PAYMENTS

FVP Ma. Angela C. Mirasol, Marketing Group Head, and SVP Mylene J. Bico, Chief
Commercial Officer, RCBC Bankard Services Corp. talk to Nirav Patel, The Digital Banker,

about the success story of their credit card business.

For this, what better example than our 
RCBC Online Banking app. When we were 
determining the priority features for our 
RCBC Bankard cardholders, we did not pull 
the product features out of thin air or look at 
what competitors have.  What we did was 
look into top call types in our Call Center and 
focus on those calls with the highest volumes 
as these, we believe, would point to the top 
customer pain points.  What came out on top 
were account/statement inquiry and Unli 0 
purchase conversions and so we had these 
2 functionalities prioritized for the Phase 1 
launch. 
 
3. Speak to us about some of the 
key highlights in your bank’s digital 
transformation journey in 2020?
MJB: Last year, we launched our Internet 
Acquiring project and at such an opportune 
time at that.  During the pandemic, the only 
business that grew was the e-commerce 
business.  Many of our retail merchants 
undertook digitalisation themselves by 
launching their own e-commerce platforms.  
Our Internet Acquiring project enabled us to 
capture this new business and ride with the 
growth of the e-commerce industry.  The 
marketing team also launched Campaign 
Management System last year which enabled 
them to systematically roll out campaigns 
such electronic direct mails and SMS offers 
sent automatically to pre-defined segments 
instead of being done manually.  This 
enabled us to encourage usage among target 
segments consistently and efficiently.  

We also launched a new digital onboarding 
platform with eKYC. Prior to the launch, 
online applications accounted for only 1% of 
application inflows. With the new platform, 
online applications account for 10% of 
application inflows.  

4. What are some of the key mandates 
with regard to Digital CX that you and 
your team aim to fulfil in the next two 
years?
MJB: This year, we are taking digital 
onboarding experience to the next-level, 
and we project that this new platform will 
bring in more applications.  We also have an 
upcoming project involving QR payments 
that will enable us to expand our acquiring 
business beyond credit card acquiring.  

5. Finally, what objective did your 
institution aim to accomplish by 
participating at Digital CX Awards 2021?
ACM: Participating in Digital CX Awards 
2021 is a way for us to validate the efforts 
and initiatives that our Teams have taken up 
and completed.  While business results and 
customer feedback are very strong measures 
of the success, participating in credible and 
prestigious awards, such as the DIGITAL CX 
Awards, is a way for us to determine how 
well we performed versus other banks and 
institutions.  Being recognized and winning 
is a feather in our cap and a boost to the 
team morale, inspiring us to do better for our 
cardholders and institution.

1. What sets you apart from your 
competitors in this year’s award win?
ACM: Foremost, we recognize that other 
banks and institutions have taken impressive 
strides in terms of digitalization. While 
RCBC Bankard is embarking on the same 
journey, the aspects that set us apart include 
our intention and the speed in initiating 
and implementing digital transformation 
projects.  To substantiate, last year, while 
the pandemic brought about uncertainty and 
some companies came to a standstill, RCBC 
Bankard was quick in identifying cardholder 
concerns and the related business impact.  

RCBC Bankard, together with the RCBC, was 
unrelenting in developing and implementing 
the RCBC Online Banking app as a digital 
channel with easy-to-use functionalities that 
will enabled RCBC Bankard cardholders to 
perform important transactions including Bills 
Payment and Purchase Conversion.  In less 
than a month from the time the Philippine 
government declared a lockdown, RCBC 
Bankard and RCBC were able to successfully 
launch the bills payment (with on-demand 
and auto-charge) and purchase conversion 
features in the RCBC Online Banking app for 
RCBC Bankard cardholders.

2. What are some of the plans/strategies 
in the near future for your award winning 
initiative(s)?
MJB: We did not embark on a digitalisation 
project just because it’s the hot thing to do or 
because our competitors are doing it.  Over 
the past years, a lot of companies and even 
the associations/schemes, have presented 
new technologies or digitalization initiatives 
to us and while there are some that we have 
taken up, there are a lot that we’ve said no 
to especially when it will not address 3 key 
areas: (1) customer experience; (2) cost 
efficiency; and (3) new business.  

BEST USER EXPERIENCE - 
MOBILE BANKING

HIGHLY 
ACCLAIMED

RCBC 
BANKARD
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ADVERTORIAL

The Philippines is one of the fastest-growing 
economies in Asia. Given its young and highly 
digital population, banking in the country is still 
largely ‘traditional’, with the majority of the banking 
services being done mostly through branch 
networks. If anything, the current pandemic has 
only highlighted the importance of the accessibility 
of banking services in the lives of many people.

For ING Philippines, it has also served as an opportunity to serve 
more Filipinos in times of uncertainty.  ING Philippines’ customer 
experience philosophy is at the core of everything it does. With little 
to differentiate one bank’s products from another, ING Philippines 
sees that CX is what sets it apart. As an important measure of 
success, the Bank lives by these 3 principles: Making banking 
“Remarkably easy”, “Refreshingly smart” and “Surprisingly 
personal” for its customers.

ING’s retail bank has been a trailblazer by being the first all-digital 
bank in the Philippines since its launch in 2018. This frictionless 
banking model enabled many Filipinos to open a bank account 
at the convenience of their home, safely and securely. Onboarding 
is fully digital, and verification of customers is done through facial 
recognition technology, another first in the Philippines.

“From the onboarding process to the use of banking app features, 
ING Philippines’ customers can enjoy seamless and frictionless 
banking experience. This outstanding customer experience is further 
enunciated during the pandemic when most people were required 
to stay at home. Being fully digital empowered its customers to take 
control of their finances at their convenience and safety,” said Nirav 
Patel, Managing Director at The Digital Banker during the awards 
ceremony.

Philippines’ Best Digital Bank for CX
As the first all-digital bank in the Philippines, ING has been able 
to leverage its strength and continue to provide essential banking 
services to its customers – lockdown or no lockdown. 

ING is the first bank to offer a 100% end-to-end onboarding of 
customers via mobile phone. Customers can enjoy a fully mobile 
account opening experience with just one government-issued ID 
and having multiple digital ways to fund the ING accounts using 
PESONet, InstaPay or mobile check deposit in the app. It is also 
the first bank savings product where all the transactions of the 
customers are conducted only through the ING mobile app. 

In many ways, Filipinos now have an increased awareness of the 
need to build their savings and keep an emergency fund. ING has 
been consistent in highlighting the value of saving money and 
offered very attractive interest rates.

ING Philippines’ core interest rate for the ING Save account is 
2.5% per annum while new customers enjoy an introductory rate 
of 4% p.a. for 4 months. This comes with no preconditions such 

as minimum maintaining balance, which lets everyone earn the 
high interest regardless of the amount they have in their ING Save 
account. As a savings product, there is also no lock-in period and 
customers can withdraw from their savings account when they 
need it. This spelt a win-win as this initiative led to the growth of 
savings deposits for ING at a rate faster than pre-pandemic levels. 
In the second half of 2020, ING also rolled out the electronic bank 
statement generation and adjustable daily transfer limit features 
where customers can interact with the bank and always have full 
control of their finances via mobile phone. 

And then in November of the same year, the Bank launched ING 
Pay to support its customers with their daily transaction and banking 
needs. Through this product, customers can easily pay their bills 
through the app. The range of billers include utilities, universities, 
credit cards, and even insurance payments. The ING Pay account 
comes with a virtual VISA debit card which customers can use safely 
and securely for online shopping and payments. Customers can also 
request for an ING Pay physical VISA debit card which they can use 
to withdraw at any local ATMs free of charge, and pay for in-store 
purchases.

With 24/7 customer support via in-app live chat or FB Messenger, 
customers are assured that ING is there to assist or answer any 
queries at any time of day.

ING Digital Banking App
Opening an account with ING is simple, fast, and secured. 
Customers just need to download the app via Google Play or 
Apple App Store, then follow the simple instructions on opening 
an account. Unlike traditional bank account opening processes, 
onboarding with ING Philippines is 100% paperless. All its customers 
need to do is submit their proof of address and identity through the 
mobile app. 

For verification, all customers go through the facial verification 
requirement, in which the Bank ensures that the person in the 
ID they submitted is the same as the person who is opening the 
account. This greatly improves customer service as it eliminates the 
need to wait for a video call or to go to the bank branch just to verify 
identity. In terms of security, customers can easily log in to their 
accounts via fingerprint or Face ID. 

The digital banking app has been well-received by ING’s customers. 
Currently, the app is highly rated both on Google Play Store (4.5/5) 
and Apple App Store (4.5/5), a testament to its customers’ positive 
experience of the app. 

As efficient financial management is quickly becoming an integral 
part of the daily lives of many Filipinos, The ING Digital Banking 
app continues to offer a frictionless banking experience. With no 
maintaining balance needed, and fewer documents required, in 
under 10 minutes, anyone can start banking with ING. As such, it 
is no wonder that in a span of four years, ING Philippines is already 
recognized both locally and globally for its innovation and customer 
experience.

THE 3 PRINCIPLES THAT MAKE 
ING PHILIPPINES A CUSTOMER 
EXPERIENCE LEADER
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KASIKORN LINE: DRIVING FINANCIAL 
INCLUSION THROUGH STRATEGIC 

PARTNERSHIPS 

Nirav Patel, CEO, The Digital Banker interviewed Tana Pothikamjorn, CEO, KASIKORN LINE 
Co.,Ltd about the digital initiative - Line BK and what his team hopes to achieve. 

 Speak to us about some of the key 
highlights in your bank’s digital 
transformation journey in 2020?
2020 was the year of the new normal, with 
drastic changes in the society as we know 
it. But 2020 was also the year that we have 
achieved our milestones by evolving in the 
bank which further integrated itself into its 
customers lives. Digital banking is no longer 
about pushing another app to our customers 
to download. With the launch of LINE BK, 
each micro-moment that customers may 
have the need for financial services - be it to 
pay for their online shopping, order in a meal 
or sharing a trip with their loved ones – we 
were involved. Additionally, we made it a 
priority for mass consumers to have access 
to a much-needed line of credit. 
 
What are some of the key mandates with 
regard to Digital CX that you and your 
team aim to fulfil in the next two years?
Our next steps are to better what we started 
and to venture into a wide range of simplified 
and accessible financial products and services 
for our customers. We will continue to 
integrate financial services into each relevant 
experience. Our goal is not to be top-of-mind, 
but rather to make financial experience so 
seamless that customers don’t even have to 
think about it when completing their financial 
tasks. We will leverage the context within our 
customer’s lifestyles to streamline the best 
experience for them. LINE BK will become 
the personal financial advisor that suggest 
what action they should take and streamline 
the transactions they want to do. This will 
grow by continuing to pursue partnership 
with different ecosystems.

 
Finally, what objective did your institution 
aim to accomplish by participating at 
Digital CX Awards 2021?
LINE BK wants to be part of the community 
– Digital CX Awards, to share experiences 
we observe firsthand while also learning 
from the best in the industry. We hope 
that the synergy of diverse information and 
knowledge across the globe would better the 
financial industry in whole allowing all players 
to leverage on each other to push forth better 
innovations to consumers.

What sets you apart from your 
competitors in this year’s award win?
LINE BK leverages on unique capabilities that 
were brought together by the two market 
leaders in Thailand: KASIKORNBANK, the 
leading bank with the largest mobile banking 
user-base, and LINE Corporation, a giant 
social media conglomerate and the market 
leading messenger in Thailand. The first 
true social bank is created by combining the 
robust financial infrastructure and the digital 
and data infrastructure. LINE BK integrated 
banking services into LINE application 
making it accessible by over 49 million users 
nationwide. Unlike traditional bank, LINE BK 
service is available where the context and 
needs for the banking service arises. We 
used both financial data and also the social 
behavior to deeply understand the customers 
beyond the numbers, to offer the right 
services to each customer, especially those 
who are currently underbanked.

What are some of the plans/strategies in 
the near future for your award winning 
initiative(s)?
Our key strategy moving forward is 
simple: create widely accessible and great 
experiences with deep understanding of 
our users. We will continue to further our 
data capabilities to understand each of our 
customer to contextually provide them 
needed financial services. We want to 
make the services seamless and integrate 
it with their everyday life. This will be 
done by continuing to build variety into our 
core products, simplify our journeys, and 
partnering with all the different ecosystems 
that our users are already at.

WINNER

BEST DIGITAL BANK FOR CX - 
THAILAND

KASIKORNBANK 
PCL.

BEST CX BUSINESS MODEL

HIGHLY 
ACCLAIMED

KASIKORNBANK 
PCL.

BEST DIGITAL CX PARTNER/VENDOR

HIGHLY 
ACCLAIMED

KASIKORNBANK 
PCL.

WINNER

BEST FINTECH FOR DIGITAL CX -
ALTERNATIVE WEALTH MANAGEMENT

KASIKORNBANK 
PCL.

WINNER

BEST FINTECH FOR DIGITAL CX - 
PERSONAL FINANCE

KASIKORN LINE 
CO.,LTD.

16 RISE - AN EXCLUSIVE BRIEFING OF THE 2021 DIGITAL CX AWARDS WINNERS



ADVERTORIAL

IDFC has empowered its customers so much, to the extent that 
the number of transactions that require a personal visit to the 
branch is almost negligible. Its latest and most updated website and 
banking app launched recently aims to be a one-stop solution for all 
its customers’ financial and banking requirements. The Bank has 
automated and simplified the customer journey – from transactions 
such as account opening to loan applications and servicing needs. 
Most recently, it has also added a WhatsApp banking feature that 
delighted many of its customers. 

For these reasons, it is only fitting that IDFC First Bank was 
awarded Excellence in User Experience – Website and Best Wealth 
Management Provider for Digital CX at the Digital CX Awards 2021 
organised by The Digital Banker. 

“As a bank, IDFC’s approach is to keep banking simple, easy-to-know 
and easy-to-understand. It enables people to save, borrow, invest, 
grow, and protect their wealth through a service characterized by 
digitization, personalization and customer-centricity,” said Nirav 
Patel, Managing Director at The Digital Banker during the awards 
ceremony.

Best-in-class innovation and hyper-personalisation
IDFC’s banking app relies heavily on its propriety Hyper-
Personalisation Engine (HPE), a powerful, state-of-the-art technology 
that studies customer behaviour and provides advice on investment 
instruments tailored to the individual’s unique preferences and 
behaviour patterns. The recommendation is calculated based on 
various attributes such as risk profile, spending patterns, income 
group and other relevant characteristics of the customer. 

This proprietary engine also helps IDFC extend personalized 
investment opportunities to its customers based on their risk-taking 
appetite and existing portfolio. It helps the customer maintain an 
optimal debt-equity ratio of their investment in real-time. This means 
that if the portfolio of a customer is underperforming, the system 
automatically provides the customer with alternative solutions. Thus, 
it functions as a virtual relationship manager.

One of the most popular features of IDFC’s digital platform is the 
Portfolio Rebalancing feature where the system helps intelligently 
analyse portfolios based on risk and performance and optimises 
the portfolio based on the customer’s desired risk-reward level. In 
case the portfolio deviates from the user’s defined risk appetite, the 
system automatically triggers a notification to the user suggesting 
alternative relevant instruments to rebalance their portfolio. 

IDFC First Bank prides itself for being a new-age 
bank with an in-depth focus on digital banking 
solutions, an assertion that any industry observer 
will find hard to dispute. IDFC’s ethos is to assist 
customers in managing wealth effectively while 
offering a more personalized and relationship-
driven approach to wealth management.

The system also uses machine learning and feedback to analyse 
customer needs and identify a potential opportunity so clients can 
leverage the insurance product spread of the bank. Based on their 
spending on things such as medicals bills, pharmacy or children’s 
expenditures, the system guides clients to products that will help 
them save and plan finances better for future stability.

Relentless focus on the customer journey
IDFC is known as the people’s bank, whose customers are mainly 
salaried workers, self-employed individuals, small businesses and 
micro-enterprises, with a specific emphasis on the underserved and 
first-time borrowers. As such, the benefits accrued in implementing 
a robust digital platform goes beyond delighting its customers, it also 
allows the Bank to optimise its revenue potentials. 

For example, IDFC now has a much deeper understanding of 
its customers. The quantum of data available and the analysis 
conducted on behavioural patterns by identifying key client 
influencing variables and decision tree modelling techniques, allows 
IDFC to have an in-depth understanding of customer DNA. This 
rich data has proven to be an invaluable asset for the bank as they 
develop new products and introduce digital innovations. 

Moreover, the digital platform enabled IDFC to overcome the 
challenge of opening and operating new branches. The digital 
onboarding of customers has ensured that even customers with 
no physical branches within his/her vicinity can still be a part of its 
customer base, thereby giving IDFC an almost unlimited market 
reach.

IDFC PUTS CUSTOMERS FIRST 
WITH A DIGITAL-LED APPROACH 
TO WEALTH MANAGEMENT
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AFFIN BANK BERHAD: DRIVING 
GROWTH AND FINANCIAL INCLUSION 

FOR THE SME COMMUNITY  
Lim Kee Yeong, Executive Director of Enterprise Banking, Affin Bank Berhad spoke to Nirav 

Patel about the bank’s award-winning initiative SME Colony and how it’s set to grow. 

What sets you apart from your 
competitors in this year’s award win? 
Firstly, we are proud to receive the “Highly 
Acclaimed: Outstanding Digital Customer 
Experience (CX) – SME Banking” award 
from Digital CX Awards 2021. This is another 
meaningful recognition for our multi-award-
winning SME Colony mobile app, AFFIN 
BANK’s flagship digital tool launched in 
August 2019. SME Colony is the first of 
its kind SME community-centric platform 
in Malaysia developed with the intention 
to empower small & medium enterprises 
(SMEs) by improving their business 
knowledge, enhancing financial well-being 
and expanding commercial networking 
anytime and anywhere, all right at their 
fingertips. 

This unique and innovative digital platform 
is designed to complement SMEs at every 
stage of their business journey. Using a 
multi-partner approach with like-minded 
organisations and business enterprises, SME 
Colony is a supportive digital ecosystem 
tool aimed at propelling the growth of SMEs 
with comprehensive business resources and 
references, while facilitating their transition 
into the digital realm. 

What are some of the plans/strategies in 
the near future for your award-winning 
initiative(s)?
It has been both exciting and challenging 
since we started embarking on this digital 
journey with SME Colony. Despite the current 
pandemic situation, we remain inspired to 
move forward aggressively, stay competitive 
and increase our market share with more 
digital product offerings and inclusive 
solutions. The SME Colony mobile app was 
recently upgraded to version 3.0 with a 
facelift, enhanced functionality, as well as 
manoeuvrability to improve user experience 
and engagement. 

We will continue to innovate and strengthen 
our digital SME community ecosystem with 
more enhancements based on the feedback 
received from users and customers. In 
the near term, we plan to introduce new 
segmental propositions and products for the 
SME ecosystem, including niche offerings 
for businesses, employees and related 
stakeholders. A more personalised and 
engaging user experience (UX) customer 
digital journey is also underway to create a 
further meaningful and seamless experience 
with AFFIN BANK. 

Speak to us about some of the key 
highlights in your Bank’s digital 
transformation journey in 2020? 
In 2020, we focused on multiple digitalisation 
initiatives to help customers to go online as 
we embrace the new normal. SME Colony 
version 2.0 was launched in April 2020 
with an improved UX and API capabilities. 
We have onboarded over 100 Rakaniaga 
(“business partners” in Malay language) from 
various sectors and also listed hundreds of 
promotions with positive responses. We also 
conducted numerous SME BizChat virtual 
events in collaboration with associations and 
partners to share insights on how to weather 
challenges during the pandemic. 

Along the year, AFFINWRKFZ was launched 
in December, a key and new business 
support initiative that aims to provide 
comprehensive business and talent 
management solutions to help future-proof 
SMEs as they scale up. 

What are some of the key mandates with 
regard to Digital CX that you and your 
team aim to fulfil in the next two years? 
The pandemic has brought about drastic 
shifts in consumer behaviours and business 
operations across all sectors. In the next 2 
years, we aim to introduce further seamless 
and best-in-class digital customer onboarding 
processes. These planned upgrades aim 

to encourage customers to adopt the 
digital banking way of life while performing 
their daily business activities. We will also 
provide the necessary assistance to ensure 
customers are able to utilise various digital 
tools, made available by us and/or our 
partners, to the best of their advantage. 

Working in tandem with our stakeholders, 
industry experts and fintech organisations 
to develop and enhance specific yet 
relevant digital propositions to meet market 
demands is currently in the pipeline. By 
constantly monitoring customers’ feedback, 
we will continue to navigate and enhance 
our presence as well as market share as 
the preferred “Bank of Choice” for SMEs, 
particularly start-ups. 

Finally, what objective did your institution 
aim to accomplish by participating at 
Digital CX Awards 2021? 
In today’s fast-paced environment, particularly 
with the ongoing COVID-19 pandemic, the 
ability to access concise information is a 
powerful strategy for SMEs to possess. 
Participating in Digital CX Awards 2021 
allows us to demonstrate and affirm our 
commitment in providing a unique and 
inclusive digital platform for SMEs designed 
to encourage growth and sustainability of 
their business, even more so during the 
current global crisis. 

As a committed financial partner, we strive 
to constantly and sustainably deliver the 
best all-rounded digital customer experience. 
We intend to increase the rate of digital 
transformation adoption by providing SMEs 
a hassle-free mobile application that is 
easily accessible at no cost and without 
subscription fee. Our unwavering focus is to 
assist SMEs in making sound and relevant 
business decisions by leveraging our SME 
Colony mobile app, an innovation duly 
affirmed by the Digital CX Awards 2021. 

OUTSTANDING DIGITAL CX - 
SME BANKING

HIGHLY 
ACCLAIMED

AFFIN BANK 
BERHAD
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PT BANK RAKYAT INDONESIA, TBK: 
PIONEERING DIGITAL CAPABILITIES 

AND LEVERAGING AI TO SERVE SME 
CUSTOMERS

Nirav Patel, CEO, The Digital Banker spoke with Indra Utoyo, Director of Digital and 
Information Technology, PT Bank Rakyat Indonesia, TBK about the bank’s award-

winning initiatives and what the future holds.

What sets you apart from your 
competitors in this year’s award win?
In the financial services industry, no matter 
if you are the largest or the newest, you 
are either disrupt or get disrupted. At BRI, 
we believe that the best defense is a good 
offense: we am to disrupt while reinforcing 
our strengths. We created the largest 
microfinance neural network, BRIBRAIN, 
utilizing our advantage of having a massive 
data lake. BRIBRAIN accelerates decision-
making and vastly improves our risk 
management. It allowed us to develop the 
first digital lending platform issued by a bank 
in Indonesia with the fastest disbursement 
time in the nation - Ceria.

However, I believe that the key to be 
digital-first winner is not just about creating/
investing the right-fit tech, but about creating 

the Digital-First culture. Our success is 
due to the hard work of my teams that has 
embodied the Digital First DNA mindset.

What are some of the plans/strategies in 
the near future for your award winning 
initiative(s)?
We understand people have unlimited choice 
of financial services providers, however 
loyalty and trust also have to be built with 
customers. Which is why one of our digital 
initiatives is to develop open banking for 
product & service democratization, allowing 
our digital innovation  to tap into third-parties’ 
or partners’ apps. We aim to open the gate 
for Ceria to have unlimited collaborations 
with digital platforms, facilitating customers 
beyond ours to have easy access to 
consumer loans. Hopefully, Ceria will further 
leverage the growth potential of Indonesia’s 
e-commerce sector which is set to reach 
US$82 Billion by 2025.

We also developed BRIBRAIN as a Service 
(BaaS) to democratize AI solutions and 
aim for customer personalization, making 
it the backbone of BRI’s digital products 
and services. It will be the central AI-hub, 
enabling large scale hyperlocal micro-
ecosystems, B2B-SME ecosystem, and 
bespoke tech-enabled value chain.

Speak to us about some of the key 
highlights in your bank’s digital 
transformation journey in 2020?
Pandemic had a negative impact on MSME 
- backbone of our country’s economy, with 
almost 95% of overall businesses in troubled 
waters. BRI one of the largest microfinance 
institution certainly took a hit as well. 
However we also saw this as an opportunity 
to empower MSME, and safeguard the 
sustainability of the country’s economy. So 
we dived deeper and aimed to serve the 57 

million Indonesian ultra-micro businesses, 
setting our objective to be the Champion of 
Financial Inclusion.

Catering the small business can be lucrative 
yet risky, especially when the economy 
takes a beating. Enhancing risk management 
excellence and accelerating our services 
network is key. We Build, Borrow, and Buy: 
optimizing our existing services, investing 
in the right-fit tech, and enabling B2B2C 
partnership to connect us with ecosystems 
to provide convenient, seamless banking 
experience for all.

What are some of the key mandates with 
regard to Digital CX that you and your 
team aim to fulfil in the next two years?
As we aim to be an AI-powered bank, AI 
and our Big Data will certainly play a big part 
in transforming our products and services 
for CX, such as: seamless integration 
beyond banking, frictionless transactions, 
to more personalized offers and solutions. 
This certainly will reimagine our customer 
engagement and provide them with hyper-
personalization, seamless omnichannel 
experience both within-bank and beyond-
bank, backed by data-driven and AI-powered 
decision making.

Finally, what objective did your institution 
aim to accomplish by participating at 
Digital CX Awards 2021?
We want to put BRI at the forefront of 
worldwide banking tech in the world for 
our digital initiatives. We might be the 
oldest bank in Indonesia known to serve 
the micro segment. Rather than limiting 
our movements, we are harnessing these 
strengths, transforming both culturally 
and digitally, appealing to more consumer 
segments, to fulfill our vision to be the 
Champion of Financial Inclusion.

WINNER

BEST FINTECH FOR DIGITAL CX - 
CONSUMER LENDER

PT BANK
RAKYAT

INDONESIA,
TBK

BEST USE OF DATA AND ANALYTICS 
FOR CX

HIGHLY 
ACCLAIMED
PT BANK
RAKYAT

INDONESIA,
TBK
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ADVERTORIAL

In 2020, VPBank made a strategic decision to launch 
new services and features to serve its customers 
better. In this direction, the contact centre plays an 
important role in the delivery and differentiation of 
services. Key metrics such as transaction volume, 
customer satisfaction and frequency of interaction 
are just some of the areas that VPBank has 
improved because of its innovation in its contact 
centre operations.

One of the most significant actions taken by the Bank was the 
decision to invest in the most intelligent contact centre system in the 
market to date. Using this system, they managed to launch 11 self-
service functionalities, which means customers didn’t have to wait 
for a response from a call centre agent in order to resolve certain 
issues. Using IVR (Interactive Voice Response), VPBank has been 
able to serve more than 130,000 calls in a single month. 

VPBank has also been able to centralise its services so queries 
coming from emails, chat, Zalo, Facebook and other channels are all 
stored centrally on the contact centre system thereby providing a 
quick dashboard for call centre agents to serve customers better as 
they can now quickly check and understand a particular customer’s 
historical requirements. In the future, this database will also serve 
as an invaluable resource for VPBank as it pursues its omni service 
strategy. 

By all indications, it is clear why VPBank has been declared winner of 
the “Outstanding Customer Experience - Contact Centre” award at 
the Digital CX Awards 2021 organised by The Digital Banker. 

“Contact centres can bring delight and differentiated services for 
customers. Especially in the new era, technology will dramatically 
change how a customer behaves when they connect to a contact 
centre. Service providers need to improve and adapt. VPBank has 
realised this and launched initiatives that not only paved the way 
for better customer service but an enjoyable journey as well for all 
stakeholders,” said Nirav Patel, Managing Director at The Digital 
Banker during the awards ceremony.

One Door, All Services 
When the new contact centre system was launched, VPBank has 
been able to implement new services and technologies that instantly 
changed the way it delivered services to its customers. For example, 
additional credit card issuance has been implemented wherein any 
customer can apply for a new credit card as long as it falls within the 
customer’s liability limit. This significantly cuts down processing time 
as the need to fill out long forms is eliminated because a customer’s 
relevant information can be retrieved using the contact centre 
system. 

In addition, credit card insurance can also be included conveniently. 
This simple process improvement has helped change customer 
behaviour and push card usage frequency to increase dramatically. 
For this transaction, VPBank’s contact centre handles about 400-500 
relevant requests from customers. 

On the technology side, the IVR enhancement has allowed call 
centre agents to easily check historical data with longer periods. 
The waiting time of different customer segments was also set up 
separately, so important segments such as Priority or Corporate have 
shorter waiting times in the queue.

VPBank also implemented voice biometric and is the second bank in 
VietNam to use this function to serve customers. This is a welcome 
improvement as it helped make customer authentication much 
faster, with the voiceprint also being used in other chat channels 
including Zalo and FB Messenger to support overseas customers 
who cannot call the hotline using their registered phone number. 

Lastly, Callbot, the AI speech-to-text and text-to-speech feature 
helped VPBank interact with customers instantly with limited human 
resources. VPBank has used this feature to call back a customer who 
tried to call the hotline. The callbot apologizes to the customer and 
records their request for further action. In 2021, VPBank is expected 
to expand this feature with more products and services. 

Outstanding results
The result of VPBank’s contact centre innovations is nothing short 
of impressive. To date, it logs about 130,000 (30%) self-services per 
month and waiting time for Priority and Corporate customers via 
IVR has been reduced by 70%. In addition, its customer satisfaction 
increased from 7.2 to 9.3 on a 10-point scale, after just 4 months. 

These initiatives provide suitable conditions for VPBank’s Contact 
Centre to apply more outstanding features in the future. But most 
importantly, the result of these initiatives is just part of the Bank’s 
overall strategy to provide an outstanding customer experience 
through the use of cutting-edge technology.

VPBANK: DELIGHTING 
CUSTOMERS WITH CONTACT 
CENTRE INNOVATIONS
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CIMB BERHAD: RELENTLESS 
INNOVATION TO AUGMENT 

CUSTOMER CENTRICITY

Kanagasabapathy Surendran, Head of Department, Transforming Customer Journey, 
CIMB Berhad speaks to Nirav Patel, CEO, The Digital Banker about ongoing efforts to 

transform the group’s approach to customer centricity

What sets you apart from your 
competitors in this year’s award win?
In 2020, when the pandemic led to an 
accelerated shift towards primarily digital 
banking, we had to adapt quickly. What set 
us apart was our ability to pivot quickly by 
leveraging on the Agile Scrum setup to churn 
out new minimum viable products (“MVPs”) 
in 2-3 months. 

We introduced three digital-first solutions 
for customers as well as our sales force, i.e. 
Relationship Managers (“RMs”), namely the 
Amazing Customer Experience (“ACE”), Biz 
Financing Portal (“BFP”) and CIMB 90/10 
online-to-branch account opening process 
using Agile and Design Thinking.

ACE is a universal tool that allows our 
Commercial RMs to work anywhere, anytime, 
by enabling lead funneling, lead management, 
pre-screening from quantitative credit 
databases, digitised forms and more. ACE 
also allows for better customer interaction 
and decision support by automating data 
entry into our Business Credit System 
(“BCS”) for loan origination through Robotic 
Process Automation (“RPA”).

Launched in July 2020, CIMB’s BFP was 
created for small and medium enterprises 
(“SMEs”) under our Commercial Lending 
Initiative. The BFP enables SMEs to upload 
documents and submit financing applications 
entirely online, providing convenience by 
eliminating the need to visit a branch. This 
makes our offerings more accessible while 
providing safety and convenience.

CIMB 90/10 or online-to-branch account 
opening process allows individual customers 
to apply to open a current or savings account 
online and complete the process at a branch 
for the last step, i.e. Know-Your-Customer 
(“KYC”) due diligence. Customers are then 
able to make use of a dedicated e-account 
opening priority queue at selected branches 
to complete the KYC step. With this process, 
branches saw a 50% reduction in processing 
time for account openings.

What are some of the plans/strategies in 
the near future for your award winning 
initiative(s)?
In 2020, CIMB Group recalibrated its 
strategy which led to the introduction of 
our Forward23+ strategic plan. Under 
Forward23+, there is an increased focus on 
driving cost efficiency and digitising for value. 
We plan to continue introducing solutions that 
will transform customer journeys and support 
our focus on Customer Centricity, one of 
the strategic themes of Forward23+. These 
initiatives will allow us to deliver superior and 
differentiated customer experience.

Speak to us about some of the key 
highlights in your bank’s digital 
transformation journey?
One of the strategic themes of CIMB’s 
Forward23+ strategic plan is Customer 
Centricity, where we aim to elevate customer 
experience by strengthening reliability, 
treating customers fairly and transforming 
customer journeys. 

As part of this effort, we have a Transforming 
Customer Journey (“TCJ”) department which 
aims to improve customer journeys in relation 
to our products and services, as well as 
internally via process change and automation. 

The TCJ department leverages the Agile 
methodology to shorten time-to-market 
and the software development process. 
We also incorporate real-time collaborative 
methodologies to ensure various teams 
within TCJ do not work in silos.

For example, TCJ has a DevSecOps team 
which covers both automation and security 
within our developed products. The team is 
able to boast of 90% code coverage which 
significantly reduces undetected bugs within 
the applications we develop. This empowers 
our developers to deploy solutions quickly 
with minimal complications. TCJ also has a 
Design team that is focused on improving 
UI/UX in our products and services, and 
strengthening bank-wide adherence to our 

design language through a service design 
blueprint.

Together, our teams ensure that each 
Customer Journey is a unique and elevated 
experience of banking with CIMB Bank.

What are some of the key mandates with 
regard to Digital CX that you and your 
team aim to fulfil in the next two years?
As digitalisation, CX and technology continue 
to advance at a rapid pace, the focus on 
driving cost efficiency and digitising for 
value will be the core of our push towards 
improving digital CX, which will lead to 
improvements in metrics such as net 
promoter score (“NPS”).

Aided by data analytics, API and RPA 
initiatives, we are able to automate and build 
an automation platform for our front office, 
back office and support functions. With 
repetitive and often mundane tasks currently 
being completed by employees now set to 
be automated, digitalisation has profound 
implications in terms of transforming the 
nature of work within banks and the financial 
services industry. It will allow employees to 
focus on more value adding tasks, and in the 
case of customer facing employees such as 
RMs, allow them to focus more on assisting 
customers. These efforts will drive better 
customer experience while reducing costs 
and improving resource efficiency.

Finally, what objective did your institution 
aim to accomplish by participating at 
Digital CX Awards 2021?
The Group’s vision is to be the leading 
focused ASEAN bank, which we aim to 
achieve through the five strategic themes 
under our Forward23+ strategic plan. By 
participating in the Digital CX Awards 2021, 
we want to demonstrate our commitment 
to continue improving customer experience, 
particularly in how we are leveraging data 
and analytics led insights and digitising to 
transform customer journeys and ultimately, 
better serve our customers.

OUTSTANDING TRANSFORMATION IN 
DIGITAL CX DURING COVID19

HIGHLY 
ACCLAIMED

CIMB BERHAD
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ADVERTORIAL

In December 2020, HSBC Amanah became the first Islamic 
international bank in Malaysia to link a charity feature with credit 
cards made from 85% recycled plastic.

With the ESG charity feature, for every donation made by cardholders 
on their HSBC Amanah credit cards, HSBC will donate 1 per cent of 
the charity spend to selected local charities or non-profit organisations. 
The ESG charity credit card feature currently benefits four local 
charitable organisations namely, Global Environment Centre, Yayasan 
Chow Kit, Pintar Foundation and Pertiwi Soup Kitchen.

On top of its ESG initiatives, HSBC Malaysia has also embarked 
on a meaningful transformation of its customer contact support 
infrastructure by introducing its Interactive Voice Response (IVR) 
technology that aims to make phone banking safer, easier, and 
simpler for its customers. This came at a time when Movement 
Control Order (MCO) was in place in Malaysia and staying connected 
with its customers becomes more imperative. 

These seemingly simple, yet important initiatives make HSBC 
Malaysia deserving of the awards, Outstanding Innovation in Digital 
CX in Product or Service - Islamic Banking and Highly Acclaimed, 
Outstanding Customer Experience - Contact Centre” at the Digital 
CX Awards 2021 organised by The Digital Banker. 

“HSBC Malaysia is committed to its ongoing journey to enhance 
its digital innovation and features to provide a more convenient and 
seamless banking experience to its customers. The international 
bank’s vision to create a safe and convenient bank in a pocket for 
its customers that can be accessed any-time, anywhere is further 
advanced by HSBC Malaysia’s strong commitment to the values of 
sustainability and charity,” said Nirav Patel, Managing Director at The 
Digital Banker during the awards ceremony.

Charity as a Credit Card Proposition
In  addition to the Amanah credit card’s new ESG feature, HSBC 
Malaysia partnered with Incitement, a social enterprise in corporate 
sustainability, to customise a dedicated online platform to promote 
local charities supported by the Bank.

The platform  provides  these charity partners to promote the various 
causes that need support. To ensure transparency, an impact report 
showing the complete breakdown of donations is shared among 
customers to keep them well-informed about their contributions. 
With this, it effectively turns charity into a strong credit card 
proposition. 

On top of that, HSBC Malaysia expects to reduce carbon emissions 
from its credit card production in 2021 and beyond. HSBC Amanah 
was also the first within the HSBC Group to launch credit cards 
made from 85% recycled plastic (rPVC) in January 2021 with plans 
for all cards to be made from 100% rPVC by end of 2021. The HSBC 
ESG charity feature, recycled plastic credit cards and reduction of 
carbon emissions are all part of HSBC Amanah’s efforts to be HSBC 
Group’s first sustainable banking entity by the end of 2022. 

Safer, Easier, Simpler Banking
Contact centre customers identification and verification (ID&V) is 
a crucial part of the inbound and outbound customer contacts as it 
helps the Bank achieve a fine balance between fraud prevention and 
customer support through virtual manned channels. Currently, the 
preferred inbound telephone verification method is telephone PIN 
(TPIN) on IVRs. 

The problem is when a customer does not have a TPIN, and cannot 
verify on IVR, verification can only be done by having the customer 
answer an agreed set of questions, referred to as a verbal 
quiz or memorable security questions. This leads to undesirable 
customer experience as well as inefficiencies in contact centre 
operations.
 
To address this challenge, the Bank has implemented SMS OTP and 
Voice ID with Voice Biometrics:  

SMS OTP for Identification and Verification 
The SMS OTP functionality on the IVR allows customers to trigger 
OTP directly to their registered mobile number. As such, customers 
can now connect to the contact centre very easily and fulfil their 
requirements mostly through IVR. The result is a significant 
improvement in ASA (Average Speed to Answer) and AHT (Average 
Handling Time).

Voice ID with Voice Biometrics 
Voice ID is a voice biometrics technology that enables customers to 
skip TPINs or security questions. Instead, access to phone banking is 
done using a customer’s voice signature. HSBC Malaysia’s Voice ID 
is the first in Malaysia to introduce a two-tier verification in a single 
solution, they are: a) Vocal Password – a text-dependent passphrase 
and b) Free Speech – a text-independent passphrase.

These technologies have been instrumental in enhancing customer 
experience, especially at a time when movement restrictions are in 
place all over Malaysia. The ID&V on IVR has increased to 32%, 
a significant jump from its previous levels of 17% before the new 
technologies were introduced. 

In addition, only 20% of customers who reach agents previously 
were ID&V verified. Now, this number has jumped to 51%, which 
means more than half of customers who speak to agents do not 
need to go through manual verification for most of their service 
requests, a nod to HSBC Malaysia’s vision of safer, easier, simpler 
banking.

HSBC MALAYSIA: EXEMPLIFYING 
SUSTAINABLE BANKING THAT 
MAKES A DIFFERENCE
Many high-flying organisations recognise that 
economic growth must be sustainable to achieve 
long-term success. Sustainability is no longer just 
a buzzword. It is a core strategy to attain financial 
performance while making a positive impact on 
society and the environment. HSBC Malaysia’s 
new ESG charity feature makes a strong case for 
this argument.

ADVERTORIAL
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TAIPEI FUBON BANK: UTILIZING 
A MULTICHANNEL STRATEGY TO 

EMPOWER CUSTOMERS

ＷWendy Huang, Senior Vice President, Taipei Fubon Bank spoke to Nirav Patel, CEO, The Digital 
Banker about the bank’s award achievements.

social media, we aim to embed ourselves 
in the daily lives of our customers and build 
a two-way communication channels with 
customers, which helps us understand 
customer expectations and customers 
demand, implement plans on customer churn 
and word-of-mouth promotion.

We will continue to optimize the digital 
experience and enhance product functions to 
provide customers with more convenient and 
comprehensive financial services.

Speak to us about some of the key 
highlights in your bank’s digital 
transformation journey in 2020?
Taipei Fubon Bank is dedicated to promoting 
financial innovations in response to the digital 
era, and realize innovative customer service 
in three directions:
•  Digital product line: Create digital products as 

the core, establish an vast online presence 
and enable smooth customer journeys.

•  Social media: In addition to our own 
channels, we will extensively communicate 
with customers through digital social media 
to understand customer needs anytime and 
anywhere, and provide suitable services to 
customers

•  Upgrade the core system: In order to 
provide customers with a better digital 
experience, we also upgrade the bank’s 
internal core system to create more flexible 
and diverse possibilities for future online 
services.

What are some of the key mandates with 
regard to Digital CX that you and your 
team aim to fulfil in the next two years?
Our team will focus more on upgrading the 
UIUX of the digital platform. The goal is to 
launch more innovative services in the future, 
create the best digital CX, and continue to 
stay ahead of the market.

Finally, what objective did your institution 
aim to accomplish by participating at 
Digital CX Awards 2021?
Due to the changes in the use of financial 
services by customers due to the epidemic, 
we will be more committed to developing 
innovative and smooth digital user 
experiences. We will aim to create innovative 
financial services and hope to be recognized 
and honoured at the Digital CX Awards. 

What sets you apart from your 
competitors in this year’s award win?
Taipei Fubon Bank examines the three touch 
points in detail, and brings the most pleasant 
user experience to customers. 
•  Customer: We no longer use standard 

age, gender, etc. to distinguish customer 
groups, but use big data to predict which 
customers will need these financial 
solutions at this stage.

•  Product: The advantages of our products 
in the market and whether the functions of 
these products are practical and stable.

•  Channel: The channels which would 
be suitable for to communicate with 
customers, so that the user experience will 
be consistent and customers can reach the 
service when they need to use.

What are some of the plans/strategies in 
the near future for your award winning 
initiative(s)?
We aim to continuously review and 
optimize the user experience of digital 
platform through internal data and external 
consultants. Further, we aim to interact 
with customers through social media as 
Taiwanese spend several hours a day on 
mobile phones and social media. Through 

WINNER

OUTSTANDING DIGITAL CX – TRADE 
FINANCE INITIATIVE

TAIPEI FUBON 
COMMERCIAL 
BANK CO., LTD BEST ROBO ADVISORY EXPERIENCE

HIGHLY 
ACCLAIMED

TAIPEI FUBON 
COMMERCIAL 
BANK CO., LTD BEST CUSTOMER EXPERIENCE - 

SOCIAL MEDIA

HIGHLY 
ACCLAIMED

TAIPEI FUBON 
COMMERCIAL 
BANK CO., LTD
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BANK SINOPAC: DATA-DRIVEN 
HYPER- PERSONALISATION IS THE 

KEY TO AN UNRIVALLED DIGITAL CX 

Irene Huang, Head of Digital Banking Division and Associate Executive Vice President at Bank 
SinoPac discusses personalisation in banking services with Nirav Patel, CEO, The Digital Banker.

What sets you apart from your 
competitors in this year’s award win?
Bank SinoPac augments customer-centricity 
in its services by participating in customers’ 
daily life and financial activities. We focus on 
providing “fast”, “convenient”, “safe” and 
“satisfactory” mobile financial services, and 
continue to explore the best way to meet 
the financial needs of customers. Through 
elaborate integrated digital financial products, 
Bank SinoPac has created O2O experience 
and simplified services to become the 
desired financial partner to the support our 
customer’s day-to-day financial needs.

What are some of the plans/strategies in 
the near future for your award winning 
initiative(s)?
Bank SinoPac uses big data, digital footprint, 
behaviour labelling, and artificial intelligence 
to analyse and predict customer behavior, 
establishing a customer centric business 
strategy, and thereby quickly resonates 
with new-to-bank customers.  Moreover, 
we consider the financial needs of digital 
customers from an innovative perspective. 
In the future, Bank SinoPac will continue to 
integrate digital channel services with the 
financial resources of the group to provide 
customers a holistic financial services journey 
and will persevere to fulfil our commitment 
of “ Fulfilment of a Beautiful Life Through 
Finance”.

Speak to us about some of the key 
highlights in your bank’s digital 
transformation journey in 2020?
In 2020, Bank SinoPac made a conscious 
effort to drive digital transformation in the 
spirit of promoting Collaboration, Empathy, 
Embracing Change, and Becoming Data-
Driven We expect to make use of science 
and technology to practice intelligent digital 
finance in the future. The combination of 
Bank SinoPac’s DAWHO digital account 
services and DAWHO TOU, SinoPac 

Securities’ digital trading account services, 
creates a unique investment and wealth 
management life circle with a comprehensive 
array of financial services covering 
consumption, investment, savings, and 
debt management. It also utilizes a smart 
data management platform to offer clients 
personalized financial services on an ongoing 
basis.

What are some of the key 
mandates with regard to Digital 
CX that you and your team aim to 
fulfil in the next two years?
Bank SinoPac continues to improve 
its digital platform, data driven 
decisions, and scenarios through 
mechanisms such as product 
innovation and customer group 
management. Putting customer 
experience at the fore, we use 
data to create comprehensive suite 
of services and products. In the 
next two years, Bank SinoPac will 
focus on the development of AI, 
Big Data, Open API, Authentication 
and Platform. We will continue to 
use the data management platform 
to collect and analyse customer 
behaviour, further deploy AI deep 
learning to create a 360-degree 
customer view to build a new digital 
banking platform. In addition, Bank 
SinoPac will continue to expand the 
authentication mechanism, biometric 
process and open APIs to support 
different channels and extend the 
scope of services.

Finally, what objective did your 
institution aim to accomplish by 
participating at Digital CX Awards 
2021?
Bank SinoPac has been operating 
in Taiwan for 70 years and is deeply 
trusted by customers. By combining 

technology, data and financial expertise, we 
accompanied customers through 2020 when 
the demand of digital finance changed rapidly. 
Through active participation in the Digital CX 
Awards, Bank SinoPac demonstrates that 
we are providing customer-centred warm 
services in combination with innovative 
technology. We will always aim to achieve 
our goal of providing all-round innovative 
financial experience to customers.

WINNER

OUTSTANDING DIGITAL CX - 
MOBILE APP

BANK 
SINOPAC

BEST DIGITAL BANK FOR CX - TAIWAN

HIGHLY 
ACCLAIMED

BANK SINOPAC
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Strategy Awards

BEST CUSTOMER 
INSIGHT INITIATIVE

EXCELLENCE IN CUSTOMER 
SERVICE INNOVATION

BEST CX BUSINESS 
MODEL

EXCELLENCE IN NEXT-GEN 
CUSTOMER SATISFACTION

BEST USE OF 
CUSTOMER FEEDBACK

OUTSTANDING CX IN 
DIGITAL SALES STRATEGY

HONOUREES OF DIGITAL CX 
AWARDS 2021

WINNER WINNER

WINNER

WINNER

WINNER

Highly Acclaimed Highly Acclaimed

HONG KONG AND MACAU

HONG KONG AND MACAU

SINGAPORE

CHINA

Highly Acclaimed
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OUTSTANDING DIGITAL 
CX STRATEGY - OVERALL

OUTSTANDING USE OF 
DIGITAL CHANNELS FOR 

IMPROVED CX

OUTSTANDING 
TRANSFORMATION IN 
DIGITAL CX DURING 

COVID19

OUTSTANDING USE OF 
DIGITAL CHANNELS 
FOR IMPROVED CX - 

TRANSACTION BANKING

OUTSTANDING 
TRANSFORMATION IN 

DIGITAL CX DURING COVID19 
- TRANSACTION BANKING

HONOUREES OF DIGITAL CX 
AWARDS 2021

WINNER WINNERWINNER

WINNER

Highly Acclaimed Highly Acclaimed

Highly Acclaimed

SINGAPORE
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Technology Awards

BEST CLOUD INITIATIVE 
FOR DIGITAL CX

BEST TECHNOLOGY 
IMPLEMENTATION FOR 

DIGITAL CX

BEST DIGITAL CX 
PARTNER/VENDOR

BEST USE OF AI FOR 
CUSTOMER EXPERIENCE

BEST ROBO ADVISORY 
EXPERIENCE

BEST USE OF DATA AND 
ANALYTICS FOR CX

HONOUREES OF DIGITAL CX 
AWARDS 2021

WINNER

Highly Acclaimed Highly Acclaimed

WINNER

WINNER

WINNER

WINNER

Highly Acclaimed Highly Acclaimed

CANADA

WINNER

INDONESIA

TAIWAN
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BEST USE OF 
TECHNOLOGY FOR 

CUSTOMER EXPERIENCE 
– OVERALL

OUTSTANDING 
BLOCKCHAIN INITIATIVE 

FOR CUSTOMER 
EXPERIENCE

OUTSTANDING 
CHATBOT CUSTOMER 

EXPERIENCE

HONOUREES OF DIGITAL CX 
AWARDS 2021

WINNER WINNERWINNER

Highly Acclaimed Highly Acclaimed

Omni-Channel Awards

BEST CUSTOMER 
EXPERIENCE - ATM 

BEST CUSTOMER 
EXPERIENCE - SOCIAL MEDIA

BEST CUSTOMER 
EXPERIENCE -BRANCH

WINNER WINNERWINNER

Highly Acclaimed

HONG KONG
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Omni-Channel Awards 

HONOUREES OF DIGITAL CX 
AWARDS 2021

BEST USER EXPERIENCE - 
INTERNET BANKING

BEST USER EXPERIENCE - 
MOBILE BANKING

EXCELLENCE IN OMNI-
CHANNEL CUSTOMER 

EXPERIENCE

WINNER WINNERWINNER

UAE MALAYSIA

Highly Acclaimed Highly Acclaimed

MALAYSIA

OUTSTANDING CUSTOMER 
EXPERIENCE - CONTACT 

CENTRE

WINNER

Highly Acclaimed

MALAYSIA
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Retail Banking Awards

BEST DIGITAL BANK 
FOR CX - OVERALL

BEST DIGITAL BANK 
FOR CX - TAIWAN

BEST DIGITAL BANK 
FOR CX - HONG KONG

BEST DIGITAL BANK 
FOR CX - THAILAND

BEST DIGITAL BANK 
FOR CX - MALAYSIA

BEST DIGITAL BANK 
FOR CX - PHILIPPINES

HONOUREES OF DIGITAL CX 
AWARDS 2021

WINNER

WINNER

WINNERWINNER

WINNER

Highly Acclaimed

HONG KONG

Highly Acclaimed

Highly Acclaimed

PHILIPPINES
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BEST DIGITAL CX - ACCOUNT 
OPENING AND CUSTOMER 

ONBOARDING

OUTSTANDING DIGITAL 
CX - MOBILE APP

BEST RETAIL BANK 
FOR DIGITAL CX

OUTSTANDING DIGITAL 
CX – BANK CARDS

WINNER

WINNER

WINNERWINNER

Highly Acclaimed Highly AcclaimedHighly Acclaimed

OUTSTANDING DIGITAL 
CX - PAYMENTS

WINNER

Highly Acclaimed

HONOUREES OF DIGITAL CX 
AWARDS 2021

SINGAPORE
MALAYSIA

OUTSTANDING DIGITAL 
CX - MORTGAGE PRODUCT

SINGAPORE

Highly Acclaimed
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OUTSTANDING DIGITAL 
CX - SME BANKING

OUTSTANDING DIGITAL 
CX - LOANS

WINNER WINNER

Highly AcclaimedHighly Acclaimed

HONOUREES OF DIGITAL CX 
AWARDS 2021

TAIWAN

Insurance Awards

OUTSTANDING CX 
TRANSFORMATION IN 

INSURANCE

OUTSTANDING 
DIGITAL CX – CORPORATE 

INSURANCE

OUTSTANDING 
DIGITAL CX -GENERAL 

INSURANCE

WINNER WINNERWINNER
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Highly Acclaimed

HONOUREES OF DIGITAL CX 
AWARDS 2021
Insurance Awards

BEST USE OF AI FOR CUSTOMER EXPERIENCE - INSURANCE

WINNER Highly Acclaimed

HONG KONG AND MACAU

Wholesale/Transaction Banking Awards

BEST DIGITAL CX - 
ACCOUNT OPENING AND 
CUSTOMER ONBOARDING 

BEST WHOLESALE/
TRANSACTION - BANK 

FOR DIGITAL CX

OUTSTANDING DIGITAL 
CX - CASH MANAGEMENT 

PLATFORM

WINNER WINNERWINNER

OUTSTANDING DIGITAL 
CX - PAYMENTS AND 

COLLECTION SERVICES 

OUTSTANDING DIGITAL 
CX – TRADE FINANCE 

INITIATIVE

WINNER WINNER
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HONOUREES OF DIGITAL CX 
AWARDS 2021
Wealth Management Awards

BEST DIGITAL CX - 
ACCOUNT OPENING AND 
CUSTOMER ONBOARDING 

BEST WEALTH 
MANAGEMENT PROVIDER 

FOR DIGITAL CX

BEST WEALTH MANAGEMENT 
PROVIDER FOR DIGITALLY 

EMPOWERING RMS 

WINNER WINNERWINNER

SINGAPORE CHINA

EXCELLENCE IN USER 
EXPERIENCE - MOBILE APP 

EXCELLENCE IN USER 
EXPERIENCE – WEBSITE 

OUTSTANDING 
INNOVATION IN DIGITAL 

CX - FIXED-INCOME

WINNER WINNER WINNER

INDONESIA

OUTSTANDING INNOVATION 
IN DIGITAL CX - EQUITIES

WINNER

SINGAPORE
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FinTech Awards

BEST FINTECH FOR DIGITAL 
CX - ALTERNATIVE WEALTH 

MANAGEMENT

BEST FINTECH FOR DIGITAL 
CX - PERSONAL FINANCE

BEST FINTECH FOR DIGITAL 
CX – BUSINESS LENDER

HONOUREES OF DIGITAL CX 
AWARDS 2021

WINNER WINNERWINNER

BEST FINTECH FOR DIGITAL 
CX - CONSUMER LENDER

BEST FINTECH FOR DIGITAL 
CX - CROSS BORDER 

PAYMENTS

WINNER WINNER

BEST FINTECH FOR DIGITAL 
CX - PAYMENTS

WINNER

BEST INSURTECH 
FOR DIGITAL CX

OUTSTANDING DIGITAL CX IN BANKING 
APP PLATFORM

WINNER WINNER Highly Acclaimed

35RISE - AN EXCLUSIVE BRIEFING OF THE 2021 DIGITAL CX AWARDS WINNERS



Private Banking Awards

OUTSTANDING INNOVATION 
IN DIGITAL CX - INVESTMENT 

PRODUCT/SERVICE 

OUTSTANDING INNOVATION 
IN DIGITAL CX – PLATFORM/

WEBSITE

HONOUREES OF DIGITAL CX 
AWARDS 2021

WINNER WINNER

Islamic Finance Awards

BEST ISLAMIC 
BANK FOR DIGITAL

 CX - OVERALL

OUTSTANDING 
INNOVATION IN DIGITAL 

CX IN PRODUCTSERVICE - 
ISLAMIC BANKING

BEST ISLAMIC 
BANK FOR DIGITAL 
CX - BANGLADESH

BEST ISLAMIC 
BANK FOR DIGITAL 

CX - MALAYSIA

WINNER

WINNER

WINNERWINNER

MALAYSIA
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Leadership Awards

CX PROFESSIONAL 
OF THE YEAR

CX INSTITUITION 
OF THE YEAR

OUTSTANDING 
LEADERSHIP IN CUSTOMER 

EXPERIENCE - TEAM

OUTSTANDING LEADERSHIP 
IN CUSTOMER EXPERIENCE 

INSTITUTION

HONOUREES OF DIGITAL CX 
AWARDS 2021

WINNER

WINNER

WINNERWINNER

SHAM ARORA
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A FEW WORDS FROM 
OUR HONOUREES
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