
FEBRUARY 2022

AN EXCLUSIVE BRIEFING OF THE 2021
GLOBAL RETAIL BANKING INNOVATION 

SUMMIT & AWARDS WINNERS



CONTENTS
Past and Present Judges Global Retail 
Banking Innovation Summit & Awards.....3

Standard Chartered .....................................4

OCBC .............................................................5

Affin Bank .....................................................6

UOB ...............................................................7

Experian ........................................................8

Bank Of America ..........................................9

Standard Chartered China ........................10

Kasikornbank .............................................11

ABSA Regional Operations .......................12

Standard Chartered Bank .........................13

RHB Bank ....................................................14

Banco Santander .......................................15

Standard Chartered Bank Sri Lanka ........16

Hong Leong Bank ......................................17

Bank One  ...................................................18

UOB TMRW ................................................19

HSBC Bank Singapore ...............................20

Standard Chartered Bank .........................21

Siam Commercial Bank .............................22

UOB .............................................................23

HSBC Amanah ...........................................24

UOB Thailand .............................................25 

ABSA Bank .................................................26

Taishin International Bank ........................27

Scotiabank .................................................28

HSBC Bank Malaysia .................................29

Metrobank  .................................................30

Taipei Fubon ...............................................31

HSBC Bank Indonesia ................................32

CIMB Thai ...................................................33

Honourees Of Global Retail Banking 
Innovation Summit & Awards 2021....34-48

A Few Words From Our Honourees .........49

FOREWARD
Dear Reader,

It is my pleasure to bring to you RISE – a briefing of the Global Retail Banking 
Innovation Awards 2021 (GRB21).

In the backdrop of overwhelming adoption of digital-led initiatives across the 
world – where each country offers different opportunities and challenges, the 
need to understand how best to meet customers halfway and create value for 
the business remains the a pertinent question. 

Historically, the focus has been product and service differentiation among most 
financial service institutions. However, internet penetration and high mobile 
phone usage rates have allowed banks to tap into the previously unbanked. 
We at The Digital Banker believe new customer segments, rapid digital 
transformation and widespread innovation can dramatically change the way 
banks operate in these markets.

With the Global Retail Banking Innovation Awards 2021, the goal was to identify 
and benchmark financial institutions that are innovating products and services, 
reinventing customer journeys, and implementing technological advancements 
all with customer needs and satisfaction 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 customer service and 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 planned for 2022.
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STANDARD CHARTERED: 
LEVERAGING ON THE POWER 

OF DIGITAL

Aalishaan Zaidi, Global Head – Personal Banking, Digital, Standard Chartered Bank (Singapore) 
spoke with Nirav Patel, CEO, The Digital Banker about the bank’s award winning initiatives 
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How does your award-winning initiative 
drive product/service innovation and 
differentiate?
The multiple global awards we have won are 
testament to the strong digital growth agenda 
in Standard Chartered. 

Digital Onboarding – Our digital onboarding 
capability has provided customers a 
seamless, intuitive way to onboard onto our 
platform through responsive and adoptive 
digital forms, automated eKYC features, 
machine learning based decision engines and 
real-time account creation. 

Personalized Investment Ideas (PII) – Our 
PII tools allow our RMs and Investment 
Advisors to generate tailored investment 
ideas with 3 key elements in the view - 
client’s profile and risk tolerance, alignment 
with our in-house views and current 
investments. This is an industry first in Asia 
with Standard Chartered leading the way 
in personalized investment advisory across 
Singapore, Hong Kong, China and Taiwan.

MyRM – A new client/RM engagement 
app, enables our clients to interact directly 
with their RMs. Through file and screen 
sharing and audio calls, clients can quickly 
react to market movements and capture 
opportunities quickly, all within a secure 
environment. Most importantly, MyRM 
allows us to approve investment transactions 
in a remote and paperless manner with a 
one-click experience. This continues to be a 
key differentiator for the bank during COVID 
when clients prefer to engage remotely and 
digitally to fulfil their complex needs.

Application Fraud Detection (AFD) Engine –  
Our AFD engine integrates with various fraud 
detection systems and data points to enhance 
existing APD capability. AFD fraud check 
engine can detect fraudulent applications 
using combination of AI models, rules and 
negative list to bring about a seamless digital 
journey and improved client experience. 

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business? 
Digital Onboarding – In addition to delivering 
a winning customer experience, the capability 
has delivered significant quantitative benefits to 
the organization. Digital onboarding is currently 
at >80% with Straight through processing > 
70%. Our turnaround time has come down 
from 4 days to less than 3 minutes. 

Personalized Investment Ideas (PII) – PII 
has helped reduce the time our RMs spend 
to conduct a financial review, prepare an 
investment proposal and a final report. With 
the new digital tool, all information is in-built 
and housed in the tool which is readily 
accessible from the Relationship Manager’s 
iPad. Relationship Managers are now able to 
complete the same process in 20 minutes. 
This translates to a 75% time savings for RMs.

MyRM – MyRM is live in 3 of our 4 large 
markets with more than 100k affluent clients 
using it. We have seen a large uptick in the # 
of digitally active clients who have signed up 
and a big reduction in transaction processing 
time for our RMs. This has increased the 
productivity of our RMs. 

Application Fraud Detection (AFD) Engine 
–  Since inception, AFD Project has significantly 
helped bank by identifying fraudulent 
applications thus saving money and reputational 
damage. In 2021 alone, AFD has so far 
processed approximately >700K onboarding 
applications and has been able to successfully 
capture 85% of fraudulent applications. 

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
Our digital growth agenda remains unchanged. 
We intend to help our clients prosper and 
deliver everyday banking solutions by 
integrating our services into their digital lives. 
New digital solutions, strategic partnerships and 
advanced analytics will enable us to significantly 

increase our reach and relevance to serve them 
in a meaningful way. 

With our digital bank Mox in Hong Kong, 
the announcement of a new digital bank in 
partnership with NTUC Enterprise in Singapore, 
Banking as a Service platform (Nexus) and 
holistic end to end digital capabilities across the 
entire customer’s banking journey, we are well 
positioned for growth in 2022 and beyond. 
 
How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact?
Standard Chartered has been investing in 
digital over the last couple of years and the 
impact has been obvious. As reported in our 
1H’21 report, 71% of our retail product sales 
are now digital (versus 24% in 1H’19). Nexus 
is partnering with Bukalapak and Sociolla in 
Indonesia to provide digital banking services to 
>100 Mn users. Our new virtual bank Mox in 
Hong Kong is targeting ~200K client by FY’21, 
has ~$700Mn of deposits and is the highest 
rated financial app in HK on the Apple App 
Store. Our digital banks in Africa have helped to 
reduce cost of acquisition by ~2/3rd and acquire 
~95% of clients digitally. 
 
What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
Global Retail Banking Innovation Awards give 
us an excellent opportunity to benchmark 
ourselves with the best in the world. The 
Awards are a way for us to receive feedback 
from the industry on our digital strategy. It 
also allows us to see the best innovations 
from our peers across different areas and 
identify areas of opportunity/growth. 
 
We would like to thank The Digital Banker for 
running these Awards with extremely high 
standards for the last several years and are 
honoured to have been recognized with these 
Awards for several consecutive years across 
multiple categories.
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OCBC: 
CREATING AN ECOSYSTEM 

THAT GOES BEYOND BANKING

Aditya Gupta, Head of Digital Business and Transformation, OCBC Bank spoke with Nirav Patel, 
CEO, The Digital Banker about the bank’s award winning initiatives.

How does your award-winning initiative 
drive product/service innovation and 
differentiate?
Competition is a constant in the consumer 
banking industry and consumers are constantly 
on the lookout for innovative products and 
services that work seamlessly in their lives. 
The rapid advancement and adoption of new 
technologies and the increasing prevalence of 
platforms have greatly influenced customer 
expectations. Customers want products and 
services that are relevant, available anytime 
and anywhere, embedded as part of their daily 
lives and most importantly, instant. Hence, we 
are constantly striving to reimagine banking 
for our customers across all touchpoints by 
creating innovative products and services 
that integrate digital technology with data and 
design.

We believe that the crux of digital 
transformation lies in curating seamless, 
embedded, and personalised products and 
experiences for customers to perform their 
banking and ‘beyond banking’ transactions. 
Whether it’s availing a first-in-market 
consumer sustainability loan to customers 
or enabling customers to encash cheques 
directly at our ATMs, or to provide customers 
with a robust open banking platform with 
which to start comprehensive financial 
planning, it is making products inclusive, 
intuitive, and immediate that will ultimately 
delight customers.

According to you, how does your award-
winning initiative create value for the 
retail/digital bank’s business? 
It is an absolute honour for OCBC to win 
The Digital Banker’s Best Retail Bank in 
Singapore award, alongside three award wins 
for Mortgage Product of the Year, Best ATM 
Innovation and Best Open Banking Initiatives.

These awards are a fantastic testament to 
our digital transformation efforts, the energy 
and passion of our people and the resilience 

of our franchise. In this new normal, we 
have continued to reimagine banking for our 
consumers by creating category-defining 
solutions and engagement experiences 
to meet their banking, as well as ‘beyond 
banking’, needs. This in turn delivers 
significant value to our franchise in terms of 
revenue growth, operational efficiencies, and 
customer satisfaction scores.  

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
We are focused on future-proofing our 
consumer banking business as we ride the 
ebb and flow of changing consumer needs 
and desires. At the heart of consumer 
banking is understanding consumers. This is 
something we strive to do well – by leveraging 
data and insights, coupled with superior 
customer service, to offer the highest value to 
each customer by placing their needs at the 
centre of every product, service, process, and 
policy of the bank.

We are forging new partnerships and ventures 
that will allow us to serve new segments 
and new markets. At the same time, we 
have been digitally transforming our entire 
franchise, delivering leading solutions to 
our customers that are simply spot on. We 
are designing new banking experiences for 
customers at our branches and showcasing 
our digital capabilities and ecosystem 
partners. We are working on delivering and 
marketing innovative products and services 
to our millennial customers to bring them 
a distinctive OCBC experience, and we are 
revamping payments for customers to provide 
services ‘beyond banking’ with best-in-market 
deals and rewards.

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally 
enabled strategies improved in terms of 
top-line impact? 

The COVID-19 crisis prompted us to 
accelerate our digital roadmap as businesses 
shifted online to deal with office closures and 
restricted movements. We expect this trend 
to continue post pandemic as we see less 
tech-savvy customers take their first steps 
towards using digital channels. With increased 
digital adoption, we, too, have similarly 
refocused our efforts to ensure customers 
are equally comfortable adopting our digital 
products and services.

Overall, we see a huge acceleration in the take 
up of our digital services from new account 
openings, taking up loans, to day-to-day 
transactions for investments. Last year, we 
added more than 100,000 digital debutantes 
and the usage of digital services continues 
to grow exponentially. We’ve also seen 8X 
growth in digital wealth sales over the last two 
years. 

Several financial transactions are now 
performed via our digital banking platforms, 
and at our ATMs. Customers perform every 
nine out of ten financial transactions digitally. 
Without the need to come to our branches, 
customers can easily manage their cash, 
access wealth management products, apply 
for credit cards, home loans and personal 
loans.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
Participating in an award program such as 
Global Retail Banking Innovation Awards 
provides us the opportunity to validate within 
the industry how our strategy has been 
delivering on its goals. Further, it helps us 
benchmark ourselves against the industry’s 
best. It is also a source of inspiration for our 
employees, helps us drive innovation and push 
boundaries to meet our customers’ evolving 
needs and aspirations, and enables them to 
bank seamlessly and effortlessly.
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AFFIN BANK: 
REINVENTING THE VALUE 

PROPOSITION IN SME BANKING

Mr Lim Kee Yeong, Executive Director of Enterprise Banking, Affin Bank Berhad spoke with 
Nirav Patel, CEO, The Digital Banker about the Bank’s unique SME proposition.

How does your award winning initiative 
drive product/service innovation and 
differentiate? 
First and foremost, we would like to thank 
The Digital Banker for organising the Global 
Retail Banking Innovation (GRB) Awards 2021 
where we won “Best New SME Product 
of the Year” category for AFFINWRKFZ. 
This international recognition highlights 
the uniqueness and effectiveness of 
AFFINWRKFZ in serving the small & medium 
enterprises (SMEs) segment. 

AFFINWRKFZ (pronounced as “AFFIN 
Workforce”) was introduced in December 
2020 to help SMEs build resilience 
for sustainable long-term growth. Its 
development is parallel with the Financial 
Inclusion Framework formulated by the 
Central Bank of Malaysia and the SME 
Development Framework developed by SME 
Corporation Malaysia to spur the growth of 
SMEs with financial inclusion products & 
services. 

This differentiated worksite proposition drives 
innovation by differentiating itself from the 
typical banking offerings and focuses on non-
financial aspects via a comprehensive suite of 
long-term business and talent management 
solutions that are designed to help future-
proof SMEs as they continue to scale-up. 

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business? 
Available exclusively via our digital flagship 
the SME Colony mobile app, AFFINWRKFZ 
is a members-only business support initiative 
that focuses on four core propositions to 
address the overall needs of SMEs and help 
positioned them as an attractive long-term 
career prospect for talent retention as they 
continuously grow in a viable manner. 

The core four propositions are:
•  “Planning” tools for both work and 

personal tasks;
•  “Protection” coverage in business 

and personal for the company and its 
employees; 

•  “Progress” to encourage self-development 
to upskill and enhance knowledge; and

•  Exclusive business and consumer 
“Privileges” on lifestyle and AFFIN BANK/
AFFIN ISLAMIC banking offers. 

As this may seem “new” when put together 
as a comprehensive approach, we also 
included the “educational” or “food-for-
thought” aspects with write-ups, videos and 
general communications as part of the Bank’s 
efforts to develop a better understanding of 
the proposition. 

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
We are constantly appraising our products 
and services from time to time to ensure 
that AFFINWRKFZ proposition remains 
relevant and significant in supporting the 
SME ecosystem and addressing the needs 
of SMEs, including the underserved high 
potential segments, such as start-ups and 
women entrepreneurs. 

Staying true to our “Always About You” 
tagline, in 2022 we plan to meaningfully 
enrich the overall proposition and uplift 
experiences of SMEs by enhancing existing 
offerings, expanding business support 
with pertinent AFFINWRKFZ merchants, 
adding industry-specific supporting tools and 
focusing on simplifying onboarding process 
for both AFFINWRKFZ members (with 
almost 2,000 of them now) and Rakaniaga 
(“Business Partners” in Malay language). 

To date, we’ve onboarded hundreds of like-
minded Rakaniaga and we are planning to 
substantially increase the number to further 
strengthen the overall proposition in ensuring 
an attractive and meaningful AFFINWRKFZ 
experience. 

How have your initiative’s digital sales, 
digital servicing, omnichannel, or digitally-
enabled strategies improved in terms of 
top-line impact? 
AFFINWRKFZ is available as a value-
added service to the Bank’s existing SME 

customers in complementing their journey 
of growth and sustainability. Our service is 
aimed at indirectly creating strong affinity 
with the Bank among the employees and 
management of these SMEs. Such affinity 
includes better appreciation of other products 
within the Bank as well as offerings made by 
Rakaniaga. 

Our overall strategy of creating such a 
comprehensive and collective customer, 
market and ecosystem affinity with the 
Bank has not only increased sign-ups of 
our products and services but also helped 
many Rakaniaga promote their products and 
services digitally via the SME Colony app. 
The joy and honour of working collectively 
as an ecosystem while helping SMEs and 
benefitting their stakeholders positively is the 
satisfaction the Bank is looking for. With the 
path positively paved based on the results 
thus far, the Bank will continue to make 
AFFINWRKFZ a tool to help SMEs and win 
over new customers. 

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021? 
As a forward-thinking financial partner which 
aims to become the “Bank of Choice” for 
SMEs, we strive to consistently deliver 
the best financial inclusion products and 
services to complement the journey of every 
SME from the get-go to becoming matured 
business entity. 

The GRB Awards 2021 has given us a 
platform to demonstrate our capabilities and 
commitments in supporting the business 
development needs of SMEs through 
AFFINWRKFZ by assisting SMEs to grow in a 
sustainable manner. 

Through AFFINWRKFZ, we managed to 
create a niche for ourselves and differentiated 
us from our peers whose offerings are more 
traditional. Winning this award is indeed 
an affirmation of our collective efforts in 
producing a progressive and innovative 
proposition that goes beyond banking where 
we are able to take lead in serving the SMEs 
uniquely and effectively like no other.
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UOB: 
CREATING A ROBUST STRATEGY TO 
ENHANCE CUSTOMER EXPERIENCE

Nirav Patel, CEO, The Digital Banker spoke with Jacquelyn Tan, Head of Group Personal 
Financial Services, UOB about the bank’s award winning card and digital channel strategy

How does your award winning initiative 
drive product/service innovation and 
differentiate?
As a pioneer of card payments in Singapore, 
UOB has been leading the charge in 
designing debit and credit cards to suit the 
lifestyles and life stages of consumers. By 
understanding the lifestyle preferences of 
consumers, we can offer more choices 
to them through different credit card 
propositions. 

For consumers who want to stretch their 
dollar, the UOB One Card offers one of the 
most generous cashback rates in Singapore 
with cardmembers being rewarded for 
everyday spend on categories such as 
dining and groceries. Cardmembers can also 
maximise their spend by bundling their UOB 
One Card with the UOB One Account to earn 
bonus interest on their savings. 
 
Amid the COVID-19 pandemic in 2020, we 
saw our customers increase their spending 
in several categories such as groceries, food 
delivery and online shopping as they stayed 
home given social restrictions. We also saw 
a 30 per cent year-on-year increase in UOB 
One Card billings and transactions in the first 
10 months of 2021. 

With this in mind, we deepened our 
collaborations and drew on the capabilities 
of our partners across different industries 
to enhance the UOB One Card’s rebate 
programme last year. To bring greater value 
to consumers, we tied up with Dairy Farm 
Singapore (DFSG), where cardmembers can 
earn up to 10 per cent in cash rebates for all 
purchases made at any of DFSG’s physical or 
online stores.

In the same year, we also partnered with 
e-commerce marketplace Shopee to offer the 
UOB One Cardmembers exclusive deals and 

cash rebates of up to 10 per cent when they 
shop online at Shopee’s marketplace. With 
Shopee onboard, we created Singapore’s 
largest partnership ecosystem for cashback 
cards with more than 10 partners. 

According to you, how does your award 
winning initiative create value for your 
customers?
The COVID-19 pandemic in 2020 accelerated 
our customers’ move towards online 
spending. In particular, in the second and 
third quarters of the year, our customers’ 
online spend surged 110 per cent compared 
with the same period in 2019. 

Amid the consumer shift to digital channels, 
we expect our customers to keep to their 
online spending habits and ensure that online 
payments are seamless, safe and simple for 
them.  

As one of Singapore’s largest merchant 
acquirers, We will also continue to broaden 
our merchant network to provide our 
cardmembers with more exclusive shopping 
deals and offers, and also help our merchant 
with payment acceptance through the use of 
unified point-of-sale terminals. 
 
With the increase in digital payment adoption, 
we also introduced different digital services 
through UOB TMRW, our all-in-one digital 
banking app. 

In November 2019, UOB was also the 
first bank in Singapore to launch artificial 
Intelligence-driven personalised insights, 
which helps our customers make better 
financial decisions. With these insights 
served through UOB TMRW, our customers 
can track their savings and expenses 
effortlessly as they will receive relevant and 
personalised alerts on their finances such as 
spending patterns and refunds.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
Amid greater digital adoption by consumers, 
we will continue to be at the forefront of 
driving digital payments in Singapore. We will 
continue to invest in our digital capabilities 
to increase customer engagement and also 
to make digital payments simpler, safer and 
smarter for our customers.

To this end, we will tap data-driven insights 
to help our customers make wiser financial 
decisions to manage their finances better.

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact? 
At UOB, we have invested in an omni-
channel approach which places our 
customers at the centre of all that we do and 
to ensure that their every banking need and 
preference is met. 

We know that our customers use a mix of 
service channels to conduct their banking. 
For example, before purchasing a financial 
product, they prefer to go online to read up 
on and to compare similar solutions that 
are available to them. However, before 
committing to a new investment, deposit or 
loan product, our customers typically prefer 
to seek advice from a financial adviser.
 
With this strong understanding of our 
customers’ preferences, we offer our 
customers choice in how they engage 
with us. Our customers are now more 
accustomed to the ease and convenience of 
applying for their credit cards online. Close to 
seven in 10 UOB One Card applications were 
submitted digitally in the first 10 months of 
2021, up from close to five in 10 in the same 
period a year ago. 
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EXPERIAN: 
UNLOCKING THE POWER OF DATA TO 

ACCELERATE DECISION MAKING

Joe Jacob, General Manager, Experian Decision Analytics Southeast Asia spoke with Nirav 
Patel, CEO, The Digital Banker about pushing boundaries with the help of data and analytics   

How does your award winning initiative 
drive product/service innovation and 
differentiate?
Standard Chartered needed to manage 
risk more effectively with more robust and 
automated data-driven credit decisioning 
and ultimately enable their customers to 
gain faster access to financial services 
through digital onboarding journeys. We 
are proud to be the trusted partner of 
Standard Chartered, especially in this time of 
unprecedented volatility due to COVID-19, 
many underbanked communities are 
facing difficulties securing access to loans, 
without sufficient credit bureau data for 
financial institutions to determine their credit 
worthiness for this thin-file segment. 

Both Experian and Standard Chartered 
have constantly pushed the boundaries to 
achieve innovation in credit decisioning: 
an innovative blend that brought together 
Machine Learning (ML), focus on outstanding 
customer experience with rapid lending 
decisions together with invaluable insights 
– ultimately translated into effective, 
personalised and immediate customer 
actions to drive measurable business results.
 
According to you, how does your award 
winning initiative create value for 
the retail/digital bank’s business our 
customers?  
The next generation of credit decisioning 
by the bank was launched in India, Malaysia 
and UAE. Standard Chartered observed 
favourable outcomes of increased acceptance 
rates of more clients who previously would 
have been underbanked, empowering them 
with access to crucial credit and financial 
services in their time of need and improved 
customer experience through real-time 
decision.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 

At Experian, we are continually innovating to 
help our clients to overcome a wide range of 
challenges, including adapting to changing 
consumer expectations and behaviours, 
addressing the growing threat from fraud, 
and opening-up credit to underserved 
communities to provide greater financial 
opportunities for everyone.

We believe the future of credit decisioning is 
about winning with data and information at 
scale. It’s working with insights and delivering 
personalised solutions to customers through 
centralised, automated, flexible and scalable 
decision-making. Experian’s Decisioning 
solutions helps clients to future-proof their 
data and analytics capabilities while adapting 
to new decisioning strategies to minimise 
risk, preserve valuable relationships and 
remain fair and compliant.

Through advanced analytics, artificial 
intelligence & machine learning, we 
accelerated the process of getting high-
quality predictions and actionable insights. 
Supported thousands of data attributes 
derived from alternative data, we are able to 
bridge the gap of data availability and build 
credit risk models to generate credit risk 
score for the unbanked and new-to-credit 
consumers. 

As customers are demanding faster for 
instant digital interactions. Having a flexible 
and scalable engine respond to changes 
in a nimble manner is vital. In such times 
of accelerated digitisation, financial firms 
need to future proof their data and analytics 
capabilities while adapting to new decisioning 
strategies to minimise risk, preserve valuable 
relationships and remain fair and compliant. 
As such, we have launched several cloud-first 
and ready-to-use solutions to help our clients 
to respond to changes:
o  An acquisition solution on cloud to enable 

rapid automated decisions driven by 
data and analytics called PowerCurve® 
Customer Acquisition
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EXPERIAN
BEST DATA ANALYTICS OFFERING

o  A complete ML Ops solution suite on 
cloud, to develop, operationalise, monitor 
and fine tune machine learning models 
called Ascend Intelligence Services™

o  An alternative data score to underwrite 
credit invisible segments to drive financial 
inclusion called Experian PowerScore.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
We wanted to illustrate that sustainable 
financial inclusion can be achieved with the 
right combination of innovative technology 
such as artificial intelligence/  machine 
learning, alternative data and partners’ 
commitment to improve the underserved 
communities.

Further, we wanted to receive industry 
recognition from one of the world’s leading 
and most definitive FSI award program, 
validated by the expert panel of judges on 
the excellence of our solutions, dedication & 
achievement of the teams.
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BANK OF AMERICA: 
LEVERAGING ON TECHNOLOGY 

TO BECOME FUTURE PROOF

David Tyrie, Chief Digital Officer and Head of Global Marketing, Bank of America spoke with 
Nirav Patel, CEO, The Digital Banker, on how the bank is harnessing technology to continuously 

reinvent banking

How does your award winning initiative 
drive product/service innovation and 
differentiate?
At Bank of America, we continue to 
reinvent the way clients engage for all their 
financial needs, and the way associates use 
technology to better serve clients. Doing 
so means having a positive impact on each 
client’s financial life, and our Bank of America 
mobile app is essential to this mission and to 
sustaining growth. It puts the full breadth and 
power of our company at clients’ fingertips 
– and seamlessly integrates with high-
touch experiences. Our focus to continually 
enhance and expand digital capabilities – and 
our overall work to drive digitization across 
the bank – is core to the advancements we’re 
making in technology and operations, and it’s 
our future. 

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business?
Digitization enables data consolidation, 
allowing us to help clients reach their financial 
goals with personalized service and solutions. 
Leveraging our technology, we are able to 
create digital experiences that keep the client 
at the forefront without growing business 
expenses while allowing our teammates 
to focus more on cultivating relationships. 
Our investments in automation and AI are 
helping to fuel enhancements in service and 
solutions.

For instance, Erica®, our AI-driven virtual 
assistant, has become the central gateway 
for search, help and guided servicing in the 
Bank of America mobile app. Through Erica’s 
proactive insights, clients are requesting 
information about account numbers, 
activating a card, bill pay, transferring money, 
searching transactions, setting up alerts, and 
more. Client engagement and interactions 
keep growing, which helps us increase 
capabilities and also decreases use of our 
contact centers. With Erica, 99% of clients 
can find the information that they need 
without a service call. 

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
At Bank of America, we are going beyond 
personalization to focus on individualization 
through data, AI and business intelligence, 
paired with our industry-leading digital 
capabilities to provide clients with the ability 
to bank however and wherever they choose.

For instance, since launching in the fall of 
2020, Bank of America Life Plan, our digital 
experience that allows clients to set and track 
their financial goals and act on steps toward 
achieving them, has reached more than five 
million users – one million of whom have 
made follow-up appointments with specialists 
in our financial centers. The future of banking 
is delivering experiences that are uniquely 
relevant to every client at every life stage. 
We do this through a singular app where our 
clients can bank, borrow and invest through 
individualized content and solutions across all 
platforms, spanning and supporting the full 
breadth of each client’s relationship. 

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact?
With more than 9 billion out of 10 billion 
client interactions coming through digital 

channels, our 66 million clients are making 
online and mobile their primary channels for 
their banking, lending and investing needs. 
As of Q3 2021, a record more than 70% of 
client households are actively using our digital 
channels. 85% of deposits are now made 
through automated channels, with growth 
driven by 45 million digital check deposits in 
Q3. Overall digital sales volume reached 1.4 
million in Q3, an increase of 27% year-over-
year. By providing a truly digital experience, 
we can scale and deliver more solutions for 
our clients without growing expenses, while 
creating capacity for client-facing teammates 
to focus on deepening relationships. 

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
Client reliance on digital capabilities – in 
banking and in their everyday lives – has 
continued to increase and evolve. After 
beginning our journey more than a decade 
ago to transform our technology and 
business, we’ve been dedicated to not only 
meeting but exceeding digital demand and 
client expectations. Participating at the Global 
Retail Banking Innovation Awards helps to 
reinforce our commitment to innovation 
and providing a seamless, individualized 
experience for each client that spans and 
supports their entire relationship with us.

WINNER
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STANDARD CHARTERED CHINA: 
SCALING THROUGH A DIGITAL 

FIRST APPROACH

Jessie Li, Deputy CEO & Head of Consumer, Private and Business Banking, 
Standard Chartered China spoke with Nirav Patel, CEO, The Digital Banker about the 

Bank’s award-winning initiative.

How does your award-winning initiative 
drive product/service innovation and 
differentiate?
We are a foreign bank with the longest 
history in China. We have a disruptive 
challenger mindset to ride on the rapid 
development of FinTech and digital happening 
here every day. We aim to double the size of 
our Consumer, Private and Business Banking 
business globally by year 2025. Specifically, 
we want to grow from 8 mil to 20 mil mass 
market retail clients, and from 2 mil to 4 mil 
affluent clients across our markets.

We are scaling through a digital-first wealth 
management model coupled with face-
to-face advice from our experts for more 
complex decisions and planning. We are also 
scaling through partnerships and ecosystems 
for mass market retail. 

To that end, we are the 1st foreign bank that 
has launched the instant online Personal Loan 
AIP (Approval in Principal) service in China in 
March 2021, to address pain points including:
•  Turnaround time - after submitting an 

enquiry form online, a client needs to wait 
for a sales call and meeting to complete 
the AIP F2F and get the result.  

•  Productivity - previously, a sales staff spent 
hours to call and meet a client to complete 
the AIP F2F.

With these pain points addressed, we look 
forward to improving client experience and 
increasing our share of digital Personal Loan 
acquisition. 

According to you, how does your award-
winning initiative create value for the 
retail/digital bank’s business? 

By launching this project, we create tangible 
value for clients, staff, and the bank in the 
form of:
•  Client convenience - clients can get AIP 

result instantly anytime, anywhere by 
performing the ID and facial recognition 
and the bureau check authorisation online 
or on their mobile device.

•  Sales productivity - this increased by 19% 
thus saving tremendous efforts in calling 
95% unqualified applicants; only the 
information of those qualified applicants 
will be assigned to sales on the company 
iPad for timely follow-up.

•  Contribute to digital PL share and 
revenue – as of Sep 2021, the project has 
achieved 165% YTD draw-down target, 
and the bank’s Personal Loan digital share 
increased from 5% in 2020 to 36% in Sep 
2021.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
We made a strategic decision to disrupt 
ourselves than be disrupted. We wanted to 
transform faster and march ahead. In 2022, 
we will be focusing on three transformational 
enablers. 
•  People and Culture - We aim to be a future 

ready workforce where inclusion helps us 
best innovate for our clients, where we all 
re-skill/upskill by learning the digital, data 
and agile skills, and where we can perform 
at our best and attract new talent.

•  New ways of working – making it easier for 
our people to get work done and meet the 
needs of our clients quickly and safely.

•   Innovation and Technology - putting 
innovation at the heart of what we do, 
and enabling us to make bold, new moves 
in our markets and catalyse leaps in our 
growth.

Specifically on the digital service front, we 
are accelerating the transformation of the 
acquisition model from offline to online, 
providing a client-centric digital solution which 
is 24x7, real-time, straight-through capabilities 
with minimum steps not only on our own 
digital platforms but also part of the digital 
eco-system in the market.   

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally 
enabled strategies improved in terms of 
top-line impact?
We’re scaling through a digital-first model 
that enables us to build new capabilities to 
acquire and serve clients efficiently. 

The launch of this Personal Loan AIP 
initiative, in combination with many other 
purposeful digital transformations, such as 
online mutual fund, online foreign exchange, 
online term deposit etc, have significantly 
encouraged our clients to perform online and 
mobile banking transactions.
 
By the end of September 2021, the revenue 
from the digital usage has increased by 62% 
YoY, and the digital share has reached 90%.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
We see a real opportunity to be a force 
for good in our clients’ life by being a well 
trusted, fearlessly innovative, and borderless 
digitally led bank. Participating in GRB21 
validates that this has been a good journey so 
far, and we are Doing the Right Thing for our 
clients. 
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KASIKORNBANK: 
UNLOCKING CUSTOMER EXPERIENCE 
WITH OMNICHANNEL INTEGRATION

Usa Coasol, First Senior Vice President, Integrated Channels and Business Solutions Division, 
KASIKORNBANK PCL, spoke with Nirav Patel about the bank’s award winning initiative

How does your award winning initiative 
drive product/service innovation and 
differentiate? 

At this point I would say Omni-channel 
integration is the key we drive to empower 
our customer journeys, to the extent that the 
varieties of service or service experience. 
Its latest and most up-to- date banking app 
developed aims to be a one-stop solution 
for all its customers’ financial and banking 
requirements. 

In 2021, there are more than 8,500 ATMs to 
serve KBank customer nationwide 24/7 as 
well. With the business innovative mindset, 
K check ID service is an additional function 
on ATMs including self-identification, service 
applications and etc, reinforced the bank’s 
technology leadership with the 1st ranked 
bank with the most identity verification 
services in Thailand. Furthermore, it also 
reduces the workload of branch employees 
as well as the number of growing queues 
at branches. Simultaneously, this is in 
parallel with the current situation of reducing 
branch congestion; while increasing financial 
inclusion. 

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business? 
Undoubtedly, technology advancement 
nowadays is emerging faster that it should. 
Banking institution’s responsibility is to 
embark on a meaningful digital transformation 
for its customers by chasing the emerging 
technology swiftness. I, personally, suppose 
that every banking institution is demanding 
its own leading-edge innovation to develop 
its own competitive advantages to capture 
the market. When the competition is 
outrageously high, customers, undeniably, 
receive the benefits. 

One strategy is worth mentioning here is 
K check ID service. We put an enormous 
effort to carefully develop this service 
since customer data is highly sensitive. 
Technologies, like artificial intelligence, 
UX/ UI design and data intelligence are 
overwhelmingly demanded to seamlessly 
create better customer experiences and 
accessibilities. We gradually transformed 
the old picture of banking transaction at 
branches into customising each services at 
ATMs or banking agents nearby anytime and 
anywhere. 

In the future, banks will continuously 
integrate more of digital channel services 
with the financial and non-financial partners to 
provide customers a holistic financial services 
journey. 

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
Our strategies are to make a conscious effort 
to drive digital transformation, continuously 
improve digital platforms, deliver data 
driven decisions, and scenarios through 
mechanisms such as product innovation and 
customer behaviour pattern. 

One key focus of contextualizing the digital 
strategy is to drive it from the inside out. 
With customer experience as the first priority, 
we will utilise data to study behaviour and 
develop a comprehensive suite of products 
and services. To respond a growing custom-
made or personalised banking trend, data 
intelligence further helps us to move in the 
right direction and serve beyond customers’ 
expectation. 

How have your initiative’s digital sales, 
digital servicing, Omni channel or 
digitally-enabled strategies improved in 
terms of top-line impact? 

I would say Omni-channel synchronisation 
should play a key role in banking industry. 
In order to catch the substantial change 
from traditional banking paradigm to semi-
digital platform, a shift in our mindset is 
crucial to move the needle in a meaningful 
way. Also, strong channel harmonisation 
is second to none to mutually build the 
innovation including digital onboarding. 
We all have known the situation abruptly 
change especially in pandemic. Having fully 
digitalised onboarding will make customer 
journey fast, secured and seamlessly 
frictionless. Non face- to-face transaction or 
service will overcome the physical distance or 
traditional banking business. 

Along with digital onboarding strategy, we are 
also embedding our services in all meaningful 
and selected ecosystems; collaborating 
with global partners in 7 key industries, to 
sustainably build value co-creation and service 
expansion. All in all, whole contributions are 
ultimately to provide products and services 
directly to serve customers’ needs.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021? 
In particular when facing pandemic situation, 
we would like to show our passionate 
commitment to consistently improving our 
products and services. Global Retail Banking 
Innovation Awards 2021 is a testament to 
these endeavours and we are honoured to be 
recognised.
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ABSA REGIONAL OPERATIONS: 
INNOVATING FOR THE NEW AGE AFRICAN 

CUSTOMERS 

Manoj Puri, Chief Information Officer, ABSA Regional Operations spoke to Nirav Patel, CEO, 
The Digital Banker about the Bank’s innovation and technology roadmap.

How does your award-winning initiative 
drive product/service innovation and 
differentiate?
We aim to deliver a customer centric 
wallet that is easy to use, scalable and 
wows with its capabilities. Underneath the 
hood we have deployed the best of breed 
technologies using our API investments and 
containerisation architecture along with our 
best in class security architecture and tooling. 
The stability and security of the wallet is 
paramount to us and we believe this is a 
demand from the new age customers in our 
African continent.

According to you, how does your award-
winning initiative create value for the 
retail/digital bank’s business? 
The digital wallet was built to provide an 
innovative and cost efficient virtual banking 
model for everyone in a country not just for 
ABSA bank customers. This will enable us to 
serve a segment not fully serviced by Absa 

at present. With the implementation of the 
wallet solution, Absa ARO aims to become a 
leader in the digital banking space, attracting 
a new customer base and providing a new 
channel for our current customers especially 
the upcoming tech savvy generation.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
We have introduced this wallet to 4 countries 
and we envisage rolling it out to all 9 
countries we operate in. We are also looking 
to enhance our agency model using this 
platform and enabling our merchants to take 
advantage of the wallet channel to service 
their customers and grow their payment rails 
at the same time. We have also introduced 
QR code technology in this channel which 
helps in avoiding physical contact as much 
as possible for our customers in this difficult 
time of Covid we live in. Being able to pay 
merchants, use ATMs via QR and take 

advantage of our agent network, pay various 
billers are just some of the 137 different 
features we have delivered through this 
platform for our customers in a secure and 
easy to use platform.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
This award helps showcase to our customers 
that we are looking to deliver a world class 
service in Africa through our innovation and 
technology roadmap. Our philosophy of 
Customer First is really critical for us and this 
award helps us realize we are moving in the 
right direction to do the best we can for our 
customers. 
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STANDARD CHARTERED BANK: 
BUILDING A SCALABLE WEALTH 
MANAGEMENT PROPOSITION

Damon Chong Wai Keung, Executive Director, Wealth Management, Standard Chartered Bank, 
spoke with Nirav Patel about the bank’s award winning proposition

How does your award winning initiative 
drive product/service innovation and 
differentiate?
We differentiate our structured deposit 
proposition in offering unbiased advice and 
adopted an open source approach to access 
the best ideas and products with no bias and 
high transparency. 

We have significantly built our Equities 
structured deposit capabilities with a leading 
digital platform China Mobile Structured 
Deposit (SD), to deliver the best solutions 
at the most competitive price in the market, 
while cutting response times by more than 
95% to less than 2 minutes. We are the 1st 
bank in Asia to launch open architecture SD 
platform and this positions us as a leading 
structured product house in China retail 
market. We enhanced our solution by:

•  Offering clients better pricing options: 
Our ‘Open Architecture’ approach means 
that we source for the best liquidity for 
our clients from a panel of market-leading 
counterparties that are hosted on our 
China Mobile SD platform. Also, we 
offer real-time scenario analysis covers 
4 circumstances to help clients better 
understand the potential risk and return in 
visually inspiring dynamic image.

•  Enhancing accessibility for clients to our 
SD offering: We are the first bank in Asia 
to offer open-architecture digital DIY trading 
capabilities in structured deposit space. 
The platform has gone live in China in Q4 
2020 covering all the popular payoffs plus 
a unique averaging auto-call payoff. Client 
can access the platform to subscribe to pre-
defined SD products 24x7

•  Fully automating suitability checks: 
There are stringent and complicated 
suitability requirements in offering clients 
online structured deposit products in 
China. With the cutting-edge API and 
Micro Service-based technology, there are 
25 different suitability checks automated 
in platform including complex foreign hot 
money checks.

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business?
Over 99.9% of our SD transactions have 
been executed by clients online. This frees up 
our relationship manager from doing onerous 
paper work and performing suitability checks 
to comply with regulatory requirements. This 
enabled the RM to focus on client advisory 
and wealth planning.

Equities SD has long been regarded as a 
complicated business domain. Standard 
Chartered has taken that business to a 
whole different level by introducing Best 
Execution and Open Architecture through this 
platform. With the breadth of product offering 
enhanced electronically, and client-centred 
visually-inspiring scenario analysis delivered 
on all major digital channels, we are able to 
make our mark with our clients in the new 
digital era.

This leading digital platform has also made 
Standard Chartered a leading innovative 
business partner for our interbank hedging 
counterparties. They identify Standard 
Chartered as the leading wealth management 
house with scalable business model that 
could in turn also enable the interbank 
counterparties to grow into the China 
retail market by connecting to our open 
architecture platform as swap hedging 
counterparties. 

Overall, successful launch of this initiative has 
enabled Standard Chartered to achieve the 
objective of servicing our clients in an easy 
manner to fulfil their wealth management 
need. At the same time, this business model 
has attracted significant growth in AUM and 
remarkable revenue for the shareholders of 
the bank.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022?
SCB looks to launch sustainable structured 
deposit and also partial principal protected 
structured deposit on the platform in 2022. 
This will offer the clients a more diversified 
product set to meet their growing financial 
demand.

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact?
China Mobile SD platform completes 
our suite of digital Wealth Management 
capabilities in Standard Chartered Bank’s 
Consumer, Personal and Business Banking 
unit, on top of existing offering of FX, Fund 
and Bancassurance in our major markets. 
After launching this platform, our clients 
in China can invest in all major wealth 
management products online with us. In 
automating pricing and execution for all asset 
classes, we are also able to focus more on 
client advisory and wealth planning. 

This digital structured deposit capability has in 
increased our SD AUM by 750% y-o-y basis. 
It also provides the critical infrastructure 
for us to launch partial principal protected 
SD products in China. In addition, this also 
enabled Standard Chartered to be ready to 
offer these products under the Greater Bay 
Area Wealth Connect scheme, when SD 
products are included under the scheme in 
future.

2
0

2
1 WINNER

13RISE - AN EXCLUSIVE BRIEFING OF THE 2021 GLOBAL RETAIL BANKING INNOVATION SUMMIT & AWARDS WINNERS



RHB BANK: 
TRANSFORMING SME BANKING 

Yip How Nang, Head, SME Banking, RHB Bank Berhad spoke with Nirav Patel, CEO, The 
Digital Banker about augmenting SME banking experience for customers. 

How does your award-winning initiative 
drive product/service innovation and 
differentiate?
Our initiative automates the customer 
onboarding process by allowing contactless 
and remote loan application quick and 
easy. Customers are able to keep safe by 
submitting their applications for working 
capital financing directly through their mobile 
phones, and also enjoy convenient access to 
their application status in real time.

It empowers business owners with more 
control over their finances instead of relying 
heavily on banking personnel and phone 
calls. It is powered by artificial intelligence, 
machine learning and big data capabilities to 
better fit customers’ needs and wants.

According to you, how does your award-
winning initiative create value for the 
retail/digital bank’s business? 
Our award winning initiative creates value by
•   Helping sales/ Relationship Managers 

onboard customer effortlessly 
•   offering secure and safe loan submissions 

during pandemic (no visits to bank branch 
required when applying, plus with facial 
recognition and smart interview features, 
minimal physical meeting is required)

•   allowing customer and bank staff to 
interact in a safe environment and 
overcome challenges due to movement 
controls

•   Improving processing efficiency by reduced 
physical site inspection and manual 
processing

•   Reducing loan approval turnaround time 
and helps in cost savings

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
•   We expect to increase SME loan market 

share from 7.8% to 8.5% in 2022. 
•   We will introduce more automations and 

digital solutions to further scale up the 
business

•   We will also digitalized more financing 
products 

•   Continuous enhancements to provide 
better customer experience and improve 
operations efficiency

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally 
enabled strategies improved in terms of 
top-line impact?
We are expected to more than double our 
digital financing portfolio to about RM1 billion 
by end of 2021.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
GRB21 helps us to benchmark our 
achievements against other industry players 
as well as to be aware of the initiatives of 
other industry players that need catching up 
with. 
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BANCO SANTANDER: 
REIMAGINING CUSTOMER EXPERIENCE 
THROUGH HYPER-PERSONALISATION 

Javier Tomé Muguruza, Europe Head of Digital Experience & Digital Channels, 
Banco Santander, spoke with Nirav Patel, CEO, The Digital Banker about the Bank’s aim to 

rebuild customer experience

How does your award-winning initiative 
drive product/service innovation and 
differentiate?
This project aimed to rebuild the customer 
experience through the mobile thanks to the 
inclusion of new functionalities, products, 
tools and services in our mobile app. This 
ambitious evolution of the app has as its 
central axis its customization: the objective 
was to achieve an app for each person, by 
allowing the user to choose their profile 
photo, the style of their global position (from 
the simplest version to the most advanced, 
going through a standard version), which 
products you want to show and hide, with 
what aliases you want to identify each 
product, how they want us to name them,... 
and you can even choose the photographic 
theme that you like the most (sports, 
buildings, pets, cities.)

This personalization has been achieved thanks 
to this initiative using different tools, such as 
simple onboarding or even using gamification 
to score the digital profile of each user (1-
100%) and challenging them to upload their 
grade by personalizing the app or completing 
their profile, eg, including information such as 
their email or registering a secure device.

But we wanted to go a step further and 
amaze our user with the app, allowing to not 
only create an own customized app, but also 
their own personalized finances. For example, 
when creating a piggy bank, users can define 
their personalized objectives, deadlines, 
rules by which they want to accumulate 
their savings; or they can customize how 
they want their account to behave through 
automatic operations based on the casuistry 
that they themselves define.

According to you, how does your award-
winning initiative create value for the 
retail/digital bank’s business? 

The bank’s digital transformation has focused 
on digitising its processes and operations, 
and improving customer service through 
alternative channels, artificial intelligence 
tools and machine learning algorithms to 
create more predictive models and services. 
The digital strategy of launching the new app 
in July 2020, which is more useful, versatile 
and personal, was key to generating value for 
the Bank’s digital business. 

For the development and design of our app, 
we have benefited from the suggestions of 
nearly 390,000 users. It is a simpler, smarter, 
more modern version, with new capabilities 
and hundreds of details that will make 
users’ daily lives easier. In fact, it offers new 
functionalities to personalise the customer’s 
digital experience to the maximum and 
simplify their relationship with the Bank. 

Digital channels have been key to 
guaranteeing our operations since the crisis 
began. The number of users has quadrupled 
in the last three years and, with data at the 
end of the first quarter, Santander has more 
than 44.2 million digital customers (15.6 
million of them in Europe) and 50% of total 
sales are made through these channels. 

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
Our main objective is to continue delivering 
the best customer experience based on 
simplicity and personalization, turning 
Santander App into the best showcase for 
Santander. We are focusing on evolving 
functionalities related with Personal Finance 
Management tools to help our users with 
their financial health as well as make our 
digital channels accessible to all types of 
users and needs; strategies we plan on 
carrying to the rest of the Group’s countries 
in Europe under the One App initiative.

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally 
enabled strategies improved in terms of 
top-line impact?
The project was undoubtedly useful for our 
customers as with this initiative we have 
succeeded in the transformation of the 
relationship model, increasing the NPS by 
more than 23 points (which represented an 
increase of more than 44% in NPS given 
by our users), the transformation to a more 
digital bank and costs reduction. 

At the same time, this project has allowed 
us to improve customer satisfaction by trying 
to listen to what the customer’s needs are; 
Increase digital sales in the app by +71% in 
last year, turning Banco Santander’s strategy 
and investment into digital a resounding 
success story; faster but longer and deeper 
navigations, among others. Basically, 
turning the app into a gateway to the digital 
ecosystem and remote control of the physical 
world, with new innovative and highly useful 
tools and functionalities.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
Our main objective was to validate our efforts 
in both the ideation and implementation 
process of our new digital strategy on our 
way to becoming leaders in banking digital 
channels. Winning this award and being 
recognized by the Digital Banker readers 
and jury is a strong proof for us that we are 
on the right path to bring digital customer 
experience to the next level, particularly 
leveraging on self-driven data, simplicity and 
personalization. 
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STANDARD CHARTERED BANK SRI LANKA: 
DRIVING SAVINGS THROUGH PRODUCT 

INNOVATION

Aroshana Fernando, Head of Consumer, Private & Business Banking, 
Standard Chartered Bank Sri Lanka discussed the Bank’s award winning initiative with 

Nirav Patel, CEO, The Digital Banker

How does your award-winning initiative 
drive product/service innovation and 
differentiate?
‘Marathon Saver’ is unique for its flexibility, 
as clients can access funds any time while 
enjoying the higher return they get under an 
investment product. Be it a wedding, higher 
education requirement or travel planning, this 
plan allows to build savings for any future 
goal. Clients have appreciated the positive 
impact that this can bring to them and their 
loved ones. 

Many clients expected an organised 
savings plan at a higher return yet flexible 
in comparison to other investment products 
in the market. As a Bank willing to prioritise 
our client needs, we took steps to launch the 
‘Marathon Saver’ account which provides the 
highest return on Savings in the market.

In an environment where savings rates 
were dropping due to various reasons in 
the country, we as a responsible bank with 
client needs on top of its strategic priorities 
modernised the features of a traditional 
investment product with more flexibility while 
upholding the return to client. The product 
has now become one of the most attractive 
solution for new clients in the market to 
choose.

The key USPs are as follows:
•  Higher interest rate combined with 

complete flexibility to withdraw cash at any 
time 

•  Positioning – As a hybrid version of Fixed 
Deposits and Savings Accounts 

•  Digital visibility through Standard Chartered 
iBanking, mobile application and social 
media

•  Branding as a ‘Marathon Saver’ (Name 
denotes what it is meant for) 

•  Freedom to top-up balances in the event 
inflation accelerates and the targeted 
savings value is insufficient.

According to you, how does your award-
winning initiative create value for the 
retail/digital bank’s business? 
The main criteria include a minimum 
deposit of just LKR50,000 (USD250) along 
with a minimum standing order amount of 
LKR10,000 (USD50) monthly to encourage 
consistent savings. As we all know, 
many of us would start to save due to a 
motivation and often forget to continue 
the practice along the way. We addressed 
this fundamental human behaviour through 
the new product while delivering superior 
benefits that clients can receive from an 
investment product. The Marathon Saver 
Account addresses broader need categories 
such as, family savings, children’s education, 
annual income tax payments, planned 
overseas vacations, etc.

Savings Account (SA) book growth was a key 
priority for Consumer, Private & Business 
Banking (CPBB). Given that SA book growth 
reflected a muted performance for the past 
few years, there was a necessity to address 
this ‘Product Gap’ to help the business to 
attract new SA balances from the market. 
The new proposition also managed to 
bridge the SA budgets (LKR Balance Sheet) 
while generating a healthy profit margin 
and assisted in improving the local currency 
Advance to Deposit (AD) ratio.

Key milestones:
•   900+ customer accounts opened 

constituting 10% of the CPBB liability book 
within the first 6 months of launch.

•   A guaranteed cash flow via standing 
orders. 

•   Acquired the highest number of new to 
bank clients that assisted front line in 
meeting their targets. 

•   The new product has rapidly grown 
contributing more than 43% of the 
individual client’s rupee savings account 
book as of August 2021.

•   Priority client rupee savings book grew 
from May 2020 (pre-launch) exponentially 
by 109% while the market growth 
recorded as 37% for LKR savings in 2020. 

•   100+ staff opened their very own 
Marathon Saver account during the first 2 
months of launch. 

•   The Bank accomplish the above milestones 
with just 7 branches compared with 
competitive local banks having enormous 
branch network island wide.  

 
What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
The Bank is set to continue its digital agenda 
in 2022 with many initiatives such as real 
time on-boarding, fully fledged mobile and 
online banking platform, etc. to create value 
for retail business. The Marathon Saver 
Account will continue as a key product 
offering that improves the effectiveness of 
need-based conversations driven by our sales 
channels.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
GRB21 helps Standard Chartered as a brand 
to get one step closer in the local context 
with the market awareness/reach we need. 
Furthermore, such recognitions drive our 
own teams by honouring excellence and 
celebrating milestones which in turn drive the 
business and add more value to our clients.  
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HONG LEONG BANK: 
DRIVEN TO DELIVER A SEAMLESS 

DIGITAL BANKING EXPERIENCE

Domenic Fuda, Group Managing Director/CEO, Hong Leong Bank, spoke with Nirav Patel, CEO, 
The Digital Banker, about creating a seamless banking experience for customers

How does your award-winning initiative 
drive product/service innovation and 
differentiate?
Guided by our ethos of ‘Digital at the Core’, 
with customers and sustainability at the heart 
of our innovation, we are driven to deliver a 
digital banking experience to be more than 
just an efficient transactional tool, but to be a 
more meaningful integrated lifestyle enabler 
and partner for our customers. 

For example, to encourage young savers 
to start their savings account and money 
management at a young age, we have 
launched our HLB Pocket Connect, a digital 
banking platform to deliver interactive 
features such as Earn, Save, Spend and 
Task involving their parents. Feedback from 
the parents and our young customers have 
been very encouraging, especially with the 
Earn feature where parents can reward their 
children with extra pocket money when 
they complete a chore request sent through 
HLB Pocket Connect as well as the Task 
feature, where for every 20 eco-friendly tasks 
completed, HLB will plant one tree on behalf 
of the child. 

It is one of the examples of a fit-for-purpose 
digital banking experience for families with 
young digital natives who are exposed to 
hyper-personalisation, real-time gratification 
and highly interactive content and 
experiences. 

According to you, how does your award-
winning initiative create value for the 
retail/digital bank’s business? 
We started transforming how we operate 
early on, even before the COVID-19 
pandemic made it a necessity. The 
pandemic was merely a very timely and 
opportune period for us to introduce more 
digital focused experiences that will deliver 
seamless, efficient and convenient banking 
products and services for our customers.

Take opening a bank account for example. In 
the past year alone, we diversified customer 
journeys with omnichannel access to our 
banking services. The ‘Apply@HLB’ and 
store on the Shopee Malaysia e-commerce 
platform are just some of the first-in-market 
initiatives which leverages eKYC technology 
to offer a fully digital onboarding experience 
for Malaysians to open a bank account 
or where customers can conveniently 
“purchase” a bank account thus allowing 
us to bring banking services to customers 
digitally anytime, anywhere safely and in a 
convenient manner.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
We will continue to expand and strengthen 
our digital banking propositions. For instance, 
making use of eKYC technology across other 
banking products such as loans to further 
propel the move towards digital banking. 

Digital innovation at HLB is not limited 
to our digital banking platform but also 
at our physical branch. We’ve shifted 
the way we serve customers away from 
being transactional to connectional even 
in branches. With physical branches often 
viewed as symbol of trust and comfort for 
customers, we’ve deployed a ‘phygital’ 
concept which combines physical and digital 
models to deliver a more seamless and 
efficient service through digital means at 
branches. This enables customers to leverage 
on digital facilities introduced at the branch 
such as tablets aimed at reducing paperwork 
and wait times, make use of business 
facilities or talk to bank staff to discuss 
bespoke products and services especially for 
high value transactions and, financial advisory. 

Looking beyond our banking operations, 
we are also innovating to digitally enable 

amongst others, schools and retailers to 
leverage on our digital products and services.

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact? 
There is positive traction in our digital 
endeavours. Today, two out of three of our 
over two million online and mobile banking 
customers are monthly active users. 

In FY2021, our online and mobile banking 
customer base grew by 11% and 22% 
respectively, with average monthly 
transactions increasing by 33% and 54% 
respectively. We saw significant growth 
across various transaction types executed 
through Connect, where 90% of Personal 
Financial Services transactions (both 
financial and non-financial transactions) are 
now conducted via Connect. The growth is 
particularly visible in telegraphic transfers 
(47%), fixed deposits (55%), personal loans 
(24%) and approved credit cards (10%).

Our business customers have also made the 
digital shift as illustrated by the 13% year-
on-year (“y-o-y”) increase in the corporate 
internet banking customer base. In tandem, 
total transaction volume has increased 
by 22% y-o-y to 45.2 million while total 
transaction amount increased 49% y-o-y to 
RM159.9 billion.

With our digitalization efforts, we have 
seen a significant reduction in our cost-to-
acquire and cost-to-serve while improving 
our customer satisfaction scores across 
the board. Today, we are one of the top CX 
leaders in the market, with an NPS of +41 
and Customer Satisfaction Score of 8.46/10, 
as validated by an independent banking 
industry study in 2020. 
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BANK ONE: 
REIMAGINING WEALTH SOLUTIONS FOR 

THE MASS AFFLUENT

Bhavya Shah, Head of Personal Financial Services, Bank One Limited spoke with Nirav Patel, 
CEO, The Digital Banker about the bridging the gap for wealth management solutions for the 

mass affluent

How does your award winning initiative 
drive product/service innovation and 
differentiate?
Our mass affluent offshore banking solution 
enables customers to protect and efficiently 
grow their wealth in a safe jurisdiction with 
a range of financial services designed for 
them. Customers can also access our full 
suite of international banking services from a 
single location, whether they or their family 
members live or have financial interests 
abroad. There are no monthly account fees; 
they just need to maintain a relationship 
balance of USD 50k with Bank One across 
deposits and investments. Offshore 
customers can also enjoy a USD credit card 
with cashback features, free travel lounge 
access, concierge services and a variety of 
other offers that may not be available in their 
local country. 

As part of our journey to become a digital 
first bank, our customers can complete 
a short risk profile questionnaire online 
and automatically gain access to a range 
in managed investment services that 
match their risk profile and personal goals. 
Customers can invest from as little as USD 
1k per month or a USD 10k lump sum - 
something that is just not available for this 
segment currently. 

Our Open Architecture model gives them 
access to accomplished asset managers 
and best-in-class solutions from the financial 
marketplace. We are committed to leverage 
on our global networks to find the best 
investment solutions to meet their changing 
needs.

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business?
There is a thriving sector in Mauritius that 
provides cross-border banking solutions to 
HNWIs, but there is a significant gap when 
it comes to the mass affluent customers. 
They represent a fast-growing segment 

that is projected to grow by 235% over the 
next 5 years, from 0.4m individuals to over 
0.9m across sub-Saharan Africa (SSA) and is 
currently under-served when it comes to their 
cross-border banking needs. 

Mass affluent customers want a safe haven 
for their wealth, access to international 
markets and investment capabilities and 
an efficient way to manage their finances 
especially when they live and work in 
different countries, have families living 
overseas or have financial interests that span 
across geographies. Our aim is to address 
this gap and we designed an innovative new 
cross-border banking proposition dedicated to 
mass affluent customers from SSA. 

We seek to build a compelling proposition 
for mass-affluent customers that drives 
new customer acquisition, create cross-
sell opportunities and, in turn, supports our 
institutional banking division with access to 
FCY liquidity to support their own growth 
initiatives. 

What are the definite ways in which your 
product/service/bank is set to expand in 
2022?
Our aim is to progressively continue 
improving our cross-border offering to remain 
one of the best providers for our target 
segments in SSA. We will soon introduce 
foreign currency-based mortgages for cross 
border mass affluent customers. There is a 
known need for this product in SSA and we 
are collaborating with selected partners to 
bridge this gap. 

We are also working towards improving our 
digital investment journeys. This will offer 
customers new and enhanced routes to 
identify and purchase investment solutions 
based on their risk profile and then self-
manage their portfolio though our digital 
platforms. 

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact?
Our aim is to bring constant innovation 
within the cross-border banking space for 
mass affluent customers by reducing the 
barriers to entry and enhancing the suite of 
solutions to match their core needs. To this 
end, we will start by simplifying and digitising 
the customer onboarding journey which 
is often one of the biggest pain points for 
customers. There will also be easier access 
to new product signups for existing and 
new customers. As we add new offerings 
to the cross-border banking customer value 
proposition, we want to ensure that our 
customers find it easy to access these and, 
therefore, they will all be developed with a 
digital-first DNA. 

Responding to our customers’ needs swiftly 
is one of our USPs and this will also be 
enhanced by new virtual customer assistance 
solutions.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
In 2020, Bank One was awarded the title 
of “Credit Card of the Year” for its maiden 
participation at the GRB Innovation Awards. 
It was a major achievement for us, not only 
because we continually strive to provide the 
best products and services to our customers, 
but also because The Digital Banker is an 
internationally recognised awarding body. 
This year, we competed in a different 
category as we believe that our cross-border 
proposition will complement our existing 
offering and provide us with a competitive 
edge.

2
0

2
1

BEST MASS AFFLUENT BANKING 
OFFERING

WINNER

BANK ONE 
LIMITED

18 RISE - AN EXCLUSIVE BRIEFING OF THE 2021 GLOBAL RETAIL BANKING INNOVATION SUMMIT & AWARDS WINNERS



UOB TMRW: 
BUILDING AND SCALING DIGITAL 

BANKING IN SOUTHEAST ASIA

Kevin Lam, Head of UOB TMRW and Group Digital Banking, UOB TMRW spoke to Nirav Patel, 
CEO, The Digital Banker about making digital banking smarter and more intuitive for customers.

How does your award-winning initiative 
drive product/service innovation and 
differentiate?
Through the launch of TMRW in Thailand in 
2019, we were the first digital bank in ASEAN 
to build an AI-driven digital engagement 
engine to serve insights and solutions that 
are relevant to customers based on their 
banking patterns in real time. We also 
adapted TMRW to local market conditions 
and language preferences given our regional 
focus. We were the first in the region to 
disrupt the traditional banking rewards 
experience. Through UOB TMRW, our digital 
banking platform in Singapore, and in-line 
with our Simple, Engaging and Transparent 
brand promise, we have built a rewards 
feature, named “Rewards+”, so customers 
can track rewards and cashback for every 
credit card transaction. 

We have embarked on an exciting new phase 
in our digital retail journey, where adaptive 
banking will make digital banking of tomorrow 
smarter and more intuitive for our customers 
across ASEAN. Our focus on engagement 
sets us apart in a crowded field of digital 
banking players in the region. 

According to you, how does your award-
winning initiative create value for the 
retail/digital bank’s business? 
TMRW creates value for the business 
by driving digital banking solutions for 
our customers. We have three business 
imperatives as we support UOB’s digital 
transformation. 

First, consistent with our engagement-led 
strategy, we intend to accelerate innovation, 
particularly in hyper-personalised digital 
banking experiences and solutions to 
increase engagement and grow customer 
lifetime value. We see this comprised of two 
elements: 
(1) adaptive banking through a dynamic User 
Experience (UX) and User Interface (UI); and 
(2) using Artificial Intelligence & Machine 
Learning models that enable us to 

responsibly use data so we grow with our 
customers as their financial needs mature. In 
time, each customer will see an interface that 
is unique to them and will be provided with 
financial solutions that are relevant to their 
life stages.

Second, we aim to acquire customers at 
scale across ASEAN at low cost focusing on 
a growing profile of customers who prefer 
digital banking relationships. We collaborate 
with like-minded partners to extend our 
reach into ecosystems and develop win-win 
value propositions for the business and our 
customers.

Third, we seek to achieve a competitive cost 
advantage by transitioning our customers 
to digital journeys. Not only are we able to 
enhance the customer experience, also, 
we are able to lower the cost-to-serve and 
cost-to-acquire through the use of digital 
contact centres (i.e. Chatbots) and automated 
processes.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
TMRW was launched in Thailand in March 
2019 followed by Indonesia in August 2020. 
We launched UOB TMRW in Singapore in 
October 2021, which took a record four 
months from concept to capability. We will be 
rolling out UOB TMRW progressively across 
ASEAN over the next two to three years. 

Leveraging data and artificial intelligence, 
we aim to curate increasingly personalised 
banking experiences and financial solutions 
for our customers. We have an exciting 
roadmap as we continue to enhance our 
capabilities across digital on-boarding, 
payments, gamified finance and education 
as well as lifestyle. We aim to make banking 
increasingly frictionless and effortless, 
maintain our high security standards and 
continuously improve app performance and 
stability. 

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally 
enabled strategies improved in terms of 
top-line impact?
Our customer base has scaled fourfold since 
the launch in Thailand in 2019, of which 
70 per cent are new to UOB. In particular, 
TMRW has contributed 30 per cent to UOB’s 
Indonesian retail base. We have also seen 
a 4.6x growth in total deposits from August 
2020 to August 2021. UOB aims to more 
than double its existing base of digitally 
enabled customers to further decrease our 
cost-income ratio.

Net promoter score (NPS) and highly 
active rate are key performance metrics. In 
Indonesia, TMRW has consistently achieved 
an NPS of >50; in Thailand, TMRW ranks first 
among the key local banking apps, placing 
ahead of larger and more established local 
peers. About a quarter of TMRW customers 
are highly active (≥ four financial transactions 
per month). 

We have received market recognition with 
>40 award wins to-date, including “Best 
Digital Bank – Southeast Asia” from The 
Digital Banker.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
Our goal is to continue fulfilling our simple, 
engaging, and transparent brand promise to 
our customers. It is an honour to have our 
efforts recognised by The Digital Banker as 
being best in class in the markets in which 
TMRW operates. This recognition validates 
our strategy and strengthens our resolve to 
continuously innovate to deepen and enhance 
our customer relationships.
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HSBC BANK SINGAPORE: HARNESSING 
THE POWER OF TECHNOLOGY TO CREATE 

UNIQUE CUSTOMER EXPERIENCES  

Anurag Mathur, Head of Wealth and Personal Banking, HSBC Bank (Singapore) spoke with 
Nirav Patel, CEO, The Digital Banker about the bank’s strategy in Asia.  

How does your award winning initiative 
drive product/service innovation and 
differentiate?
COVID-19 has changed the way consumers 
bank and invest. We saw increased adoption 
of digital technology, and as HSBC continues 
our pivot to Asia, we need to continue 
harnessing the power of technology to create 
simpler, more insightful and personalised 
customer journeys, while giving employees 
the tools needed to provide our customers 
with the world-class services they deserve. 
Our award winning initiatives are part of 
our efforts to make banking faster, better 
connected, and more customer-centric.

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business? 
Customer experience remains key at the 
heart of what we do. This means new 
solutions and initiatives rolled out must 
holistically complement our customers’ 
needs and makes it more convenient, time 
efficient and insightful for them.

In the instance of our ChatBot - YAS, it 
complements our team of live agents to 
offer the best chat service to our customers. 
While our Digital Mobile Wealth solutions 
and journeys now enable us to meet our 
customers’ wealth and investment needs 
including opening an Investment Account or 
updating key product forms, without having 
them to step into our branches or meet in 
person. Similarly, for our marque annual 
event, HSBC Woman’s World Championship, 
our ability to offer one-of-a-kind hybrid 
hospitality experience, Hex-LIVE, has enabled 
us to deepen our engagement with our 

customers even when they are unable to 
travel to Singapore to watch the game. As 
for HSBC Everyday Global Account, it was 
designed to be a key entry point and enabler 
of a banking relationship with HSBC. With 
its multi-currency and payment capabilities, 
it serves as a bank account that could 
support both our customers’ international 
transactional banking and wealth needs.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
Going forward, HSBC will continue to tap 
into the region’s vibrancy to create new ways 
of doing business, using data analytics to 
anticipate the needs of our customers more 
effectively, while giving clients the tools to 
manage their personal finances seamlessly 
across services and borders.

We will continue to make everyday banking 
faster and easier, use data smartly and 
responsibly to understand, anticipate, and 
respond to customer needs, and fully digitise 
and automate end-to-end processes across 
the bank.

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact?
HSBC aims to be Asia’s #1 wealth 
management provider in five years and being 
able to digitalise our banking and wealth 
capabilities at scale is key. This is especially 
critical as COVID-19 has shown us the 
importance of how technology can enable us 
to continue serving our customers and stay 
competitive. 

All these new digital initiatives aim to provide 
our customers with a single touch point via 
their mobile phones, creating a seamless 
end-to-end customer journeys and a truly 
omni-channel, multi-platform experience.

We saw good traction in terms of adoption 
across all of our new digital initiatives. 
In particular, average monthly usage of 
our ChatBot YAS grew by close to 5-fold. 
Similarly, more than 80% of our Unit Trusts, 
Equities and FX transactions are made via our 
digital platforms while around 40,000 unique 
customers have accessed HSBC Wealth 
Dashboard via mobile on a monthly-basis 
since its launch in February. While Hex-LIVE 
drew in over 1,500 invited guests with an 
average of 460 engagement minutes across 
the 4-day event.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
To stay relevant, it is important for HSBC 
to continue being at the forefront of digital 
innovations. Our participation in the Global 
Retail Banking Innovation Awards 2021 
gives us the opportunity to stack ourselves 
against our peers. It also allows us to get a 
better understanding of how we can further 
challenge ourselves to bring the bank in a 
pocket to life.
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STANDARD CHARTERED BANK: 
BUILDING A BANK FOR THE NEW 

ECONOMY

Sabbir Ahmed, Managing Director and Head of CPBB, Bangladesh, Standard Chartered Bank 
spoke with Nirav Patel about the Bank’s strategy to deliver seamless customer experiences

How does your award winning initiative 
drive product/service innovation and 
differentiate?
Managing finances can be daunting, so we 
simplify it for our clients. We enable digital 
access with easy and quick interactions 
embedded in our clients’ daily lives, and we 
provide a thoughtful, uncluttered product 
portfolio to serve the full range of their needs. 
The Global Retail Banking Innovation Awards 
2021 for Best SME Mobile Banking App and 
Best Islamic Retail Bank is a testament to the 
fact that we are heading towards the right 
direction.

Standard Chartered Saadiq is the only 
international Islamic banking proposition in 
Bangladesh for both retail and corporate 
clients, with a network spanning across Asia, 
Africa, and the Middle East. We are committed 
to cater to the changing patterns of customer 
preference with differentiated products. Some 
of our award winning initiatives, the first real 
time onboarding platform through which 
individuals can open accounts in 8 minutes, in 
conjunction with a unique sustainable deposit 
product (Saadiq Sadaqah account) in the 
market, are helping customers play a role in 
the sustainable development of the society as 
a whole.

COVID 19 has brought forth the importance of 
digital banking, and for small businesses it is 
paramount. Using Straight2Bank (S2B), which 
is a state-of-the-art internet banking platform 
and a complete digital solution for cash 
management, our SME clients could continue 
their business from the safety of their homes. 
Our unique digital solution covers all major 
types of payment requirements for our SME 
clients and gives them full visibility over their 
accounts and facilities with our reporting tools. 
The versatile nature of the platform and the 
dedicated service support that come with it 
makes S2B inimitable in the market.

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business? 
We want to deliver easy, everyday banking 
solutions to our clients in a simple and cost-
effective way, and with a great customer 
experience. To do that we are investing in 
end-to-end digital platforms and establishing 
partnerships with consumer brands to 
integrate banking into our customers’ lives.

Standard Chartered is the bank for the new 
economy – of people and ideas, of technology 
and trade. We have built a unique footprint in 
the world’s most dynamic markets, serving 
the people and businesses that are the 
engines of their growth. Our unique versatile 
digital banking proposition from Islamic 
Banking and SME clients assists us in fulfilling 
clients’ requirement which in turn drives our 
portfolio growth.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
As one of the oldest financial institutions in 
Bangladesh, with a legacy of over 116 years, it 
is our obligation to understand, appreciate and 
cater to the changing patterns of customer 
preference. By strengthening and expanding 
our digital banking offering, we hope to 
address the unmet needs of our valued 
clients.

Our collaborative approach to innovation 
and drive for diversity mean we can do 
more, better and faster. We have a huge 
opportunity to build a better future together 
with our customers and communities. Like our 
economy, Islamic finance and SME business 
in Bangladesh is approaching an inflection 
point, and by leveraging its true potential 
through products such as sustainable deposit 
product (Saadiq Sadaqah account) real time 
onboarding journey, and further enhancing our 

digital banking capabilities, we can add further 
impetus to our nation’s growing prosperity and 
achieve growth aspirations. 

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact? 
In an increasingly competitive landscape, we 
are leveraging our digital channels to deliver 
world-class solutions to our clients at speed 
and at scale. Our keystone investments 
in digital infrastructure and platforms 
have enabled us to deliver wholistic and 
differentiated digital product suites to the 
market. Today, more than half of our Retail 
Saadiq clients are digitally active. We are 
expecting to deliver 20% higher revenue in 
2021 year-on-year through these investments.

On the other hand, S2B user-base increased 
by 52% over the last 2 years. As more and 
more customers are switching to digital self-
serving banking platforms, we have been able 
to increase productivity by 10% -15% in terms 
of cost efficiency.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
We have built a unique legacy in Bangladesh 
over 116 years of uninterrupted service. We 
have been in the front line of transformation 
of our financial sector, and a trusted partner in 
progress to Bangladesh. We are committed 
to a collaborative approach to innovation 
and drive for diversity, so that can do more, 
better and faster. We have a huge opportunity 
to build a better future together with our 
customers and communities. By sharing our 
successes with the wider ecosystem through 
awards such as these, we hope to turn this 
opportunity into a reality.
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SIAM COMMERCIAL BANK: 
DELIVERING DISTINCTIVE VALUE 

PROPOSITIONS TO CARDHOLDERS

Siriwan Mangkornkanok, First Senior Vice President, The Siam Commercial Bank Public 
Company Limited spoke with Nirav Patel, CEO, The Digital Banker about the 

bank’s award winning initiative.

How does your award winning initiative 
drive product/service innovation and 
differentiate?
To fulfil our vision of becoming Thailand’s 
“Most Admired Bank”, Siam Commercial 
Bank (SCB) continues to seek a deep 
understanding of our customers’ needs 
and develop financial products and services 
to truly serve and deliver differentiated 
value propositions and distinctive customer 
experiences through digital innovations. SCB 
not only makes continuous improvements 
to our existing products, but also keeps 
inventing new solutions to meet our 
consumers’ daily lifestyle needs. 

Moreover, we were quick to realise the 
cashless trend in consumer behaviour, 
especially during the COVID-19 outbreak. An 
increasing number of people were avoiding 
using cash and instead adopting contactless 
payment methods, leading to significant 
growth opportunities and potential for the 
debit card market in Thailand. SCB therefore 
moved ahead in an effort to win the young-
gen market by joining forces with the world 
leader in payment technology, Mastercard, 
as our strategic partner to launch “LET’S 
SCB Debit Mastercard”. It is set to become 
Thailand’s first and only debit card allowing 
customers to choose benefits which truly 
match their passion points through digital 
platforms conveniently anywhere 24/7.

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business?
In response to SCB’s long-term digital 
banking strategy, the strategic priorities of the 
“LET’S SCB Debit Mastercard” is to:

•   Grow a high-quality customer base, 
which is the young-gen segment, by 
launching new a debit card CVP customized 
for distinct customer behaviour.

•   Increase customer stickiness and 
revenue from annual and interchange 
fees through growth in spending both 
domestically and overseas.

•   Lower service costs by implementing a 
digital end-to-end acquisition process and 
providing services through digital platforms.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022?
Digital trends and the outbreak of COVID-19 
have accelerated the trend toward Thais 
switching to contactless payments and 
shifting from a cash-based society to more 
digital payment options. In response to this 
trend, in 2022 we will continue to drive debit 
card growth momentum through integrated 
solutions to serve 360° payment activities 
catering to every spending requirement. Our 
priorities are to continue offering a seamless 
payment experience by growing our digital 
offerings while continuing to improve offline 
payments. We will launch a virtual debit card 
scheme to capture rising digital and online 
purchasing trends and enable customers to 
use virtual debit cards for in-store payment 
through NFC and QR credit cards at all 
merchants.

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact?
SCB focuses on leveraging digital technology 
to create distinctive value propositions 
by providing personalized digital lifestyle 
solutions and delivering exceptional customer 
experiences. Moreover, digital technology 
enables us to create new ways of working, 
minimise dependency on physical branches, 
and increase effectiveness and cost 
efficiency. 

“LET’S SCB Debit Mastercard” has 
implemented a digital end-to-end onboarding 
process. The benefits of driving digitalisation 
have already been realized in the form of 
reduced costs for acquisitions and services. 
With the goal of launching digital solutions, 
we will be in a strong position to capture 
more opportunities and grow sustainably in 
the future.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
SCB would like to demonstrate our 
commitment to continually improving our 
retail products and keeping pace with 
fast-changing customer behaviours. Even 
though seeing positive impacts on the retail 
bank’s bottom-line and receiving tremendous 
attention from customers furnish strong 
proof of our success, being recognised by 
credible and prestigious awards from leading 
international institutions, reaffirms how well 
we have performed.
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UOB: 
EMPOWERING EMPLOYEES TO 

TRANSFORM BANKING EXPERIENCES 

Benny Chan, Head of Channels, Group Channels and Digitalisation, United Overseas Bank, 
spoke with Nirav Patel, CEO, The Digital Banker, about transforming employee experience to 

remain competitive and deliver value to customers.

How does your award winning initiative 
create value for the retail/ digital bank’s 
business?  
At UOB, we believe in doing right by our 
customers, as well as our colleagues. We are 
committed to growing our own timber, and 
believe that continuous learning is essential 
to be successful in the long term. Winning 
the Outstanding Staff Training, Learning & 
Development Program reflects our strong 
emphasis on developing our people and 
empowering them to be successful in their 
chosen career paths.

This award serves as a motivation to our 
people in UOB as we continuously develop 
and redesign our UOB experience, to bring 
the most rewarding and meaningful career 
journey to our people and future talents.

Our Career Conversion Programme (CCP) 
courses are focused on future-ready roles and 
skillsets to remain competitive in the ever-
changing banking industry. 

To complement the knowledge and skills 
which our colleagues acquire from CCP, 
we developed new roles and initiatives to 
support their career developments. Over the 
years, we have designed new roles such as 
Total Service Manager, Wellness Advocate, 
Customer Experience Manager, Branch 
Analysts and Digital Champions which we 
believe are roles of the future. By upskilling 
our people as they take on these new roles, 
we are able to enhance our customers’ 
banking experience and deliver value to both 
our customers and organisation.

What are the definite ways in which your 
initiative is set to expand in 2022? 
We believe that continuous learning is 
essential for our colleagues to be successful 
in the long term. This is why we constantly 
redesign our learning and development 
programmes to ensure that they are relevant 
and meaningful. 

We have transformed our learning and 
development programmes to empower 
our people with the right technical and soft 
skills to enhance our customer’s banking 
experience. In the coming year, we will 
bring more attention to in-depth learnings 
in the areas of Artificial Intelligence and 
Data Analytics (AIDA), embedded finance 
and financial literacy. We will also focus on 
delivering more experiential training with the 
aim of connecting classroom knowledge to 
real-world situations. This is done by using 
actual data and applying them to real life cases 
to allow our participants to think holistically, as 
they pull in knowledge from external sources 
and link them to their own experience. 

How has your initiative contributed to the 
retail bank’s top-line impact?
Our initiative has certainly impacted two 
key aspects of our organisation: People 
and Network. Witnessing our people 
succeed as they take on expanded roles and 
responsibilities, and watching the branch 
network transform from transactional to 
advisory higher value activities are considerable 
achievements as a result of our CCP. 

Upskilling our colleagues has positively 
impacted the service level at our UOB 

branches. This is illustrated in the Customer 
Loyalty and Satisfaction Survey results where 
we have been witnessing an upwards trend. 
From the latest survey conducted in 2021, 
our overall Net Promoter Score for 2021 
stands at +34. In addition, the percentage of 
promoters has increased by 17% between 
2018 and 2021. 

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?

The initiative is significant to the organisation 
and the team has created a positive and 
sustainable impact through cultivating a life-
long learning culture in UOB. We believe it 
is important to recognise the efforts of the 
team and the dedication of the colleagues 
who have achieved this outcome. We are 
proud to be awarded for something which 
we strongly believe in, and stay competitive 
through changes and development. 

We hope that participating and winning in 
the Global Retail Banking Innovation Awards 
will inspire our people to embrace a growth 
mindset so that we can adapt and thrive, now 
and in the future. 
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HSBC AMANAH: 
INTEGRATING SUSTAINABILITY INTO THE 

BANKING VALUE CHAIN

Doreen S Y Lee, Head of Retail Product, HSBC Amanah Bank Berhad, spoke with Nirav Patel, 
CEO, The Digital Banker, about delivering sustainable financial products

How does your award winning initiative 
drive product/service innovation and 
differentiate?
In Malaysia, HSBC has been at the forefront 
of driving the sustainable financial agenda, 
helping to build a thriving, resilient future for 
society and businesses. The HSBC Amanah 
Environmental, Social and Governance 
(ESG) charity feature for HSBC Amanah 
Credit Cards is a new innovative feature that 
enables HSBC and its customers make a 
sustainable difference to our communities 
and the environment. We have broken it 
down into 3 key pillars:

•  Charity as a Credit Card Proposition – 
For every charitable donation made by 
cardholders on their HSBC Amanah Credit 
Card-i, HSBC will donate 1% of the charity 
spend to supported local charities/ non-
profit organizations.

•  Dedicated Digital Platform to Promote 
Local Charities - www.theincitement.com/
hsbc - Through the platform, customer’s 
contribution is 100% transparent on where 
the donation is contributed, customers will 
also receive automatic updates regarding 
the progress and a summarized report and 
at the end of each charitable causes. 

•  Removing the use of Single Used Plastics 
for Credit Cards - HSBC Amanah Credit 
Card-i are now made out of 85% Recycled 
Plastics (rPVC) with plans for all cards to 
be made from 100% rPVC by end of 2022. 
With this positive change, we expect to 
significantly reduce the carbon emissions 
from our credit card production.

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business?
As the leading international bank across Asia-
Pacific, HSBC is committed to serving the needs 
of our customers, the communities around 
us and making it easy and accessible for our 
customers and partners to actively incorporate 
ESG considerations in their daily lives. 

By creating a new innovative feature for 
our credit cards, and leveraging on digital 
capabilities we enable the organisation 
and our customers to make a sustainable 
difference to our communities and the 
environment. These changes are just a start 
to an ongoing effort to further drive and build 
a more sustainable future as per our global 
aspiration.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022?
In Malaysia, our ambition is to transition 
HSBC Amanah to be HSBC Group’s first 
sustainable bank by end 2022. So as we 
do so and help our customers on their 
sustainability journey, you will see us develop 
more innovative and sustainability linked 
products and solutions bank wide.

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact?
As part of our ambition to be #1 international 
bank in Malaysia, our recent services focus 
on digital capabilities which customers can 
perform conveniently online. Examples are:

•  Offering enrolment of products and 
services at customer’s fingertips via our 
HSBC Mobile Banking app

•  EZInvest, a new unit trust investment 
platform which provides customers 24/7 
access to their investment portfolio. With 
EZInvest, customers can simply log on to 
the HSBC Mobile Banking app and start 
transacting a selected list of unit trusts 
with just a few clicks.

•  Balance Conversion Plan allows customers 
to select multiple credit card transactions 
into a single instalment plan and stretch it 
up to 36 months conveniently.

•  Cash Instalment Plan allows customers 
to convert their available credit limit into 
cash with flexible payment tenures of up 
to 60 months 24/7 and the funds will be 
disbursed to customer next business day. 

•  Expanding payment flexibility via Duitnow 
QR - HSBC is the first international bank 
in Malaysia to launch DuitNow QR, where 
customers can now send their personalised 
HSBC QR code via any messaging 
platforms.

•  Provide card controls for credit card 
customers to temporary block / unblock for 
their cards and also set up their travel plans 
allowing peace of mind and fraud mitigation.

 
With the above, it has elevated our 
engagement with our customers by providing 
convenience, speed and flexibility and at the 
same time reducing processing turnaround 
time and cost for the organisation.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
At HSBC, we have a responsibility to our 
customers, employees and the communities in 
which we serve. We recognize that economic 
growth must also be sustainable if we are to 
achieve success in the long term. Sustainability 
can enable organizations to create financial 
performance, while at the same time achieve 
positive environmental and social impact. 

Our new ESG charity feature does exactly 
this – we have created a new innovative 
feature for our credit cards that will enable 
us to make a sustainable difference to our 
communities and the environment. The 
HSBC ESG charity feature, our recycled 
plastic credit cards and our reduction of 
carbon emissions are all part of our efforts to 
become the HSBC Group’s first sustainable 
banking entity by the end of 2022.
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UOB THAILAND: 
PAVING THE WAY FOR A HOLISTIC 

EMPLOYEE EXPERIENCE

Nirav Patel, CEO, The Digital Banker spoke with Sasiwimol Arayawattanapong, Head of 
Human Resources, United Overseas Bank (Thai) PCL, about the bank’s award winning initiative.

How does your award winning initiative 
drive product/service innovation and 
differentiate? 
At UOB Thailand, we are focused on driving 
performance and creating sustainable value 
for our stakeholders. We believe that the best 
customer experience begins with employees 
who are supported, happy and healthy. We 
also believe that a diverse talent pool is one 
of our fundamental strengths that enables 
us to provide our customers with service 
excellence.

A regular Employee Engagement Survey is 
one of the steps we undertake to design a 
‘Better’ employee experience. In 2017, we 
found that only 53 per cent of our employees 
were actively engaged. We took the findings 
very seriously, reviewed them, and discussed 
them with employees to determine the best 
course of action. Our senior management 
took the initiative to lead the change. In 2019, 
our employee engagement survey showed a 
substantial improvement, with 76 per cent of 
our employees actively engaged. The 2020 
employee engagement results were deemed 
outstanding in comparison to the industry, 
with a score of 83 per cent, an increase of 
seven points over 2019, outperforming other 
banks in Asia Pacific. 

Engaged employees also help to drive high 
performance. In 2020, UOB Thailand’s 
operating profit increased five per cent, 
bucking the industry’s decline of two per 
cent. 

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business?
The link between engaged employees and 
providing a better customer experience is 
undeniable. According to research, firms that 
thrive at customer experience have 1.5 times 

the number of engaged employees compared 
with those that fall short.

When a company shows care for its people, 
there is a reciprocal relationship. Employees 
who feel appreciated, heard and supported 
will feel more connected to their workplace 
and will also be more motivated to succeed. 
Customers will be able to see and feel the 
positive impact. Care for your people and 
they will care for your customers.

We see these outcomes at UOB Thailand, as 
evidenced by our top-quartile engagement 
level, an increase in Net Promoter Score, 
an index that measures the willingness of 
customers to recommend a company’s 
products or services to others, a decline in 
attrition and solid financial performance. 

What are the definite ways in which your 
product/service/bank is set to expand in 
2022?
In our transition to a new way of working 
during the pandemic, UOB Thailand has 
placed emphasis on our employees’ 
mental well-being. Post-pandemic, we will 
implement a Remote Work policy that allows 
employees to work from home or any place 
outside the workplace for up to two days a 
week. By enabling flexibility and efficiency 
in both their work and personal lives, we 
can help ensure the right balance between 
professional fulfilment and their mental 
wellness. 

At the same time, we must help our 
employees remain relevant. As part of our 
people transformation programme, we are 
helping them to deepen their digital skillsets, 
especially as technologies such as artificial 
intelligence (AI) and blockchain are reshaping 
the banking sector.

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact?
At UOB Thailand, we believe people give 
their best when they are supported, happy 
and healthy. This is why we focus on the 
holistic employee experience, from culture 
to workspace and technology. We have 
developed a continuous listening framework 
that helps us uncover valuable insights into 
our people’s morale, needs and challenges on 
an ongoing basis. Our employee engagement 
scores have improved steadily over time, 
with a 83 per cent score in 2020, up seven 
points from 2019. Our attrition rate also 
decreased 10 per cent over the same period.

When employees are deeply engaged with 
the organisation, their happiness translates 
into increased productivity. They strive to 
delight our customers which will help drive 
our business and financial performance. 

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
Participating in ‘Global Retail Banking 
Innovation Awards 2021’ is an opportunity 
for us to share our success stories and at 
the same time learn from the industry. It 
is an honour to win this award, which is 
testament to our commitment to improving 
our employees’ engagement, their personal 
well-being and career development. It also 
motivates us to continue our efforts in 
building a caring and nurturing culture as an 
employer of choice.
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ABSA BANK: 
LEVERAGING ON DIGITAL CAPABILITIES 

TO TRANSFORM BANKING EXPERIENCES

Subash Sharma, Head - Digital Channels for Absa Retail & Business Bank, Absa Bank Limited
spoke with Nirav Patel, CEO, The Digital Banker about the bank’s exciting digital journey and 

what the future holds

How does your award winning initiative 
drive product/service innovation and 
differentiate? 
The need for innovation in digital banking 
was apparent well before the COVID-19 
pandemic. As technology has developed, 
customers have both demanded and 
expected an improved banking experience. 
We have worked tirelessly to put ourselves 
at the forefront of these changes and 
provide best in-class services and products 
in the digital banking landscape. As part of 
our strategy, we set out to enhance our 
entire digital ecosystem in terms of design, 
capability, security and overall experience. 
Simply put, we wanted to be the best digital 
bank in South Africa and beyond. 

Being a data-driven organisation, we rely on 
datapoints which help us develop our unique 
propositions in the areas of customer security 
with our identification and verification capability, 
Absa Biometric ID and our market leading 
Absa Digital Fraud Warranty. Together with our 
always-on banking features, end-to-end account 
and product origination and Abby, our latest AI 
learning bot, we continue to invest in making 
our customers’ banking experience secure, 
interactive, effective and exciting.

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business?
The trend towards widespread adoption 
of mobile and online banking is increasing 
rapidly and staying competitive is crucial. 
Increasing digitisation that enables all the 
ways that Absa customers want to bank 
and transact will go a long way in retaining 
and attracting customers. With double-digit 
growth in Absa’s monthly digital registrations, 

there is a real opportunity to attract the 
next generation of customers. Providing 
customers with modernised and digitised 
banking solutions puts Absa in a stronger 
market position, locally and globally. 

As digital banking activities increase, we see 
clear benefits in customer satisfaction. We 
have reduced our ombudsman cases by 36%, 
clearly demonstrating that a clear strategy 
backed by effort, dedication and application 
leads to higher customer satisfaction, which 
is at the centre of everything we do at Absa. 

What are the definite ways in which your 
product/service/bank is set to expand in 
2022?
For a few years now, Absa has marked 
its digital agenda as a significant strategic 
point in the Group’s ambitions, continuously 
shaping the future of digital banking with 
strong support from Absa’s leadership. 

Absa’s digital banking operations are 
anchored on an ecosystem that was 
strategically built on a “digital first” premise. 
Therefore, we endeavour to continue offering 
our customers a seamless, customer-centric 
digital experience that maintains a human 
touch when they bank. We will continue 
to solve customer pain points through 
digital innovation and solutions, keeping the 
customer at the centre of everything we do. 
We are also continuously enhancing the ways 
in which we keep our frontline empowered 
to service and add value to our customers’ 
banking needs on our digital banking 
platforms through strategic partnerships. 

Security will also remain a major focus for 
us, and we will continue our investment in 

market leading security and fraud mitigation 
so that our customers can be assured that 
banking with Absa is secure. Besides the 
various innovations that we have already 
launched, we have an exciting pipeline 
of digital innovations and enhancements 
underpinning our digital vision. 

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact?
Absa’s digital sales contribution continues 
to grow and contribute to the bank’s overall 
revenue. Our renewed digital operating 
model has set us up to rapidly scale our 
digital sales through the renewed focus 
on our strategic goals and partnerships. 
Having more than 300 self-service features 
on our digital channels, new digital banking 
registrations are growing by 14% per month, 
with our customers performing more than 
260 million transactions monthly. Decreasing 
the cost to serve our customers enables us 
to pass those savings back to our customers. 
Digital security is a big focus area for us and, 
with the investment in fraud mitigation, we 
have managed to reduce our fraud losses and 
impact to customers. 

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
We wanted to assure our customers of 
our world-class digital banking experience 
delivered securely through our industry-
leading digital banking platforms. Winning at 
the Global Retail Banking Innovation Awards 
prove our capabilities, and we’re honoured to 
be recognised.
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TAISHIN INTERNATIONAL BANK: 
REIMAGINING BANKING THROUGH 

DIGITAL TRANSFORMATION 

How does your award winning initiative 
drive product/service innovation and 
differentiate? 
Taishin International Bank completed a full 
range of digital transformations, and created 
a link between finance and life for the bank’s 
customers to put “Banking as a Platform” 
and “Banking as a Service” in practice. 
“Richart Life” comprehensively integrates 
a wide variety of information from Taishin 
cooperative merchants in terms of payment, 
points, and discounts, aiming at solving 
customers’ life needs preferentially. Taishin 
Bank not only exchanges advertisement with 
merchants but also deepen the co-operation 
model through system connections, data 
model and marketing campaigns to enhance 
customer loyalty. 

Moreover, Open banking Application 
Programming Interfaces (APIs) powered by 
advanced analytics and advanced AI are also 
utilized by Richart Life, which can provide 
richly real-time personalization. In conclusion, 
Richart Life provides digital solution and 
data analytics to increase the relevance and 
efficiency of client communications and tailor 
digital services better to clients’ needs. 

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business?
One of Taishin’s new app Richart Life has 
committed to establish a lifecycle mechanism 
and create a joint reward program with 
merchants. To provide customers with an 
excellent redemption experience, Richart 
Life provides a point account management, 
which allows customers to easily understand 
the points accumulated by each channel, 
and to exchange more than 3,000 kinds of 
gift certificates, points, and products across 
merchants. Taishin bank has taken the lead 
in proposing a new business model of cross-
industry point exchange. This new business 
model not only promotes Taishin Point but 
also boosts our business partners’ points 
in the market. The above points-related 

functions and information are integrated on 
the Richart Life, providing a valuable one-
stop service for customers with cooperative 
merchants, which create a “3-win” situation 
business relationship between customers, 
cooperative merchants and Taishin bank.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022?
The design concept of Taishin Merchant App 
is to service the mass micro-merchants which 
cannot afford EDC due to equipment costs. 
Those who have long been neglected by 
the payment market deserve better service. 
As a result, our 2022 strategy is to expand 
Taishin Merchant App in direct sale market and 
diverse trade unions which work as a group or 
merchants with higher unit price. 

By cooperating with these group and the 
industry itself, we plan to increase the 
incomes from Taishin Merchant App. On 
the other hand, we import several advanced 
functions, such as electronic signature, 
to upgrade the product and satisfy more 
merchants’ needs.

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact? 
In this era of FinTech, Taishin remains 
grounded in its core values of Bank 4.0 
and remains focused on customer needs. 
Bearing in mind the nature of various financial 
services, we developed innovative services 
and optimize processes through new 
technologies to provide more considerate 
services attuned to customers actual needs. 
We integrate convenient customer service 
experiences into daily life through immediate 
and responsive financial services enabled by 
FinTech. Taishin promotes the integration of 
finance and technology in the following five 
aspects:

Customer: Providing the best customer-
centric digital service experience

Synergy: Using Digital Technology to 
Improve Operational Synergy

Technology: Stay abreast with digital trends 
and develop innovative financial services

Alliances: Expand cross-industry alliances 
into customers’ lives and establish new 
business models

Digital Capabilities: Build digital capabilities 
and continuing to innovate in the digital 
finance field

HIGHLY
ACCLAIMED

BEST OPEN BANKING INITIATIVE TAISHIN 
BANK
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27RISE - AN EXCLUSIVE BRIEFING OF THE 2021 GLOBAL RETAIL BANKING INNOVATION SUMMIT & AWARDS WINNERS



SCOTIABANK: 
LEVERAGING ON DATA TO UNLOCK 

VALUE FOR CUSTOMERS

Scotiabank’s approach to data, analytics 
and AI is to protect and put its customers 
first. Throughout the COVID-19 pandemic, 
Scotiabank enabled this approach and 
delivered solutions across its footprint 
that improved the customer experience, 
provided relief, and transformed how the 
Bank operates – leading to greater efficiency, 
scalability and outreach and support to its 
customers.

To better understand customers’ financial 
vulnerability during the pandemic, 
Scotiabank’s data and analytics teams 
developed a vulnerability model to detect 
200,000 highly-vulnerable customers and 
then implemented a process to proactively 
reach out the customers that needed support 
the most. 

The Bank went on to release additional 
innovations such as the Global AI Platform 
(provides fast, relevant advice by anticipating 
and understanding customers’ needs), 
and AI-driven technologies called C.MEE 
(Customer Marketing and Engagement 
Engine – analyzes data across customer 
touchpoints to determine what advice is most 
relevant) and SOFIA (Strategic Operating 
Framework for Insights and Analytics — uses 
historical commercial banking data to forecast 
what clients could expect in the next four 
weeks) to further improve the customer 
experience during the pandemic and beyond. 

“Being able to leverage our machine learning 
models and our advanced analytics skill sets 
to support our customers through financial 
hardship was vital,” said Grace Lee, Senior 
Vice President, Chief Data & Analytics Office 
at Scotiabank. “And we plan to continue 
growing, innovating and scaling our learnings 
to ensure we’re delivering the best possible 
customer experience.”

Scotiabank’s vulnerability model, Global 
AI Platform, C.MEE and SOFIA are unique 
innovations in AI and big data in banking, 

globally. C.MEE is currently being used in 
Canadian Retail Banking with plans to scale 
the technology across the Americas. SOFIA 
has been scaled across the Americas and 
has already proven valuable in supporting 
customers during the pandemic and in 
fostering financial inclusion.

These efforts have provided the Bank with 
a pulse on its most vulnerable customers, 
managed the Bank’s risk, and enabled them 
to be there for their customers when they 
needed them most. 

Results were impressive. Customers were 
pleased to receive proactive outreach and 
support as shown in a 5-point increase in 
customer NPS scores. With customers 
receiving the right financial advice, the Bank 
also saw a strong decrease in delinquency 
rates as customers weaned off customer 
assistance programs and deferral programs 
more quickly.  

By leveraging data, Scotiabank was able to 
truly understand the financial health of its 
customers and support them in the right 
way, helping to reducing financial stress 
throughout the pandemic.
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HSBC BANK MALAYSIA: 
RESHAPING INVESTMENTS 
WITH SMART TECHNOLOGY

Jon Chivers, Head of Wealth, Wealth and Personal Banking, HSBC Bank Malaysia Berhad, 
spoke with Nirav Patel, CEO, The Digital Banker, about the bank’s award winning proposition
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1 WINNER

HSBC BANK 
MALAYSIA 
BERHAD

BEST NEW WEALTH MANAGEMENT 
PRODUCT

How does your award winning 
initiative drive product/service 
innovation and differentiate?
Our award winning solution represents 
HSBC Malaysia’s collective pursuit for 
innovation as we aspire to be the leading 
wealth manager in Asia by 2025. An 
innovative AI-powered investment solution 
in the systematic strategy space, the 
Amundi SMART Portfolio differentiates 
itself from traditional unit trust products 
by bringing a new approach to multi-asset 
investing, i.e combining cutting edge AI-
technique and time-tested diversification 
strategies to balance risk and return. 

According to you, how does your 
award winning initiative create value 
for the retail/digital bank’s business?
The Amundi SMART Portfolio signifies 
HSBC’s commitment to collaborate 
with like-minded partners to offer our 
customers market-first investment 
solutions that can respond efficiently 
to market volatilities and uncertainties. 
With solutions that puts customers’ best 
interest in mind, we are enabling our 
customers to thrive in complex business 
environments and challenging investment 
landscape. 

What are the definite ways in which 
your product/service/bank is set to 
expand in 2022?
Innovation and forward-looking solutions 
are one of our priorities as we navigate 

into 2022 and beyond. We recognise 
the essence of digital platforms, 
and our commitment is to continue 
offering cutting-edge digital solutions 
to our customers, while simplifying 
and enhancing our physical branch 
processes to be more effective, efficient 
and customer centric. At HSBC, we 
also believe environmental, social and 
governance (ESG) changes are happening 
faster than ever, reshaping how people 
live and invest. Understanding how 
investment portfolios will be impacted 
by these changes is crucial. Therefore, 
we will continue to expand our range 
of sustainable investment products in 
2022 and beyond as we empower our 
clients to make a positive change within 
our communities and environment 
through wealth creation and align their 
sustainability objectives and financial goals 
with ours. 

How have your initiative’s digital 
sales, digital servicing, omnichannel or 
digitally enabled strategies improved in 
terms of top-line impact?
The launch of Amundi SMART Portfolio is 
part of our continuous efforts to ensure 
investment product appropriateness and 
suitability to customers. This inaugural 
launch has resulted in breakeven within 
the first month and with a return of 
investment exceeding 15 times within the 
first 3 months. 

What objective did your institution 
aim to accomplish by participating at 
the Global Retail Banking Innovation 
Awards 2021?
At HSBC, we have a responsibility to 
our customers, employees, and the 
communities in which we serve. We 
recognize that economic growth must 
also be sustainable if we are to achieve 
success in the long term. Integrating 
innovation in our global footprint, HSBC 
strives to expand the range of solutions to 
be more relevant, practical, and intelligent 
to navigate the challenging economic 
landscape. This award reinforces our core 
values and our commitment to make a 
sustainable difference to our customers, 
communities, and the environment.
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METROBANK: 
TRANSFORMING THE PAYMENTS 

VALUE CHAIN  

Miko Beltran, Head of Cards Usage, Portfolio Management & Bancassurance Strategies, 
Metropolitan Bank and Trust Company spoke with Nirav Patel, CEO, The Digital Banker 

about transforming payments.

How does your award winning initiative 
drive product/service innovation and 
differentiate?
PayNow challenged the perception that a 
credit card can ONLY be used to pay for 
items purchased from stores/shops. This 
innovation allows our cardholders to use their 
Metrobank credit card to pay other people. 
It opened up the door for so many types of 
transactions that used to be outside of what a 
credit card can traditionally do. With PayNow, 
our cardholders can use their Metrobank 
credit card as a source of funds to: purchase 
from Facebook, Instagram or online sellers, 
pay their rent, deposit weekly allowances to 
their child’s own account – and all this is done 
safely and digitally. As long as there’s a target 
deposit account, you can use PayNow to 
transfer funds into it. 

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business? 
We focused on our cardholders. Data showed 
some interesting insights. Even before the 
pandemic, commerce was moving online 
with the prevalence of e-com platforms. 
But more than that, we’ve seen consumer 
spending moving more from people buying 
from stores, to people buying and selling to 
each other. PayNow allowed us to penetrate 
into that space which was traditionally 
dominated by B2B transfers through apps 
and e-wallets. This enabled us to tap into a 
source of card billings that was unavailable 
to us just over a year ago. We see this trend 
continuing and we will make sure that we 
continue innovating PayNow to support it. 

On the seller side of the equation, our 
marketing programs for PayNow have also 
focused on highlighting what we call non-
traditional merchant partners. These are low 
to medium sized businesses that only accept 
mostly cash-based transactions and have 
probably never been featured in any credit 

card merchant catalogue. PayNow allows 
our CHs to purchase from them using their 
MB Card. Not only do we see PayNow as a 
way to capitalize on the continuous growth 
of this spend segment, but also as a means 
to contribute to the economic recovery by 
highlighting these established local sellers to 
our cardholders. We’re giving our cardholders 
more options while giving these sellers some 
visibility. 

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
Metrobank is scheduled to launch its new 
mobile app next year. PayNow will be among 
the early features built into the app that the 
bank’s cardholders will be able to enjoy. 
Aside from the added security features and 
superior customer journey the app allows, 
cardholders will also experience a number 
of enhancements to PayNow such as: Biller 
Enrolment, Scheduled Payments, Installment 
Conversion and more – all designed to give 
an easier, more frictionless customer journey 
when using PayNow. 
 
How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally 
enabled strategies improved in terms of 
top-line impact? 
In less than a year from launch, PayNow is 
already trending to contribute ~10% of the 
total digital billings of credit cards with a good 
percentage of repeat customers month on 
month. It is also the major traffic driver of 
credit card’s chatbot, MIA, further deepening 
the digital experience of customers with 
Metrobank. Aside from these, more and 
more local sellers are recognizing PayNow as 
an online mode of payment for their products 
and have gladly partnered with Metrobank 
for co-marketing initiatives. This solidifies 
PayNow’s main objective of reaching 
more businesses outside of the traditional 
engagement it has with merchants. 

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
Developing PayNow has always been in 
line with our bank’s core value of delivering 
MEANINGFUL BANKING to our customers 
through innovation. Participating in this year’s 
Global Retail Banking Innovation Awards 
not only gave us the opportunity to highlight 
that, but it also gave us the chance to remind 
ourselves why institutions like ours should 
innovate in the first place: to be able to 
provide our customers with the highest level 
of customer satisfaction. We innovate for our 
customers and this award is a testament to 
our commitment to that value.
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TAIPEI FUBON: 
OPTIMISING INVESTMENT SOLUTIONS 

TO DELIVER BETTER YIELD

Andy Chen, Senior Executive Vice President, Taipei Fubon Commercial Bank Co., Ltd spoke 
with Nirav Patel, CEO, The Digital Banker about the bank’s award winning proposition

How does your award winning initiative 
drive product/service innovation and 
differentiate?
Committing to realising “Life is Banking, 
Banking is Life”, TFB is developing a banking 
environment through big data analysis to 
meet the ubiquitous financial demand and 
optimise customer experience. TFB continues 
to redesign the system infrastructure and 
incorporate artificial intelligence (AI) into 
its core business. In wealth management, 
TFB constructs a comprehensive risk 
management policy including due diligence of 
products, customer risk evaluation, suitability 
assessment, portfolio concentration, post-
trade alert and so on to protect customer 
interests and enhance customer experience.

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business?
Wealth management business and revenue 
play a significant role more than ever in 
Taiwan. Retail banking customer complaints 
or penalties from the competent authority 
caused by improper sales will not only hurt 
the bank’s reputation significantly but also 
lose the trust and loyalty of customers. 
Therefore, constructing a mechanism in an 
advanced way is necessary for investment 
suitability assessment.

As fee-income is key performance indicator 
for financial advisors in Taiwan wealth 
management industry, they are intrinsically 
committed to pursue high product sales in 
order to gain more. By using AI techniques, 
CRAAM really helps to avoid the improper 
sales and the customer complaints by 
providing accurate risk attribute assessment 
and making sure the product is suitable to the 
customer as possible.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022?

Not only in Taiwan, CRAAM is also applied in 
TFB Hong Kong Branch and Singapore Branch’s 
wealth management business. TFB expects 
this robust and consistent infrastructure to help 
vault its wealth management business to a 
leading position in Asia.

Besides customer risk evaluation, another 
vital component of product suitability 
assessment is investment product risk rating. 
Acknowledging the benefits from CRAAM, 
TFB is currently making liaising with external 
financial consultant to reinforce the product 
risk rating methodology by using financial 
engineering models. Based on the implied risk 
tolerance forecasted by CRAAM and precise 
product risk rating, TFB believes the suitability 
assessment will offer customers a supreme 
investment experience and guard their wealth.

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact?
As TFB continues to optimise digital channel 
banking services, most customers recognise 
the benefits of increased accuracy from 
CRAAM. This has led to a positive impact on 
wealth management business. Specifically, 
after the implementation of the CRAAM 
solution in May 2020, the number of customer 
risk evaluation increased from 8,483 to 11,685 
per month on an average - a 37.8% growth. 
The investment assets under management 
also rose to NT$371 billion, a 14.68% 
increase, with a 30% decline of customer 
complaints concerning improper sales of 
investment products from financial advisors.

By reducing improper sales, TFB has 
improved the customer investment 
experience. Customers are prevented from 
exposure to unnecessary risk while ensuring 
their investment goals are met and a reliable 
long-term relationship with TFB is built.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
As a 100% owned subsidiary, TFB committed 
to fulfilling all the four ESG strategies 
of Fubon Financial Holdings, i.e., de-
carbonization, empowerment, digitalization 
and connection, and set goals for 2025. In 
digitalization strategy, TFB provided the most 
innovative services and experiences to satisfy 
customers based on the principle of matching 
the most appropriate product for their needs.

As we know enhancing customer protection 
and treating customers fairly is the same goal 
for all financial institutions, TFB is glad to 
share CRAAM this initiative with the industry 
and expects to make a positive impact to 
achieve a sustainable future.
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HSBC BANK INDONESIA: 
DELIVERING A SEAMLESS RETAIL 

BANKING EXPERIENCE

Christian Lesmana, Head of Consumer Assets and Retail Sales, PT Bank HSBC Indonesia
Nirav Patel, CEO, The Digital Banker spoke about the bank’s award winning initiative.

How does your award winning initiative 
drive product/service innovation and 
differentiate?
We believe in helping our Customers to 
go where they want to go in their financial 
journey. With that in mind, we designed 
our first bank wide campaign as part of 137 
years’ anniversary of HSBC in Indonesia. 
This promo campaign is applicable for all 
customers who open premier/Advance 
savings account with HSBC visa credit card, 
and for customers who use HSBC Visa credit 
card /debit card. 

This campaign is intended to encourage 
and reward customers for consistently use 
HSBC products and services for their daily 
transactions, which is unique compared 
to our competitors who offers one promo 
program for each of their product/services.

Our campaign “Jadi Juara bersama HSBC” 
(“Be a champion with HSBC”) that ran on Feb 
- June 2020 and May - August 2021 was very 
timely launched during the pandemic when 
customers shift their spending habits online, 
which boosted the use of HSBC credit cards. 

With this campaign, HSBC managed to grow 
new customers on banking and credit cards, 
as well as grow our active usage on HSBC 
debit and credit cards.

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business? 
The promotion campaign helped HSBC to 
grow new banking and credit card customers, 
as well as boosted active usage on HSBC 
debit and credit cards

What are the definite ways in which your 
product/service/bank is set to expand in 
2022? 
HSBC has been investing heavily on 
strengthening our digital infrastructure and 
proposition to make banking easier, faster and 
more secured. In addition, we are committed 
to providing credit/debit cards services and 
programs that are well suited to the needs 
of our customers. The combination of our 
digital proposition and attractive credit/debit 
cards program are expected to strengthen 
our position as best wealth manager and 
best credit cards program, which will help us 
strengthen customer loyalty, as well as grow 
new customers. 

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact? 
HSBC is committed to put the customers at 
the heart of everything we do, and innovate 
to enhance customers experience. Because 
of these campaigns we managed to grow our 
credit cards spending by 152% and grow our 
new bank customers by 98%. In addition, 
it also helped increase our customers’ 
satisfaction by 57% vs 2020 FY NPS 

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?
HSBC is committed to be the leading wealth 
management bank in Indonesia and Asia. 
Global Retail Banking Innovation Awards is a 
very prestigious award that can strengthen our 
position as the leading bank who is committed 
to innovate to continuously enhance our 
customers experience, by putting them at the 
heart of everything we do.
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CIMB THAI: 
SIMPLIFYING THE DIGITAL BANKING 

EXPERIENCE

Thiratida Kuvantrarai, Head Consumer Marketing, CIMB Thai Bank Public Company Limited 
spoke to Nirav Patel, CEO, The Digital Banker about the bank’s award winning initiative. 

How does your award winning initiative 
drive product/service innovation and 
differentiate?
The CIMB Thai App Thematic 2021 campaign 
aims to simplify banking and offer a seamless 
experience, while also making our app 
even more user-friendly in the palm of our 
customer hands. 

Additionally, customer expectations and 
experiences have shifted toward a greater 
reliance on digital banking applications. It is 
essential, even more so in the modern era. 

According to you, how does your award 
winning initiative create value for the 
retail/digital bank’s business?
As the campaign intended to spread 
awareness and educate our customers about 
the CIMB TH app and core products. Our 
retail/digital banking business saw increased 
app usage and onboarding during the 
campaign. 

As a result of the campaign’s extensive reach 
via various digital channels, we were able to 
raise our brand awareness in Thailand. Our 
CIMB TH mobile banking app and its latest 
features are now more familiar to both new 
and existing customers.

What are the definite ways in which your 
product/service/bank is set to expand in 
2022?
The drive to go digital has never been more 
important. Fortunately for CIMB Thai, we 
have embarked on our digital transformation 
journey since 2018 and continue to develop 
new and improved features in our CIMB 
TH Digital Banking app along the years to 
better serve our customers’ needs and 
requirements.

How have your initiative’s digital sales, 
digital servicing, omnichannel or digitally-
enabled strategies improved in terms of 
top-line impact?
CIMB Thai increased application downloads 
and active users through this campaign. This 
has directly helped our overall customer size 
and top-line equations, whether through 
product cross-selling, investments, or asset 
under management, all of which have 
increased our revenue.

What objective did your institution aim to 
accomplish by participating at the Global 
Retail Banking Innovation Awards 2021?

CIMB Thai aims to be a preferred digital bank 
for Thai consumers. As a long-standing Asian 
bank, we understand how to advance and 
connected people and businesses throughout 
Thailand, Asia and the world are. We would 
like to reaffirm that CIMB THAI’s competitive 
advantages and unique selling proposition 
are critical for daily banking by providing 
our customers with a simpler banking 
experience, lower costs, and increased 
access to financial services.
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Retail Product Innovation Awards

HONOUREES OF GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2021

WINNER

BEST DIGITAL WALLET 
OF THE YEAR

WINNER

Highly Acclaimed

DEBIT CARD 
OF THE YEAR

WINNER

OUTSTANDING 
BANK CARD 
INNOVATION

WINNER

Highly Acclaimed

MORTGAGE PRODUCT 
OF THE YEAR

WINNER

Highly Acclaimed

CREDIT CARD 
OF THE YEAR

WINNER

Highly Acclaimed

BEST SAVINGS 
ACCOUNT

Sri Lanka

UAE
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HONOUREES OF GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2021

Retail Product Innovation Awards

Highly Acclaimed

LOAN OFFERING 
OF THE YEAR

WINNER

BEST NEW PRODUCT 
LAUNCH OF THE YEAR 

– CARDS

WINNER

BEST NEW PRODUCT 
LAUNCH OF THE YEAR 

– PAYMENTS

WINNER

BEST NEW PRODUCT 
LAUNCH OF THE YEAR 

– LOANS
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Technology Awards

SINGAPORE

CANADA

WINNER

Highly Acclaimed

BEST OPEN BANKING 
INITIATIVE

WINNER

Highly Acclaimed

BEST RPA INITIATIVE

WINNER

Highly Acclaimed

OUTSTANDING 
INTERACTIVE CHATBOT 

SERVICE BY A RETAIL BANK

WINNER

WINNER

BEST MACHINE 
LEARNING INITIATIVE

BEST TECHNOLOGY 
IMPLEMENTATION BY 

A RETAIL BANK

WINNER

Highly Acclaimed

BEST AI INITIATIVE

WINNER

OUTSTANDING MACHINE 
LEARNING INITIATIVE 

– RISK

HONOUREES OF GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2021
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WINNER

EXCELLENCE IN DIGITAL 
INNOVATION

WINNER

BEST DIGITAL 
TRANSFORMATION 

PROGRAM

WINNER

Highly Acclaimed

OUTSTANDING DIGITAL 
ACCELERATION IN RESPONSE 

TO COVID-19

Vendor Awards

Digital Innovation Awards

WINNER

BEST DATA ANALYTICS 
OFFERING

SINGAPORE

WINNER

BEST PURE-PLAY DIGITAL 
ACCOUNT

HONOUREES OF GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2021
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Service Innovation

WINNER

BEST FINANCIAL 
INCLUSION INITIATIVE

WINNER

BEST MASS AFFLUENT 
BANKING OFFERING

WINNER

OUTSTANDING MERCHANT 
PAYMENT SOLUTION

WINNER

OUTSTANDING FINANCIAL 
INCLUSION IN RESPONSE 

TO COVID-19

WINNER

BEST CUSTOMER CENTRIC 
BUSINESS MODEL

BOTSWANA

Highly Acclaimed

WINNER

BEST PAYMENTS 
INNOVATION

HONOUREES OF GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2021
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Service Innovation

Frictionless Awards

WINNER

OUTSTANDING CLIENT 
ON-BOARDING & 

ACCOUNT OPENING

WINNER

BEST DIGITAL 
ACCOUNT OPENING

WINNER

BEST E-KYC

WINNER

BEST INTERNET 
BANKING INITIATIVE

MALAYSIA

Highly Acclaimed

WINNER

BEST MOBILE BANKING 
INITIATIVE

MALAYSIA

WINNER

BEST RETAIL BANK FOR 
MILLENIALS

WINNER

BEST DIGITAL BANK FOR 
MILLENIALS

HONOUREES OF GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2021
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Frictionless Awards

WINNER

BEST AUTOMATED 
ADVISORY SERVICE

WINNER

BEST SELF 
SERVICE BANKING

WINNER

BEST FRICTIONLESS 
CUSTOMER RELATIONSHIP 

MANAGEMENT

WINNER

Highly Acclaimed

BEST RETAIL BANK FOR A 
FRICTIONLESS BANKING 

EXPERIENCE

CANADA

HONOUREES OF GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2021
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Marketing & Customer Engagement Awards

WINNER

OUTSTANDING CUSTOMER 
RELATIONS & BRAND 

ENGAGEMENT INITIATIVE

WINNER

OUTSTANDING 
PERSONALISED 1:1 

MARKETING INITIATIVE

WINNER

BEST SOCIAL MEDIA 
MARKETING INITIATIVE

WINNER

OUTSTANDING MARKETING 
INITIATIVE FOR A NEW 

PRODUCT

WINNER

BEST LIFESTYLE APP

WINNER

Highly Acclaimed

BEST CUSTOMER LOYALTY 
PROGRAM

SINGAPORE SINGAPORE
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Omni-Channel Awards

People & Employee Award

WINNER

BEST ATM INNOVATION

WINNER

OUTSTANDING STAFF 
TRAINING, LEARNING & 

DEVELOPMENT PROGRAM

WINNER

Highly Acclaimed

OUTSTANDING RESPONSE 
TO COVID-19, BRANCHLESS 

BANKING

WINNER

BEST GRADUATE 
EMPLOYMENT PROGRAM

WINNER

OUTSTANDING OMNI-
CHANNEL INTEGRATION 

BY A RETAIL BANK

WINNER

BEST RETAIL BANK FOR 
EMPLOYEE EXPERIENCE
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People & Employee Award

HENRY AGUDA VICTOR 
ETUOKWO

SAMMEER
SHARMA

Digital Wealth Management Award

WINNER

DIGITAL BANKER 
OF THE YEAR

WINNER

BEST HYBRID WEALTH 
MANAGEMENT OFFERING

WINNER

RETAIL BANKER OF 
THE YEAR – WEST AFRICA

WINNER

BEST DIGITAL WEALTH 
PLATFORM

WINNER

RETAIL BANKER OF 
THE YEAR – ASIA

WINNER

BEST NEW WEALTH 
MANAGEMENT PRODUCT

WINNER

EXCELLENCE IN DIGITAL 
WEALTH MANAGEMENT

MALAYSIA

SINGAPORE

UAE

SINGAPORE MALAYSIA
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SME Banking Awards

WINNER

OUTSTANDING RESPONSE 
TO COVID-19, SME LOANS

WINNER

BEST SME MOBILE 
BANKING APP

WINNER

OUTSTANDING DIGITAL 
INNOVATION IN SME 

BANKING

WINNER

BEST NEW SME PRODUCT 
OF THE YEAR
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Islamic Retail Finance Awards

WINNER

BEST ISLAMIC RETAIL 
BANK – MALAYSIA

WINNER

BEST ISLAMIC RETAIL 
BANK – BANGLADESH

WINNER

BEST ISLAMIC RETAIL 
BANK – PAKISTAN

WINNER

BEST ISLAMIC RETAIL 
BANK – OVERALL

PAKISTAN

UAE
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Country & Regional Awards

WINNER

WINNER

WINNER

BEST SME BANK 
– MALAYSIA

BEST RETAIL BANK 
– SINGAPORE

BEST RETAIL BANK 
– NIGERIA

WINNER

WINNER

WINNER

BEST RETAIL BANK 
– HONG KONG

BEST RETAIL BANK 
– PHILIPPINES

BEST DIGITAL BANK 
– USA

WINNER

WINNER

WINNER

BEST RETAIL BANK 
– THAILAND

BEST OVERSEAS RETAIL 
BANK – UAE

BEST DIGITAL BANK 
– MEXICO

UAE
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Leadership Awards

WINNER

WINNER

WINNER

BEST DIGITAL BANK 
– SPAIN

BEST DIGITAL BANK 
– SOUTH AFRICA

BEST DIGITAL BANK 
– THAILAND

WINNER

WINNER

WINNER

BEST DIGITAL BANK – 
BOTSWANA

BEST DIGITAL BANK 
– ZAMBIA

BEST DIGITAL BANK 
– MALAYSIA

WINNER

WINNER

WINNER

BEST DIGITAL BANK 
– KENYA

BEST DIGITAL BANK 
– AFRICA

BEST DIGITAL BANK 
– HONG KONG

BOTSWANA

ZAMBIA

KENYA

KENYA

HONG KONG
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Country & Regional Awards

WINNER

WINNER

BEST DIGITAL BANK 
– PAKISTAN

BEST DIGITAL BANK 
– TAIWAN

WINNER

WINNER

BEST DIGITAL BANK 
– VIETNAM

BEST DIGITAL BANK 
– CHINA

WINNER

WINNER

BEST DIGITAL BANK 
– PHILIPPINES

BEST DIGITAL BANK 
– SEA

PAKISTAN VIETNAM

TAIWAN CHINA
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A FEW WORDS FROM 
OUR HONOUREES

49RISE - AN EXCLUSIVE BRIEFING OF THE 2021 GLOBAL RETAIL BANKING INNOVATION SUMMIT & AWARDS WINNERS




	Standard Chartered
	OCBC
	Affin Bank
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	Experian
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	Standard Chartered China
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	Absa Regional
	Standard Chartered Bank
	RHB Bank
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	Standard Chartered Bank Sri Lanka
	Hong Leong Bank
	Bank One
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	HSBC Bank Singapore
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