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By all measure, banking in its most basic sense is not unique. What makes it unique is 
the way customers feel about banking. And this is Absa’s ultimate weapon.

How Absa Bank plans to dominate 
digital banking in South Africa – 
and beyond

Absa prides itself as a banking institution that 
inspects inspect every available data point 
to determine the best digital solution for its 
customers. Every tech deployment contains 
features that are created through futurism, market 
disruption, digital thought leadership and most 
importantly, direct feedback from our customers. 
Some of the few notable initiatives that the bank 
launched recently include: 

ID&V on Web. Absa was the first bank to perform 
a new account opening from its website. This 
capability allows customers to open an account 
by taking a selfie, which is then compared to their 
Identity Document at the South African Department 
of Home Affairs for instant identification and 
verification. 

ChatBanking (Securely bank via WhatsApp, 
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Twitter and Facebook). Launched in 2018 as 
part of its social media banking, this world-first 
allows customers to use WhatsApp, Facebook and 
Twitter to buy mobile airtime and data, buy pre-
paid electricity, pay beneficiaries or just quickly 
glance at their account balances. This effortless 
banking channel is available to all customers 
who have registered for the service, and they 
simply need to text “Hi”, and Absa will do the rest 
through Absa’s comprehensive menu offerings. 
Absa customers can also perform instant 
transactions using the bank’s ChatBanking service, 
available on Facebook Messenger, Twitter and 
now WhatsApp.

Abby. Absa’s AI learning bot is a virtual assistant 
that assists with the fulfilment of transactions for 
all App customers. Abby uses artificial intelligence 
to personalize the customers’ banking experience, 
proactively recommending products and services 
and securely performing transactions for 
customers.

Absa Biometric ID. This is an initiative where 
customers can transact securely with the highest 
level of biometric certification. This means that 
your face is, in fact, your password. This initiative 
is linked to the Absa Banking systems and works 
across all channels. Banking safety and security 
is a top priority for the Bank and a top concern 
for customers. With this initiative, your biometric 
becomes your instant key to your safe.

Fraud Warranty. Absa is continuing to invest in 
mitigation systems to make customers’ banking 

experience more secure. As such, Absa has 
introduced a market-leading feature called “Fraud 
Warranty”, a mechanism where Absa backs up any 
digital fraud claims with a warranty. 

Internal AWS Cloud Incubator. In collaboration 
with Amazon Web Service (AWS), Absa has 
launched an internal cloud incubator initiative 
that empowers employees with cloud platform 
skills. This helps equip employees with the skills to 
better serve customers in a digital world. With this 
initiative, Absa has become the first organization 
in the African continent to become a member of 
the Amazon Web Service Skills Guild.  

“From 2021 to date, 
Absa’s 4.45 million 
digitally active 
customers have 
performed more than
1.7 billion digital 
transactions to the 
value of ZAR 1.5 trillion, 
resulting in ZAR 899 
million in revenue 
across its digital 
channels. ”
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By any measure, Absa is a clear winner in its field 
and continues to dominate in markets where it 
operates. Adding feather in its cap is Absa’s recent 
awards as Winner, Best Digital Bank - South Africa 
and Highly Acclaimed, Outstanding Interactive 
Chatbot Service by a Retail Bank at the recent Global 
Retail Banking Innovation Awards 2021 organised by 
The Digital Banker.

“The need for different strategies around innovation 
and digital banking was apparent in banking well 
before the pandemic hit. Absa worked tirelessly to 
be at the forefront of these changes and provide 
best in class services in the South African market 
and beyond. Absa has set out to enhance its entire 
digital ecosystem in terms of design, features, 
security and overall experience. Simply put, Absa 
is today’s best digital bank in South Africa and a 
very strong contender globally,” said Nirav Patel, 
Managing Director at The Digital Banker during the 
awards ceremony.

Thriving Amidst the Pandemic
When Absa formulated its digital strategy – well 
ahead of the pandemic – it placed a strong 
emphasis on customers and how it can serve them 
digitally. When the pandemic hits, it inspired the 

team to speed up its digital engagement globally. 
This was evident with Absa recording a 26% year-
on-year increase of activity on its digital platforms 
in 2020. 

This signalled that the team is ready. To maintain 
customer connections during the darkest period of 
the crisis, the Bank had to rely on digital services to 
make customer connections personal and relevant. 
The pandemic afforded the opportunity to prove 
its digital functionality and customer-centricity by 
responding to the way consumer behaviour has been 
affected by the pandemic. It provided an indicator of 
behaviour changes and created an opportunity for 
Absa to best respond to its customers in a manner 
that fits its overall digital strategy. 

The effort proved to be a success. In 2020, Absa was 
awarded for being the bank in South Africa with the 
least number of Ombudsman Complaints, showing 
a 36% year-on-year improvement. Moving from 
the highest number of disputes a few years ago, 
to having the fewest disputes amongst the Big Five 
banks, marked a remarkable turnaround for Absa.

During the panic-ridden period of COVID-19, 
customers were also concerned about how they 
would pay their bills should they have a loss of 

Image: Rich T Photo / Shutterstock.com
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income. Absa swiftly formulated a project called 
“Siyasizana” (A Zulu phrase meaning “the action 
of helping each other”) and the Absa Relief Fund 
partnership which aided customers and allayed fears 
of not being able to make their payments. 

In 2021, the country faced another challenge, 
where civil unrests were reported in parts of the 
country. Once again, Absa was ready with Bespoke 
Financial Solutions and Siyasizana 2.0, aiding and 
assisting businesses and individuals to make credit 
arrangements with their bank and garner relief 
funding. These initiatives could be accessed through 
a seamless online application.

But more than thriving, what fuels Absa’s passion 
is its heart for customer service. Right at the onset, 
Absa embraced how evolving consumer behaviours 
were driving change and created digital tools and 
platforms that added relevance and personality into 
each interaction. The Bank even had the foresight 
to anticipate – through data – where customers 
could have difficulty performing more complex 
transactions and built robust and interactive FAQs 
and contextual help on multiple features across 
multiple digital banking platforms. 

The team wanted to make sure that, while customers 
were turning to digital banking channels, its solutions 
were not overly complicated. They also ensured that 
customers using remote channels had a positive 
experience both during and beyond the COVID-19 
pandemic. Absa has spent years building solutions 
with staying power, and it knows that these would 
change the way customers see the future of banking. 

Success by the Numbers 
From 2021 to date, Absa’s 4.45 million digitally active 
customers have performed more than 1.7 billion 
digital transactions to the value of ZAR 1.5 trillion, 

resulting in ZAR 899 million in revenue across its 
digital channels. 

Staying competitive is crucial. Increasing digitalization 
will go a long way in retaining and attracting 
customers. There is also an opportunity to attract 
the next, rising generation of Absa customers. 
Absa’s new digital registrations are growing at 14% 
per month, up 23% in a year-on-year comparison. 
The Bank currently has a digital customer base of 
4.45 million, which includes customers who opt to 
actively use its Banking App, Online Banking, USSD, 
ChatBanking and NotifyMe digital alerts service.

In addition, Absa takes fraud prevention seriously. 
Having secure digital platforms prevent fraud 
losses. Building compliance layers into its technical 
rails ensure that the Bank complies with local and 
international regulatory requirements.

Through its digital banking journey, Absa has 
established technology rails that will have long-
lasting benefits. Its digital platforms can link with the 
government’s Department of Home Affairs systems 
to simplify account verification, which includes 
the crucial step of liveliness proof. These rails that 
have been established can be replicated for other 
products, which further expands Absa’s digital 
offering well into the future. 

“Absa is today’s best 
digital bank in South 
Africa and a very 
strong contender 
globally.” 
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Preparing the next generation 
for wealth

We live in an era of information overload. It will take you under 5 seconds to search for 
the ‘best investments in 2022’. As a matter of fact, a simple online search could yield 
hundreds of results. Inarguably, the internet along with digitisation has made access to 
the relevant information easy and seamless. However, true power does not necessarily 
lie in the information you receive. It lies in how you optimally leverage both knowledge 
and information to make optimal financial decisions. This is where depth of financial 
understanding plays an integral role in both wealth creation and preservation. As a 
matter of fact, it has now almost become table stakes for wealthy families to empower 
their future generations with the right financial education.

Why must the next-gen HNIs focus on 
financial knowledge?
Inevitably, with wealth comes great financial 
security. However, wealth can also become an 
‘easy come, easy go’ phenomenon for the future 
generations if it is not safeguarded astutely.  It is 
estimated that 70% of wealthy families will lose their 
wealth by the second generation and 90% will lose 
it by the third.1  There are a variety of reasons why 
this happens:
• In many households, conversations about 

money are frowned upon
• The prior generation is worried that the next 

generation is lazy
• Many have very little understanding about 

money or how it should be managed

Today an increasing number of wealth creators 
are commencing their estate planning process 
and focusing on how wealth can be transferred 
to the next generation in a tax efficient manner. 
However, this is just one part of a successful wealth 
transition plan. The second, and perhaps equally 
important part is to prepare the next generation 
or the heirs to competently steward the family’s 
wealth. As the head of the family your goals for the 
next generation would be fairly simple. You would 
want them to be independent so that they can blaze 
their own path, you would want them to be critical 
thinkers so that they can surmount adversities that 

might come their way,  and you would want them 
to be financially prudent so that they can preserve 
the wealth that you have passed on, make optimal 
investment decisions, and also give back to the 
society. Encouraging financial know-how is one of 
the best ways of enabling the future generations to 
comfortably achieve these goals.

 
Embarking on the financial planning 
path
Considering that the next generation of wealthy 
are often associated with wasteful spending, it 
might not come as a surprise to know that one of 
the first things they need to learn is how to budget. 
If financial planning is on the agenda, then this is 
perhaps the first step that one should take. The 
wealthy next-gen is not equipped to understand 
the concept of ‘scarcity premium’ i.e., the value of 
scarce resources. They can’t really be blamed for 
this either since one of the perks of being born into 
wealth is easy access to goods and services. While 
the experience of scarcity cannot be replicated, 
the youth can learn about it through budgeting. 
As one evolves along this spectrum, learnings can 
be customised to suit specific requirements. For 
example, while every individual should know how 
to budget, not everyone needs to know about 
the workings of a trust. However, for someone 
with wealth, the latter becomes essential. Thus, 
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there needs to be an urgency in creating a wealth 
transition plan that holistically addresses the 
subject of financial knowledge so that the next 
generation is well-positioned to manage and grow 
the wealth that gets passed on.

With the ‘why’ of financial planning now quite 
clear, let’s move on to the ‘how’. How can we 
make tomorrow’s wealthy financially sound? How 
can we empower them with the right knowledge 
and understanding about finance such that they 
can optimally manage and grow the wealth that 
gets passed on to them? The approach is simple. 
Leverage digital technology and make finance and 
investments more relatable and intuitive. Talk 
to them through the mediums that they prefer, 

1 Generational Wealth: Why do 70% of Families Lose Their Wealth 

in the 2nd Generation? | Nasdaq

de-jargonise financial content, and communicate 
through content that they can find relatable. 

As wealth changes hands from one generation 
to another and the contours of the wealth 
management industry change, it is important to 
understand the shifting needs and proclivities of 
the new generation of wealthy. Financial knowledge 
initiatives that are customised to help them navigate 
the investment landscape can empower the youth 
and help wealth managers foster enduring and 
intergenerational relationships.

Vipul Kapur
Managing Director, Head of Private Banking
Mashreq Bank
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Banking-as-a-Service (BaaS)
is changing banking as we know it

Technology continues to present breakthrough solutions that bridge the gap between 
different industries. Innovation encourages traditional institutions to welcome 
“disruption”. Digitalization has made banking more inclusive and more open to new 
participants. Yes, we are talking about Banking-as-a-Service (BaaS).

With very stringent regulation and compliance 
standards, setting up a bank is a long and complex 
process that can be financially challenging for 
certain entities. Through technology, BaaS is now 
addressing all these limitations. 

BaaS enables non-banks to offer banking services 
without going through the complicated process of 
having an actual banking license. The Apple Credit 
Card is one such example. Solaris, the Berlin-
based neo bank is another. Through BaaS, banking 
services are not only offered by Fintech companies 
but they can also very well be offered by schools, 
shopping malls, airline companies and more entities 
through branded financial products like debit, credit 
or loyalty cards.

Opening up the banking system 
BaaS is an open banking model that supports 
more consumer-driven financial opportunities with 
targeted and relevant offerings to specific segments 
of consumers. For example, the Singapore Mass 
Rapid Transit (SMRT) credit card rewards customers 
with savings on public transport and taxi rides. 
BaaS makes banking available to third parties that 
support the evolution of banking services and 
enable more financial transparency. 

In 2020, the global BaaS market was estimated to be 
around USD 356.26 Billion with a projected value of 
USD 2,299.26 Billion by 2028 at a Compound Annual 
Growth Rate (CAGR) of 26.33% from 2021 to 2028.  

BaaS, simply put, is an innovation that connects 

non-banks to banking processes so they can offer 
customers a more holistic brand experience. From 
account opening to loan processing, issuance of 
credit and debit cards and more, BaaS integration 
allows non-banks to offer various financial services 
through Application Processing Interface (API) 
driven platforms.

The BaaS model provides the basis of a partnership 
between a bank and non-bank businesses so data, 
platform, and infrastructure are being shared. 
Under an agreed arrangement or by charging a 
certain fee, a bank can enable third-party providers 
to connect to their banking infrastructure through 
API. This solution can then support the creation of 
the third-party’s own branded banking services. The 
modular structure is composed of different layers 
that are held together by API.

The Challenges of BaaS
While technology makes it possible to connect 
various layers and makes them function as one in 
the eyes of the customer, implementing BaaS is not 
without its share of challenges. 

Regulation - It may not be subject to the most 
stringent regulation like banking but it is still subject 
to regulation. Non-banks must be able to comply in 
order to operate. 

Security - With the growing cases of more 
sophisticated cyber-attacks, it is necessary to beef 
up the security of infrastructure, which may come 
with a hefty cost.

https://www.verifiedmarketresearch.com/product/banking-as-a-service-baas-market/
https://www.verifiedmarketresearch.com/product/banking-as-a-service-baas-market/
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Data Control and Privacy - With cyber laws being 
put in place all over the world, regulators are 
making sure that customers’ privacy rights are not 
being violated. After all, stolen data may be the 
downfall of any business. Abiding by sound data 
protection practices is a must.

Cost of Doing Business - As in any business, 
implementing SaaS entails various operational 
costs, from platform fees to office overhead costs 
and more. 

Lack of Interest - While BaaS is designed to open 
up the banking system, some banks are simply not 
ready to open up their platforms to third parties. In 
the future, as BaaS becomes more mainstream, the 
more traditional organizations may soon realise 
the benefits and added value that BaaS brings to 
them.  

BaaS a perfect example of digital 
transformation
Years ago, it was practically inconceivable for a 
bank to open its platform to a third party. Today, 
BaaS is spearheading a digital transformation 
that makes it possible for banks, fintech actors 
and non-banks/brands to co-exist and offer 
customers greater value, enhanced services 
and more relevant financial products. To the 
more “progressive” traditional banks, BaaS is 
simply another opportunity to stay competitive, 
profitable, and sustainable. After all, being part of 
the revolution is always a plus in the eyes of the 
forward-thinking customer.

“BaaS is an innovation 
that connects non-
banks to banking 
processes so they 
can offer customers 
a more holistic brand 
experience.”
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HSBC EasyID  is HSBC Bank 
Canada’s Secret Weapon to 
Accelerate Digital Sales Growth

Being the 7th largest bank in Canada with a relatively smaller number of branches 
compared to bigger banks, HSBC Bank Canada (HSBC) had to be astute in its strategy 
to serve its customers. For the Bank, it has always been about giving customers the 
choice to bank using their most preferred channel.  To ensure satisfaction for clients 
who choose digital as a channel, HSBC knew that it needed to create an online journey 
that facilitated a quick and easy completion of the application process without having 
to visit a branch.  In particular, HSBC needed to improve the existing online verification 
process that was proving to be ineffective and inadequate in meeting today’s needs.  

With this vision in mind, HSBC EasyID was launched. 
HSBC EasyID is an innovative solution for non-face-
to-face identification for online account opening. 
It verifies a person’s identity through authenticity 

checks and facial recognition algorithms. What’s 
interesting is that the HSBC EasyID project 
was completed from start to finish all within 3 
months, delivering a best-in-class digital identity 

Image: Lubo Ivanko / Shutterstock.com
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and verification (ID&V) solution for new-to-bank 
customers.

At the recent Global Retail Banking Innovation 
Awards 2021 organised by The Digital Banker, HSBC 
Bank Canada was recognised for its excellence 
when it was declared Winner, Best Technology 
Implementation by a Retail Bank and Best Retail 
Bank for a Frictionless Banking Experience.

“Delivering this technology involved a huge 
undertaking that brought together a diverse group 
of cross-functional teams across the business, 
technology, and risk as a response to customer 
needs, heightened by the pandemic. Indeed, 
customer expectations and the evolving market 
conditions have fuelled the need for a better 
solution - and HSBC astonishingly delivered,” said 
Nirav Patel, Managing Director at The Digital Banker 
during the awards ceremony.

HSBC EasyID: Making Life Easier for 
Customers   
As part of the transformation of its digital 
capabilities, HSBC has made significant 
enhancements to its online account opening 
capabilities. The key goals set forth by the team 
include: 

• Build scale and extend reach within and outside 
of the branch footprint in order to support the 
Bank’s growth strategy 

• Create frictionless, secure and fast journeys 
• Support the customer’s channel of choice

The online journeys implemented were fast and 
easy to use for customers. However, in the majority 
of the cases, the customers were referred to HSBC’s 
branches to complete their applications. This is not 
aligned with the Bank’s vision.

The number one issue was electronic identification. 
The current methodology in use has a high failure 
rate for those customers trying to open an account 
with HSBC. Of those customers who were referred 
to the branch, only a handful were making the 
trip to a branch to complete the account opening 
procedure. This had to change.  

In late 2019, Proceeds of Crime, Money Laundering 
Terrorist Financing (PCMLTF) was amended to 
allow for ‘authentic’ identification to be used 
for verification. Subsequently, the Financial 
Transactions and Reports Analysis Centre of 
Canada (FINTRAC), Canada’s financial intelligence 
unit, provided guidance on the implementation for 
using the “government-issued photo ID method”. 
Specifically, it provided that the authenticity of a 
document must be supported by technology. 

HSBC took this moment as a signal to take the 
leap, which served as an impetus for HSBC EasyID.

HSBC EasyID is a robust solution to help verify 
customers with two things they would have 
on hand: an I.D. such as a government-issued 
driver’s licence or passport, and a selfie. It uses 
a facial recognition software to confirm that a 
selfie matches the ID photo. With more and more 
customers using digital platforms to bank with a 
financial institution, HSBC found a solution that 
allows new-to-bank customers to engage using the 
digital platform of their choice. 

There are a multitude of benefits to this solution. 
For one, the captured ID can support subsequent 
product opening in digital and other channels. 
Fraud control is also enhanced, thereby helping 
legitimate customers get through the process 
smoothly. And lastly, Canadian government issued 
driver’s licenses are acceptable and in fact, are 

“HSBC EasyID is a 
robust solution to help 
verify customers with 
two things they would 
have on hand: an I.D. 
such as a government-
issued driver’s licence 
or passport, and a 
selfie.”
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most commonly used. 

“HSBC EasyID has been an absolute game changer 
for new customers; it has dramatically improved 
onboarding times, reduced friction and improved 
the experience in opening new accounts while 
expanding our opportunity to a wider group of 
customers as location is no longer a barrier,” said 
Rick Kelln, Head of Direct Channels, HSBC Bank 
Canada. 

HSBC Bank Canada is one of the first few 
organisations to implement this seamless 
technology. Working agile, the team delivered HSBC 
EasyID in 3 product journeys. It started in July 2020, 
when it was only offered on mobile. This was then 
followed by the ability to use HSBC EasyID in a 
full browser journey. Based on data and insights, 
additional customer experience enhancements 
were added to improve usability and reduce user 
errors. Finally, in January 2021, HSBC rolled out the 
remaining domestic journeys in both English and 
French for new-to-bank customers.  In April of 2021, 
the team launched HSBC EasyID with its student 
and International Account Opening, allowing new-
to-bank and existing-to-bank customers in countries 
outside of Canada to open an account prior to 
arriving in the country.   

Accelerating Digital Sales Growth 
HSBC EasyID has allowed the bank to offer a digital 
solution for account openings for customers who 

prefer to bank digitally or are unable to visit 
a branch. HSBC EasyID supports the Bank’s 
growth strategy and significantly improves the 
customer experience with more opportunities 
to save time for both customers and staff. 
As such, the HSBC EasyID increased straight-
through processing of digital applications 
by 70% and has reduced referrals to bank 
branches by 40%.

Moreover, HSBC EasyID has been a major 
contributor to the growth in digital sales at 
HSBC. With an aggressive 5-year plan, the Bank 
has built a team to continue to further enhance 
and refine digital account journeys with the goal 
to onboard customers smoothly and further 
increase its share of sales in the digital channel.

“Customer 
expectations and 
the evolving market 
conditions have 
fuelled the need for a 
better solution - and 
HSBC astonishingly 
delivered.”
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OCBC: Digital, Data and Design 
Propel Singapore’s Best Retail Bank

Customer centricity remains at the heart of OCBC’s consumer banking business. 
Its strategy is driven by three key tenets – digital, data and design to improve the 
simplicity of its services, increase its transparency and increase the trust between the 
bank and its customers.

As OCBC has already identified digital 
transformation to be a key pillar of growth prior 
to the pandemic, the Bank was comparatively 
better positioned to weather the pandemic. The 
tumultuous years of 2020 and 2021 have witnessed 
the launch of OCBC’s new digital initiatives that 
transform the way Singapore customers do banking. 

Among the notable distinctions OCBC can be proud 
of include: 

• The 1st bank in Singapore to enable login to 
mobile banking via SingPass Mobile, a secured 
application used widely by residents for 
government-related matters

Image: askarim / Shutterstock.com
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“As OCBC has already 
identified digital 
transformation to be 
a key pillar of growth 
prior to the pandemic, 
the Bank was 
comparatively better 
positioned to weather 
the pandemic.”

• The 1st bank in the region to enable instant 
home, car, and renovation loan approvals 
integrated with the MyInfo to facilitate online 
acceptance for car, home, and renovation loans

• The 1st bank in Singapore to launch ‘eco-care’ 
home, car, and renovation loans with instant 
online acceptance for car and renovation loans

• The 1st wave of participating banks to augment 
financial planning enabled through SGFindex 

• The 1st bank in Singapore to integrate with the 
Inland Revenue Authority of Singapore API for 
tax payment 

• The 1st in Southeast Asia to enable face 
verification for ATM banking transactions

Adding a feather to its cap, OCBC was also recently 
declared Winner, Best Retail Bank – Singapore at 
the Global Retail Banking Innovation Awards 2021 
organised by The Digital Banker. The prestigious 
banking institution also bagged the awards, Winner, 
Mortgage Product of the Year, Winner, Best ATM 
Innovation and Highly Acclaimed, Best Open 
Banking Initiative. 

“The recent years are characterized by the rapid 
adoption of digital solutions, which have redefined 
the banking experience. OCBC has innovated to 
meet the changing customers’ needs and launched 
many first-in-the-market digital features. These 
milestones have significantly improved customer 
experience and made Singapore banking more fuss-
free than ever,” said Nirav Patel, Managing Director 
at The Digital Banker during the awards ceremony.

Noteworthy Digital Initiatives
OCBC is focused on creating value for its customers 
using technology and innovation. Some of the 
noteworthy initiatives it launched include: 

Virtual wealth advisory services. To make online 
wealth sales possible, it overhauled a “complex 
face-to-face” process involving more than 50 pages 
of documents and a comprehensive financial 
needs analysis, conducted historically in person, 
and brought it completely online. This allowed 
customers to continue purchasing OCBC’s suite of 
products ranging from unit trusts, bancassurance, 
structured investments, bonds, and foreign 
exchange products, throughout the pandemic. 

Advice is provided virtually by financial advisors via 
video conferencing. Following the launch in April 
2020, the Bank noted a 45% increase in sales within 
the first 10 days of the launch, compared with the 
prior 10 days.

Eco-care loans.  OCBC launched Singapore’s first 
series of eco-friendly car, home, and renovation 
loans in March 2021, which uses Building and 
Construction Authority’s (BCA) Tropical Home 
Energy Efficiency Assessment (THEEA) as the 
criteria to determine an applicant’s eligibility. 
Like the simplified car, home and renovation loan 
application process, the eco-care car and renovation 
loan features a 60-second approval process, while 
the eco-care home loan features a 60-minute 
approval process.  

Pre-approved car loans. OCBC is the first bank in 
Singapore to offer a pre-approved car loan within 60 
seconds to prospective car buyers, even for new-
to-bank customers. This enables customers to have 
peace of mind when shopping for a car as they have 
certainty on the loan quantum they qualify for. 

Your Financial OneView. Leveraging on Singapore 
Financial Data Exchange (SGFinDex), a government 
infrastructure that allows secure transfer of 
customer’s personal financial data between 
participating banks and government agencies 
using SingPass, customers now have a one-stop 
dashboard to view all their financial holdings, 
together with an “all-inclusive” financial planning 
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experience on OCBC’s digital platforms. With a 
holistic view, customers are better equipped to plan 
and design their own financial wellness goals, with 
the help of OCBC’s financial advisors. 

IRAS tax payments via SGFinDex. OCBC Bank 
is the first in Singapore to collaborate with the 
Inland Revenue Authority of Singapore (IRAS) to 
integrate the tax authority’s payment application 
programming interface (API) with the Bank’s digital 
platform, the first in the market. This provides 
customers with a clear view of their outstanding tax 
balances.  

PromptyPay. OCBC was one of the first 3 banks 
to participate in a scheme that links Singapore’s 
PayNow system to Thailand’s PromptyPay system. 
This allows customers to transfer funds of up to 
S$1,000 between the two countries using their 
mobile phones. 

Even while OCBC continues to make constant 
improvements to its digital self-serve banking, it 
also recognises the needs of customers who want 
to interact with the bank using more traditional 
channels. 

To meet these changing customer expectations, 
OCBC introduced facial biometrics for ATM services, 
allowing customers to perform account balance 
enquiries on OCBC Bank ATMs. This was rolled 
out on eight ATMs around Singapore. OCBC Bank 
is the first to tap on Singapore’s National Digital 

Identity infrastructure, SingPass Face Verification, to 
securely verify customers for banking transactions 
at ATMs without the need for ATM cards. This 
convenient access to ATM banking services is a 
secure alternative to using physical ATM cards.

Outperforming Expectations 
As OCBC pivots to implement virtual engagements 
with customers during Singapore’s Heightened 
Alert period, its wealth product revenues managed 
to continue growing, with a 2.3x increase in digital 
wealth sales from 2019 to 2020. 

Furthermore, about S$3 billion of its secured 
lending sales were completed through digital 
channels in 2020.

Continuing its winning performance, the Bank 
also saw an 8% increase in its digitally active 
Consumer Banking users from 2019 to 2020. 8 out 
of 10 digitally active customers bank on OCBC’s 
mobile application and more than 90% of the total 
volume of financial transactions are performed 
digitally today. On the payment usage front, OCBC 
saw a 2.8x increase in its Pay Anyone consumer 
transaction volumes. 40% of CASA bank accounts 
were opened digitally. 

If OCBC’s goal is to provide customers with a 
seamless experience through every step of their 
financial journey, there’s no doubt that they’re 
succeeding.
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Fraud Detection
With digitalization, the banking system has been 
exposed to more novel examples of fraud and 
scams. This is one of the issues that have been 
addressed by implementing solutions that employ 
AI. Information is key and AI proves this to be true. 
By observing client practices and banking habits, 

banks can distinguish and determine unusual 
activity. 

Investment Automation
Mining data about markets and investment 
opportunities has become the domain of AI. 
The banking industry has increasingly relied on 

Artificial Intelligence in Banking: 
Does it Provide Real Competitive 
Advantage?

AI innovations like machine learning, deep learning, and natural language processing 
greatly improve a bank’s capabilities. Gone are the days when customers need to visit 
their bank branch to inquire about a service or transaction. Today, administrative tasks 
can be readily performed using AI. Delivery of essential information becomes instant 
and client servicing has been vastly improved with the aid of AI. How exactly does AI 
increase efficacy? Here are some of its key contributions to the banking process:

https://www.futureanalytica.com
https://bit.ly/34NZ7WL
https://www.futureanalytica.com
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various models of AI to conduct market research 
and guide investors into making informed and 
research-backed decisions on which markets 
to enter and maintain or avoid, depending on 
their investment objective. The robo-advisor 
has become a necessary tool and has played 
an important part in managing various client 
portfolios.  

Credit Decision
How does a bank determine one’s capacity to pay 
for a loan? Banking history, credit scores and past 
transactions have always been the barometer 
for credit decisions. Loan officers can very well 
use their better judgement to facilitate credit, 
but artificial intelligence enables them to arrive 
at reliable and more authentic credit decisions. 
Based on various algorithms, AI can also give an 
indication of the likelihood of a client defaulting on 
a loan or repaying it within a given term. 

Better Customer Experience
In the old days, banking hours were the only 
available times for a customer to contact the bank 
for information. To a customer needing immediate 
answers, this could very well be a cause for 
anxiety. With the advent of AI, banks and financial 
institutions now have the capacity to instantly 
alleviate common customer concerns. Through 
chat bots, customers can communicate their issues 
and get instant results. By programming FAQs or 
leading customers to available information on 
a bank’s website, customer service is no longer 
limited to real-life customer interaction.

Risk and Cost Reduction 
People are the heart of any organization, banking 
institutions included. But human-based cycles 
have been known to falter due to heavy paperwork 
and other matters. While human error has been 
considered in banking systems, it may still be 
a critical cause of unnecessary expense and 
loss. Robotic Process Automation (RPA), a tool 
of artificial intelligence solves this problem as it 
impersonates rules-based advanced applications 
performed by people. Through RPA, mistakes 
associated with entering client information from 
agreements, structures, and different sources of 
documents may be eliminated. Minimizing error is 

also made possible by using automation tools that 
can handle large banking workflows.

The Applications of AI
Reliability and integrity are invariable traits of any 
banking institution. The presence of customer 
dissatisfaction, fraud or inaccuracy, whether 
on the part of the bank or brought on by the 
bank’s customers can affect public perception 
and eventually the bank’s reputation. AI helps 
the presentation and seriousness of banks and 
monetary organizations. Through AI, banks can 
improve their capability to enhance customer 
experience, identify fraudulent transactions 
and judge credit standing. This increasingly 
sophisticated technology allows banks to preserve 
the trust of regulators, investors, as well as their 
customer base. 

One of the most notable uses of AI in banking is 
Absa’s Abby chatbot. Absa Abby is an intelligent 
virtual assistant that empowers users to get banking 
done efficiently anywhere, anytime. Using artificial 
intelligence to personalise customer experiences, 
proactively meets users’ personal banking needs, 
offers contextual assistance, makes relevant 
suggestions and provides unique insights to assist 
users to achieve unparalleled control of their 
finances. 

Absa Abby enables more customers to utilise 
existing banking app features as it provides in-app 
how-to guides and navigational support for selected 
use cases such as downloading e-statements and 
bank confirmation letters, buying prepaid products 

“Mining data 
about markets 
and investment 
opportunities has 
become the domain
of AI.”

https://bit.ly/34NZ7WL


The Digital Banker  |  Issue 1  |  2022  21

(electricity, airtime, and data) and stop and replace 
a card. 

Aside from chatbots, other common applications of 
AI in banking include:

Following market trends - With the volume of 
information available, tracking market movements 
may prove daunting for bank personnel. AI 
can assist in managing and handling scores of 
information. From forecasting to identifying market 
patterns, AI aids bank personnel to arrive at sound 
conclusions. Progressive AI methods help mine 
valuable market insights and help assess the pulse 
of the market and recommend venture choices.

Automation and seamless functioning - To the 
digital-savvy customer, automation is an indication 
of a bank’s willingness to embrace innovation. 
AI makes it possible for banks to smoothen out 
systems and processes that are usually managed 
by people. By simplifying customer journeys and 
cycles, AI applications can lessen steps and remove 
the burden from the customer. It can also enhance 
the nature of work. By employing chatbots, clients 
get precise reactions and responses to their 
immediate demands.

Predictive Analytics - With the advent of AI, the 
future health of one’s business can be predicted 
from periodic financial records, historical data from 
previous financial statements and well as market 
data. AI can recognize explicit examples and 
relationships in the information that was initially 
unnoticeable. With this information, forecasts 

for revenue, expenses and other determining 
factors in decision-making can be determined. 

AI makes it possible to respond to customer 
queries faster, mine more data and insight, 
predict business outcomes more accurately, 
amplify security, seamlessly implement systems 
and more. It is a perfect demonstration of how 
far technology can elevate a traditional industry 
like banking. With Artificial Intelligence, banks 
can have a genuine competitive advantage and 
can continually be time-honoured institutions 
while utilizing innovation to soar towards the 
future.

“Reliability and 
integrity are invariable 
traits of any banking 
institution. The 
presence of customer 
dissatisfaction, fraud 
or inaccuracy, whether 
on the part of the bank 
or brought on by the 
bank’s customers 
can affect public 
perception.”

https://www.futureanalytica.com
https://www.futureanalytica.com
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Standard Chartered Hong Kong’s 
Holistic Approach to Digital 
Banking

In Hong Kong, going digital means providing a 24x7 banking channel in both online & 
mobile platforms, offering a broad range of real-time and seamless banking services 
and enabling clients to manage their wealth & banking needs hassle-free. On these 
points, Standard Chartered Bank (Hong Kong) Limited is hitting the home run.

Standard Chartered Hong Kong is clear in its goal: 
to provide the best digital store for its Affluent and 
Personal segment customers by offering services 
and products that meet their individual needs.  To 
achieve this, they focused on three (3) important 
themes: 

1. Provide holistic wealth and international 
banking solutions to Affluent customers – this 
means continuously increasing the range of 
wealth and payment functions on its digital 

channels to allow customers to better handle 
their banking needs on the go. 

2. Provide fast and convenient banking for the 
personal banking segment – this means having 
a robust digital service offering.  

3. Enable personalised customer experience – 
this means leveraging data and marketing 
technology to improve customer experience, 
drive personalised offers and improve 

Image: YIUCHEUNG / Shutterstock.com
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“The latest slew of 
initiatives by Standard 
Chartered Hong Kong 
has not only helped 
drive sales and 
revenue on its digital 
platform, but they have 
also helped deepen the 
bank’s relationship with 
its existing customers 
in a meaningful way.”

communications to better engage with 
customers based on individual needs.  

Based on its strategy – and execution – it comes as 
no surprise that Standard Chartered Hong Kong 
has been conferred the award Best Digital Bank 
- Hong Kong at the recent Global Retail Banking 
Innovation Awards 2021 organised by The Digital 
Banker.

“The latest slew of initiatives by Standard 
Chartered Hong Kong has not only helped drive 
sales and revenue on its digital platform, but they 
have also helped deepen the bank’s relationship 
with its existing customers in a meaningful 
way. The number of clients who are actively 
engaged via the digital channels is increasing as 
well as the utilisation of the digital platform to 
complete service requests and daily transfers and 
payments,” said Nirav Patel, Managing Director at 
The Digital Banker during the awards ceremony.

Holistic digital wealth and 
international banking solutions
Digital wealth is a key point of differentiation for 
Standard Chartered Hong Kong. Not only can 
clients trade 24x7 on its mobile Unit Trust (UT) and 
Foreign Exchange (FX) platforms, but they can also 
get insights and investment ideas from the Bank’s 
constantly updated fund list.

Currently, three types of fund list are now 
available in the platform including “Fund Select” 
(where the Bank leverages a dedicated team of 
specialists to conduct independent analysis and 
shortlists 70 high-quality funds every month 
based on quantitative and qualitative factors) 
“Top Performing” and “High Dividend”.  If needed, 
clients can also get inspired by Standard Chartered 
Hong Kong’s newly launch list, “People Like You”, 
which features the popular fund choices in the 
unit trust investment transactions of the Bank’s 
different client groups like professional investors, 
newbies of investment funds, generation X and Y 
plus Golden Agers.  

Within its FX platform, clients can get access to 
useful functions like order watch and price alert. 

In addition, clients can also pre-set the target 
exchange rate and convert funds automatically 
when the target rate is reached. They can also 
personalise news and indicators according to their 
preference.  Standard Chartered Hong Kong also 
provides a unique FX membership program to 
enable clients with higher transaction volumes to 
enjoy better exchange rate offers.  

Recently, the Bank has also revamped its
international fund transfer services on its digital
banking platform to enable same-day transfer to UK 
and Singapore For other countries such as Australia, 
Canada, the US and Euro Zone countries, funds can 
be transferred earliest on the next day. Clients can 
view all related information like foreign exchange 
rates and charges transparently before initiating 
any transfer.

And perhaps, most importantly, through MyRM, 
a platform that enables clients to contact their 
dedicated relationship manager securely, anytime, 
clients can now remotely gain access and interact 
with their relationship manager without having to 
meet face-to-face. Functions like document and file 
sharing, screen sharing, text chat and audio call 
enabled clients to continue receiving investment 
advice and services from the Bank even during the 
midst of the pandemic. 
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Instant access to daily banking 
functions 
Nowadays, customers prefer instant access to 
services.  As such, Standard Chartered Hong Kong 
has enabled instant banking account opening via its 
SC Mobile app that support both versions of HKID 
card.  It also launched instant approval for a loan 
on card products as well as cash disbursement after 
application.   Upon completion of a card transaction, 
details are made readily available on SC Mobile 
or online banking platform for clients to instantly 
review.

However, having instant access is one thing. Having 
flexibility is yet another thing. To respond to this, 
Standard Chartered Hong Kong launched a service 
that allows its clients to use a credit card as a debit 
source for local transfers in SC Mobile App.  This 
will enable customers to pay their rent, education 
expenses, and even friends using their credit cards.  
The recurring function is also provided for periodic 
payments.  Utilisation has doubled after launch.

Standard Chartered Hong Kong’s credit card clients 
will be able to review their transaction details 
including spending amounts and merchant details 
right after the transaction has transpired on their 
mobile or online banking platform. This aids in 
better planning and expense management.  With 
the recent launch of transfer limit uplift to HK$500K 
and FPS proxy transfer to HK$200K, clients can also 
save valuable time visiting the branches as these 
large amount transactions can now also be done via 
mobile or online banking platforms. 

“The Bank has revamped 
its international fund 
transfer services on its 
digital banking platform 
to enable instant 
transfer to Singapore 
and same day transfer 
to UK.”
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Bank of America: Reimagining 
Transaction Banking

The past two years have made it clear that companies need to stay nimble and adapt 
quickly to change. The ability to innovate is also a key factor in ensuring they remain 
relevant in today’s evolving landscape. As such, developing the right strategies to 
navigate challenges across business functions, operating models and liquidity concerns 
continue to remain top priority for many companies. In transaction banking, staying 
ahead of developing technologies and the ability to deliver timely advisory and relevant 
solutions are increasingly becoming more crucial in supporting companies through this 
age of transition. We spoke with Faisal Ameen, Head of Global Transaction Services, 
Asia Pacific, Bank of America to understand how banks are addressing these demands 
and reimagining client experiences.

Digitising the Corporate Treasury for 
the Next-Gen 
Cash visibility and forecasting have consistently 
been a top priority for treasurers. The pandemic 
has clearly demonstrated the need for companies 
to not just have clear visibility of their cash balances 
in different countries and currencies but also be 
able to quickly acquire reliable cash flow forecasts 
so they can anticipate their liquidity needs and 
determine their financing strategies. 
 
Given the volatility in the operating environment 
in the last two years, the ability for accurate and 
timely cash forecasting has never been more 
important. Most treasury platforms have limited 
forecasting functionalities preventing companies 
from acquiring highly accurate cash forecasts. 
Whilst some companies are happy to continue using 
excel spreadsheets, others are looking to improve 
efficiencies and not waste key resources on manual 
and time-consuming repetitive forecasting work, 
which often can be not timely and inaccurate. 
Reducing forecasting inaccuracies is thus an 
important priority as it leads to more optimal 
working capital decisions. 
 
As a global bank, Bank of America is well positioned 
to support its multinational clients in their cash 

forecasting needs by leveraging the power of its 
global platform. Faisal said, “Our CashPro® platform 
is a fully integrated multi-channel banking solution 
that allows our clients centralized access to view all 
account activities and perform a complete range 
of transactions across a range of options including 
online, mobile, API and file. It also offers access to 
accounts with other third-party banks through its 
multibank reporting and payments capabilities.”
 
The bank recently launched its CashPro® 
Forecasting tool, which is a first-of-its-kind bank 
offered cash forecasting solution using machine 
learning technology. It automates clients cash 
forecasting process while improving accuracy, 
allowing clients to make intelligent working capital 
decisions across their organisation.
 

Unlocking Digitalisation and 
Standardisation of Trade
International trade has been impacted by multiple 
trends over the last few years – the pandemic 
added significant disruptions to an industry already 
dealing with rapidly shifting supply chains and trade 
disputes. While the initial impact of the pandemic 
highlighted the importance of having diversified and 
resilient sources of supply, subsequent bottle necks 
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in transportation further extended the time it took 
to receive goods and highlighted the challenges 
of global logistics. This was on top of a backdrop 
of deepening focus on adhering to sustainability 
standards across the supply chain as well as in an 
environment where work from home was a default 
in many sectors. 
 
There was a significant impact on trade finance with 
corporates increasingly leveraging supply chain 
finance to support key suppliers in an environment 
where the working capital cycle has expanded due 
to manufacturing and logistics challenges. Supply 
chain finance has also become an important tool 
as corporates look to shift sourcing and strengthen 
partnerships with a diversified set of suppliers. 
 
More broadly, there has been an increased focus 
on digitisation – an area that has traditionally 
been a challenge, given the varied number of 
parties involved in any specific flow and the 
requirement for paper documents under various 
local regulations and practices. Even pre-pandemic, 
the industry, including governments and banks, 
was looking at ways to improve efficiency through 
digitisation with various eco systems being 
developed, many of them based on block chain or 
cloud technologies. However, the challenges arising 
from the pandemic has resulted in an increased 

urgency to digitise wherever possible, including 
specific parts of the overall flow, such as transaction 
initiation or leveraging various platforms to interact 
with suppliers. While banks already had tools to 
cater to such requirements, both front and backend 
systems are being strengthened or augmented 
leveraging new technologies, thereby not only 
catering to client demand but also helping to drive 
process efficiencies.

Building a Sustainable Ecosystem
Focus on sustainability standards, not only within 
corporates but across the wider supply chain, has 
also seen increased use of trade finance as a tool 
to help drive behaviour. There have been several 
supply chain finance programs that incentivise 
suppliers to meet certain pre-defined sustainability 
criteria with lower cost of financing. There has also 
been an increased usage of third-party agencies to 
do an independent validation as well as a focus on 
clearly defining sustainability criteria and reporting 
around their achievements.
 
“At Bank of America, our commitment to 
environment, social and governance (ESG) is a core 
component of our responsible growth strategy. 
One of the ways we offer leadership in this area 
is through thought leadership. We are constantly 
engaging our clients by sharing our experiences 
and best practices and at the same time offering 
innovative solutions to meet their needs. This helps 
our clients to align their treasury functions with the 
companies’ broader ESG agenda,” Faisal added.   

When it comes to sustainability, Bank of America 
has worked to deploy a range of solutions that 
enables clients to support and drive ESG within 
their value chain. For example, Bank of America 
has recently issued its second Equality Progress 
Sustainability Bond, where one of the use of 
proceeds is supporting the purchase of receivables 
from Minority-owned Business Enterprises (MBEs) 
and Women-owned Business Enterprises (WBEs) 
on-boarded onto Supply Chain Finance programs 
(both Bank of America programs and programs with 
other providers). In the area of supply chain finance, 
the bank offers programs that help clients support 
suppliers to meet sustainability criteria.

Faisal Ameen
Head of Global Transaction Services, Asia Pacific



The Digital Banker  |  Issue 1  |  2022  27

Ultimately, the bank sees sustainability and 
digitalisation coalescing, with digitalisation 
bringing much greater transparency and 
accountability, enabling faster and more efficient 
delivery of trade finance solutions. Ecosystem 
solutions will be one of the key enablers for 
digitalisation – an area where Bank of America has 
an active partnership with the Marco Polo Network 
– as they look to build towards the next paradigm 
of trade finance.

Future-proofing the Transaction 
Banking Ecosystem
Within trade finance, there is ongoing focus on 
supporting and driving digitalisation within its own 
business and for its clients. Today, the bank uses 
its globally consistent trade platform to not only 
initiate transactions digitally, and give customers 
real-time access to their data, but also to support 
its supply chain finance business, with both buyers 
and suppliers utilising the platform to optimise 
working capital and drive procure-to-pay efficiency. 
The bank also leverages technologies such as 
AI and OCR to enhance back-office efficiencies, 
thereby enabling them to streamline and simplify 
the client experience.
 
Across the organisation, there is a huge push on 
digitalisation and moving away from manual and 
paper processes, right from point of onboarding 
and KYC to daily payment processing and account 
reconciliation. Bank of America’s award-winning 
e-banking platform, CashPro® Online, offers 
more than just the capability to conduct online 
transactions and review account activity. With 
CashPro® Assistant – a suite of digital solutions 
designed to simplify onboarding and service – 
clients get a better service experience, including 
the ability to electronically exchange and sign 
documents, create and monitor online service 
requests and track international wire payments in 
real time, all within one convenient platform.
   

The Future Lies in 
Emphasis on Data and New Technology: 
There will be greater emphasis on data and new 
technology, such as the internet-of-things and 

artificial intelligence both from corporates 
and banks. Technologies that enable insights, 
enhance products, create new services, and 
streamline operations would get a lot of 
prominence. Corporates will look for data-driven 
perspectives and solutions that give treasurers 
the efficiency to help them make better 
decisions. 

Banking and Working Anywhere, Anytime: 
Companies will look to run business from 
anywhere, anytime. Accordingly, companies 
would look for flexibility in platform and 
solutions. This would lead to greater demand 
for experiences that provide end-to-end 
digital enablement, including proactive 
communications, enhancing system mobility 
and messaging, etc. As companies adopt more 
digitisation and more transactions become 
electronic, companies as well as banks will 
focus even more on cyber security and fraud 
prevention, with a significant increase in 
investment in these areas.

Going Paperless and Becoming Real Time: 
There will be a significant decline in the usage 
of physical cash and paper instruments and the 
adoption of real time/instant payments.

“Ultimately, we 
see sustainability 
and digitalisation 
coalescing, with 
digitalisation bringing 
much greater 
transparency and 
accountability, 
enabling faster and 
more efficient delivery 
of trade finance 
solutions.”
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Taipei Fubon Bank: Enhancing 
Investment Experience through 
Machine Learning

In the Taiwan wealth management industry, Taipei 
Fubon Bank’s Customer Risk Attribute Assessment 
Model or CRAAM is the first AI model used for 
customer risk evaluation. This technology is also 
used in TFB Hong Kong Branch and Singapore 
Branch’s wealth management business. TFB 
expects this robust and consistent infrastructure 
would catapult its wealth management business to 

a leading position in Asia.

This notable initiative has never gone unnoticed. 
Just recently, Taipei Fubon Bank has been 
adjudged Winner, Outstanding Machine Learning 
Initiative – Risk at the Global Retail Banking 
Innovation Awards 2021 organised by The Digital 
Banker.

Wealth management is becoming an increasingly important function in the Taiwan 
retail banking scene. Customer complaints and penalties from regulatory authorities 
triggered by improper sales do not build trust and customer loyalty, hence, designing 
a mechanism to ensure that this very issue is properly addressed is a top priority for 
Taipei Fubon Bank (TFB).
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“As fee-income is the most important key 
performance indicator for financial advisors in the 
wealth management industry, particularly in Taiwan, 
they are intrinsically committed to pursuing high 
product sales to gain more. Although the machine 
learning techniques employed are common in AI, 
CRAAM is proving to be successful at helping to 
avoid improper sales and customer complaints 
by providing a more accurate risk attribute 
assessment, which helps at enhancing the overall 
investment experience of TFB’s clients,” said Nirav 
Patel, Managing Director at The Digital Banker 
during the awards ceremony.

CRAAM: A powerful weapon to manage 
risk
There are several challenges in developing 
a comprehensive customer risk evaluation 
framework, but two stands out: 1) accurately 
capturing the actual risk tolerance of a customer 
and 2) grouping customers in a reasonable manner. 
CRAAM tries to solve these problems by combining 
both supervised and unsupervised machine 
learning techniques. First, to accurately capture 
the risk tolerance of a customer, CRAAM utilizes a 
supervised learning algorithm.

By defining the anchor question, CRAAM collects 
data from the “Customer Risk Attribute Assessment 
Questionnaire” filled by 52,681 customers in 2018 
and runs Partial Least Squares Regression (PLSR) to 
forecast the implied risk tolerance of the customer.

To achieve this, PLSR first employs a dimensional 
reduction technique to transform customers’ 
responses to the questionnaire into model 
components. The algorithm takes the components 
to model against the anchor question to gain the 
customer risk tolerance.

It is often difficult for customers to accurately 
describe their risk tolerance numerically, and 
sometimes, a customer’s understanding of his/ 
her risk appetite can vary greatly from reality. The 
outcome of the risk tolerance predictions with 
dimension reduction technique is desirable since it 
considers the actual characteristics of a customer 
and compares it to the entire customer base to 

capture the actual risk tolerance of a customer.

The second part of the CRAAM framework is 
based on the K-Means clustering algorithm, an 
unsupervised machine learning technique. Instead 
of the traditional human-defined, the clustering 
method seeks to find groups of customers that 
are naturally alike in terms of their risk tolerance 
and seek optimal grouping. The advantage of this 
hybrid model is the separation of customers’ risk 
tolerance predictions and optimal grouping. While 
it allows the flexibility of the risk rating cut-offs 
and the different number of groups, the product 
appropriateness mechanism could be adjusted 
dynamically under different market conditions.

A customer’s willingness and capacity to take risks 
sometimes differ greatly, and it’s often the root 
cause for customer complaints. Traditional models 
often fail to capture the bias of evaluation due to 
the score’s aggregation. To exercise prudence, the 
final component of the CRAAM is a 2-dimensional 
willingness-capacity downgrade matrix mechanism. 
With this matrix, TFB can flag customers with 
significant differences in their willingness and 
capacity to take a risk and give them a more 
accurate risk attribute.

The development of CRAAM is a significant project 
in that it required the involvement of front, 
middle and back offices in TFB including customer 

“Committed to 
realizing ‘Life is 
Banking, Banking is 
Life’, Taipei Fubon Bank 
is a shining example of 
a technology-driven 
organisation working 
hard to optimize 
the customer’s 
experience.”



30   The Digital Banker  |  Issue 1  |  2022

relationship managers, product managers, risk 
managers and IT teams. Although CRAAM is a case 
of using already available data and a common
AI algorithm, the new customer risk evaluation 
framework still leads to different opinions and 
debates within TFB.

The impact on wealth management
Once customers start to recognize the benefits 
of increased accuracy from CRAAM, there has 
been a noticeable improvement in TFB’s wealth 
management business. As the numbers of customer 
risk evaluation increase from 8,483 to 11,685 
per month on average – a 37.8% growth – the 
investment assets under management also rose to 
NT$371 billion (14.68% increase) with a 30% decline 
in customer complaints around improper sales of 
investment products from financial advisors.
 
It’s particularly interesting to note that customer 

risk evaluation is very difficult to execute in 
practice. In the finance industry, most banks 
use qualitative tools or expert judgements to 
analyse a customer’s risk profile, which includes 
financial status, investment experience, product 
knowledge and risk appetite, subjectively.

In the case of TFB, its use of AI technology 
for customer risk evaluation through CRAAM 
is truly a laudable approach. Understanding 
the FinTech trends ahead, TFB continues 
to redesign the system infrastructure and 
incorporate technology into its core business, 
particularly in risk management, fraud 
detection, robotic advisory, precision marketing 
and process automation.

Committed to realizing “Life is Banking, Banking 
is Life”, Taipei Fubon Bank is a shining example 
of a technology-driven organisation working 
hard to optimize the customer’s experience. 
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HSBC Indonesia knows its market well. Customers who are well-served can further be 
engaged through sensible promotions that cater to their desires. They respond well 
to attractive promotions that are tied with specific actions they do on a regular basis. 
As such HSBC Indonesia has cleverly allocated resources in running year-long, tactical 
campaigns that spur customers to frequently use HSBC products.

For example, HSBC Indonesia launched its first 
bank-wide campaign that combines all its programs 
under one umbrella. The aim is to encourage 
a massive number of its customers to perform 
various activities such as opening an HSBC Premier/
Advance account (savings) with HSBC Visa Credit 

Card, transact using HSBC Visa credit/debit card and 
more.

Tagged as “Jadi Juara bersama HSBC” (“Be a 
champion with HSBC”), coinciding with HSBC’s 
137th anniversary, the campaign was designed to 

HSBC Indonesia: Boosting 
customers’ satisfaction through 
sensible rewards

Image: infiksjurnal / Shutterstock.com
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encourage customers to realize their ambitions 
and be a champion with HSBC. Customers can 
collect medal points by performing various 
activities and as a reward, they could get a chance 
to win prizes totalling IDR 1.2 billion.

This kind of initiative, along with many others, 
have propelled HSBC Indonesia to be among the 
winners’ circle at the recent Global Retail Banking 
Innovation Awards 2021 organised by The Digital 
Banker. HSBC Indonesia bagged the awards, 
Winner, Best Customer Loyalty Program and 
Highly Acclaimed, Credit Card of the Year. 

“The past two years have been hard for everyone 
– individuals, families and small businesses. By 
launching initiatives such as “Jadi Juara bersama 
HSBC” that benefits its customers in several ways, 
HSBC Indonesia is providing a flicker of hope not 
just for its customers but for the entire market 
that it serves,” said Nirav Patel, Managing Director 
at The Digital Banker during the awards ceremony.

Be a champion with HSBC 
The mechanics of the promo is simple. By banking 
with HSBC, customers would get a chance to 
win a total prize of IDR 1.2 billion. As part of 
the program mechanism, customers will get a 

“medal point” for every transaction or banking 
activity that they do. The top point collector will 
get a grand prize IDR of 400 million worth of 
HSBC savings for the 1st winner and IDR 280 
million worth of HSBC savings for the 2nd and 
3rd winner. In addition, each customer would get 
the same chance to be one of the 15 lucky draw 
winners with a prize of IDR 15 million worth of 
HSBC savings. 

“By launching 
initiatives such as 
‘Jadi Juara bersama 
HSBC’ that benefits its 
customers in several 
ways, HSBC Indonesia 
is providing a flicker 
of hope not just for its 
customers but for the 
entire market that it 
serves.”
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The program proved to be successful as it is 
very close to the customers’ day-to-day banking 
activities. As such, collecting ‘medal points’ is easy 
and the desired action from the business point 
of view is achieved. During its run, credit card 
spending resulted in a 152% increase with new-
to-bank customers increasing by 98%. Moreover, 
customer satisfaction in 2021 has increased by 
57% compared to 2020 figures as reflected by the 
bank’s NPS score. 

Another notable initiative by HSBC Indonesia is 
its loyalty program. In this latest campaign, the 
Bank wants to create a simple customer journey 
that will not incur any cost on the part of its 
customers. Thus, the HSBC e-voucher was born. 
This initiative offers unique value propositions 
such as: 

• Provides a simple customer journey for 
customers to redeem their credit card loyalty 
point and convert it into e-vouchers directly 
on the website rather than through traditional 
channels such as SMS.

• Customers can choose as many e-vouchers as 
they like based on their preferences.

• Creates monthly email blast communication to 
customers especially when there are additional 
program benefits such as discount and/or 
cashback.

This initiative has been well received by customers 
because of its valuable benefits. For one, there is 
no additional charge for points redemption, unlike 
previously when they had to redeem via SMS. 
There is also a wide variety of options with more 
than 50 brands available to cater to customers’ 
unique preferences. And perhaps more importantly, 
customers are provided complete information on 
one page including Terms & Conditions before they 
decide to redeem the e-voucher.

With the launch of the HSBC e-voucher, HSBC 
Indonesia was able to increase customer spending 
and loyalty, increase redemption of rewards points 
in the e-voucher section, especially in 2020 when 
the pandemic started – customers switched from 
mileage rewards, which is more expensive for the 
bank than e-vouchers. 

In future, HSBC Indonesia plans to develop this 
concept in areas such as hotel vouchers or other 
gifts and create more features on its website.

“During its run, credit 
card spending resulted 
in a 152% increase with 
new-to-bank customers 
increasing by 98%.”
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Without a doubt, data is one of the greatest assets of any organisation, particularly so 
in banks. For Emirates NBD, data is being leveraged in such a way that it adds value to 
both the customers and the business. Predictive analytics, for example, is one area that 
presents huge opportunities and one that Emirates NBD is truly good at.

Emirates NBD: Customer 
Intelligence is the Impetus for 
Value Creation 

Image: frantic00 / Shutterstock.com

Among the most successful programmes the Bank 
launched is its Multiplier Effect (ME). Emirates 
NBD’s Multiplier Effect framework is a modern 
solution to understanding changing customers’ 
needs, predicting their future requirements, 
combining these with revenue potential and 
communicating the next best product or service 
through their most preferred channel. 

The three pillars of the ME are - propensity, 
profitability, and personalization.  This concept 
provides a holistic framework in shaping the 
next best opportunities for the bank by enabling 
the prediction of customers' needs with utmost 
accuracy while also maximizing the bank's revenue 
thereby propelling them to the next stage of 
evolution.
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“Emirates NBD 
is smartly using 
technology and 
customer intelligence 
to realize noble 
concepts such as 
“personalisation 
at scale” and 
“customisation in all 
aspects of life.”

But it doesn’t stop there. Emirates NBD is also 
smartly using technology and customer intelligence 
to realize noble concepts such as “personalisation 
at scale” and “customisation in all aspects of life.” 

These efforts by Emirates NBD have been 
recognised at the recent Middle East & Africa Retail 
Banking Innovation Awards 2021 organised by 
The Digital Banker where they won the awards, 
Best Customer Centric Business Model, Best Data 
Analytics Initiative, Best Social Media Marketing 
Initiative and Credit Card of the Year. 

“Emirates NBD has adopted a state-of-the-art 
approach in delivering value to its customers. 
Leveraging artificial intelligence, data analytics 
and machine learning, the Bank has been able to 
meet changing consumer demands and facilitate 
value creation like never before,” said Nirav Patel, 
Managing Director at The Digital Banker during the 
awards ceremony.

Fighting Money Laundering through 
Data Analytics
Money laundering and financing of terrorism 
have been topics of great concern for regulatory 
authorities and financial institutions, worldwide. 
According to McKinsey, up to USD 2 trillion is 
laundered annually through the global banking 
system, which roughly translates to 2-5% of the 
global GDP. However, identifying and assessing 
risks associated with money laundering is a tedious 
process further complicated by a host of legacy 
issues, regulatory requirements, and subject 
sensitivity. 

To deal with such complexity, regulatory 
authorities advise banks and financial institutions 
to adopt risk-sensitive approaches in identifying 
ML/FT risks. 

To tackle this issue, Emirates NBD has developed 
a scientific risk rating methodology where vast 
amounts of data from various systems were 
combined and analysed to design a statistical 
scoring framework that addresses the risk 
assessment requirements at different stages of the 
compliance lifecycle. 

Application Scorecard
As the name suggests, the application scorecard 
assigns a score to the customer at the time of 
acquisition based on information captured in the 
application form and other documents collected 
from the customer at the time of onboarding. The 
score reflects the compliance risk associated with 
the customer at the time of onboarding. The 150 
attributes available at onboarding were used to 
create composite features which are more powerful 
predictors of customer behaviour. 

For instance, the initial deposit was combined with 
industry risk to compare the deposit amount of a 
customer with their peers in the same industry. If 
the deposit is not in line with the industry peers, 
the customers were penalized while assigning 
the score. A combination of raw and composite 
attributes was then used to design a multivariate 
scoring framework. Once each customer application 
is entered into the system, it goes through this 
framework that assigns a final score based on 
multiple scoring attributes. 

Behaviour Scorecard
A Behaviour scorecard is used to assess the 
compliance risk of existing customers. Compliance 
risk of existing customers can be better gauged by 
assessing their behaviour/relationship with the bank 
post onboarding. For this reason, multiple factors 
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related to account/transaction behaviour were 
analysed along with the static attributes. Attributes 
such as the amount of cash deposits, annual 
turnover, amount/frequency of transactions in 
high-risk countries, unsatisfactorily closed alerts 
from other transaction monitoring systems were 
added to the model. Many composite attributes 
were also defined. For instance, a customer's 
total amount of transactions was compared with 
their industry peers to identify outlying patterns. 
A variable that combines the number of alerts 
and transactions in high-risk countries was also 
incorporated into the modelling base. 500+ 
raw attributes and ratios covering all aspects 
of a customer's relationship were added to the 
modelling base and Logistic regression was used 
to formulate a final modelling equation that 
assigns a behaviour score for every customer 
based on final model attributes. 

All the models were vetted by KPMG, a third-party 
consultant prior to implementation. To ensure 
that the models meet global standards and are fit 
for use, KPMG was brought in to independently 
evaluate the models. Models were evaluated 
quantitatively and qualitatively and found to be fit 
for use.

Personalisation at Scale
"Personalization at Scale" is one of the key pillars 
of the 5R Marketing Strategy at Emirates NBD 
(Right Customer, Right Channel, Right Time, Right 
Offer and Right Message). To deliver the 'Right 
Message' that would resonate with its audience, 
various elements of digital communication had to 
be understood and personalized for NBD Emirates’ 
customers.

To achieve this, the Bank combined its marketing 
messages with an industry-leading machine 
learning platform PERSADO, to create more than 
350 variations of its creative assets and effectively 
reach out to a wider customer base with relevant 
messaging. 

Prior to this initiative, a key challenge for the Bank 
was to effectively add a personalized touch that 
would resonate with its audience's myriad interests.

Upon implementation, the team had seen a 
significant uptick in its performance metrics. For 
example, CTR (click-through rate) was up 43% while 
leads registered a 68% increase. These figures were 
complemented by a drop in CPC (cost per click) and 
CPL (cost per lead). 

And while personalisation works for Emirates NBD's 
advantage, partnership also works well in equal 
measure. 

In partnership with Visa's Digital Benefits Platform, 
the Bank has launched the Emirates NBD Flexi Visa 
Credit Card. The card was launched keeping in mind 
the constantly evolving needs of the customer. The 
main differentiation of this product is that Emirates 
NBD, along with Visa, utilises a range of APIs to 
integrate with benefit providers. 

By integrating merchants with APIs, the Bank 
can offer a wide range of benefits with real-time 
eligibility checks. Cardholders just need to select 
their benefits on the product portal and when 
they choose to use a benefit, they just need to 
swipe their card or type in their card number 
on the merchant's website. The APIs will check 
if the cardholder has selected the benefit and 
allow access if so - a seamless process that many 
customers appreciate. 

While the product is still in its early stage, key 
indicators are quite encouraging. Approximately 
70% of the cards are spend active and have an 
average monthly spend of $ 2,200, which is already 
1.2x more than the similar card variant. 

Driven by changing consumer demands and an 
intense focus on personalisation, Emirates NBD is 
astutely carving a niche in the industry as a bank 
that can provide customisation in all aspects of its 
customers’ life.
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UnionBank was also ahead of the competition 
when, in 2015, it began its digital transformation 
journey and envisioned itself as an innovation 
leader that would empower its customers via 
digitally convenient and digitally efficient financial 
services solutions with the promise that ‘no one gets

left behind’. By 2019, UnionBank was more than 
well-equipped to face the banking challenges 
brought about by the pandemic.

While the Philippine Banking industry posted 
declines in profitability in 2020, UnionBank 

Union Bank of the Philippines (UnionBank) has always been among the first to embrace 
technological innovations, bringing the future of banking to the present. UnionBank 
was the first bank in the Philippines to start a bank website, spearheaded online 
banking, launched the country’s first electronic savings account,
among many other firsts.

UnionBank Proves Every Crisis 
is Accompanied by Many 
Opportunities

“UnionBank was more
than well-equipped to
face the banking
industry challenges
brought about by the
pandemic.”
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recorded Php11.6 billion in net income in 2020 and 
profitability ratios that were above-industry, with 
return on equity (ROE) at 11.5% vs. the industry’s 
6.6%.

Indeed, every crisis is accompanied by plentiful 
opportunities and it is now evident that the COVID-
crisis accelerated the shift of consumer behaviour to 
digital adoption as evidenced by the Bank’s results.

In the recently concluded Global Retail Banking 
Innovation Awards 2021 organised by The Digital 
Banker, UnionBank was one of the big winners 
claiming top honours including Winner, Outstanding 
Financial Inclusion in response to COVID-19; Winner, 
Best Graduate Employment Program and Winner, 
Best Retail Bank – Philippines. 

“UnionBank’s philosophy has always been to look 
into the future, challenge conventions, and be 
ahead of the industry. With the emergence of new 
regulations on open banking and digital banking 
in the Philippines, UnionBank is already gearing 
up to keep up with the entry of digital banks and 
shift towards an open finance environment,” said 
Nirav Patel, Managing Director at The Digital Banker 
during the awards ceremony.

Using technology and partnering with 
the government
The pandemic has greatly affected the mobility 
of every Filipino for most of 2020. Having a 
government lockdown to control the virus spread, 
the challenge lies in continuing to serve while 
dealing with a national crisis. At the height of 
the pandemic, UnionBank partnered with local 
governments to fast-track the digitisation of 
Local Government Units (LGUs) and Government 
Agencies.

Through a combination of traditional channels, 
digital channels, and the enablement of APIs to 
facilitate acceptance of payments through their 
own LGU websites, UnionBank has enabled a more 
convenient and efficient collection of business taxes 
and fees in the cities of Valenzuela and Malabon.

Paranaque City has also been able to distribute 

“ayuda” or Covid financial assistance via digital 
batch uploads to cash cards of its 50,000 
constituents. And more LGUs are still in the pipeline. 

In addition, the Department of Social Welfare and 
Development tapped UnionBank as one of three 
banks to conduct digital payments of their cash 
subsidy. Given its digital readiness and the wide 
reach of the UBX’ i2i network, UnionBank was 
assigned an allocation of more than 1.3 million 
beneficiaries, which was the highest allocation given 
to a single bank.

The Bank has also been the chosen partner of the 
Bureau of the Treasury for the pioneer launch of the 
first app-based, blockchain-enabled distribution of 
retail sovereign treasury bonds called Bonds.ph. To 
date, Bonds.ph has close to 50,000 registered users 
worldwide and raised more than Php100 million 
across three issuances. 

Earlier in 2021, UnionBank collaborated with the 
Supreme Court of the Philippines to bring their 
ePayment System Project to fruition. With this 
innovation, key players in the Philippine judiciary 
system will now be able to make digital payments to 
the Supreme Court and its network of 2,000 courts 
in the country safely and securely – a service that is 
most needed amid this pandemic. 

Notwithstanding its partnership with public service 
institutions, UnionBank has also collaborated with 
private fintech companies such GrabPay, Coins.
ph, Dragon Pay cash out, and PayMaya, by offering 
its APIs as software to enable eWallet top-ups. To 
date, UnionBank has created a library of 300 APIs 

“UnionBank’s 
philosophy has always 
been to look into the 
future, challenge 
conventions, and be 
ahead of the industry.”



The Digital Banker  |  Issue 1  |  2022  39

which allowed the Bank to introduce inclusive 
opportunities for many Filipinos.

Overall, these initiatives yielded positive results. 
UnionBank’s digital take-up increased by 307% to 
more than 2.23 million digital customers to date. 
Retail users of the app increased by 309% to 2.21 
million, while digital corporate customers grew by 
199% to more than 17,000 in February 2021. 

Digital transactions such as fund transfers, bills 
payments, online check deposits, and many more 
are also at all-time highs with monthly volumes 
reaching 5.5 million by February 2021, 307% higher 
than in 2019.

Send Cash via Remittance Centres
One of the most critical challenges faced by 
many Filipinos affected by travel restrictions and 
lockdowns is the ability to support and send money 
to their loved ones. At the same time, having a 
government lockdown to control the virus spread, 
the big question is how to keep the economy 
moving. 

UnionBank responded to the challenge by creating 
a service that will enable bank customers to send 
money to partner remittance centres. These 
remittance centres are near the beneficiary’s 
location, which are mostly in 11,000 urban and rural 
areas nationwide. This has enabled UnionBank’s 
customers to continue to move funds in support, 
assistance, payment, or donations during the hard 
lockdown in the Philippines.

One key component in a remittance transaction 
is the ability to fund a sender’s account. To this, 
UnionBank launched its agency banking deposit 
services in 7-Eleven’s 3,000 stores and 8,000 other 
partner merchants. As a result, UnionBank has 
virtually grown its branch network to more than 
11,000 in 2020, accepting deposits and withdrawal 
transactions without adding a single branch. 

UnionBank plans to continue its agency banking 
partnership until it has reached all cities and 
municipalities in the Philippines. It’s a tall order but 
once achieved, this will put UnionBank closer to its 
mission of financial inclusion for all Filipinos.
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The Bank in Your Pocket: 
Alliance Bank focuses on 
customer centricity

The allianceonline Mobile e-KYC customer 
onboarding solution is the first one-stop Bank-
In-Your-Pocket solution in Malaysia that offers a 
comprehensive digital banking experience with 
paperless current account opening, credit card 
application, and personal financing application 
services out of the branch to both new and existing 

bank customers, via a mobile application.

What typically takes 45 minutes to open one 
account physically over the counter now only 
takes less than 20 minutes in the comforts of the 
customer’s home. This means customers can apply 
for banking products safely and swiftly, a much-

It is not a secret that, with the ongoing pandemic, banks must provide customers 
with a safe avenue to perform their regular banking transactions. Traditional 
product application methods that are tedious, time-consuming and require intensive 
paperwork are set aside and are replaced by Agile Approach and Framework that 
prioritises smooth customer journeys. Alliance Bank knows this by heart.
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needed feature especially in times of widespread 
movement restrictions.

Just recently, Alliance Bank Malaysia Berhad 
received the award, Excellence in Omni-Channel 
Customer Experience, at the Digital CX Awards 
2021 organised by The Digital Banker. 

“Alliance Bank has created a frictionless mobile 
account opening and product onboarding 
experience, without compromising the risk, 
compliance and regulatory policies that govern 
the banking industry. As it continues to push 
the boundaries of innovation in a highly 
governed industry, its omnichannel approach 
to its customer’s banking journey is worthy of 
emulation,” said Nirav Patel, Managing Director at 
The Digital Banker during the awards ceremony.

Frictionless Digital Banking Solution
The allianceonline Mobile e-KYC customer 
onboarding solution encompasses various aspects 
of people, process, and systems integration. 
Among the notable benefits of this solution 
includes: 

Strong digital foundation that effectively addresses 
remote banking issues. – Customers can open 
a savings account or apply for a credit card or 
personal loan/financing via its mobile app from 
any location without being physically present at a 
branch or having to process tedious paperwork. 

“Alliance Bank 
has  created a 
frictionless mobile 
account opening and 
product onboarding 
experience, without 
compromising the 
risk, compliance and 
regulatory policies 
that govern the 
banking industry.”
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Additionally, customers will receive an approval-in-
principle on their loan applications in as little as 10 
minutes instead of the previous 24 hours waiting 
time.

Greater accessibility of financial products. –  The 
solution promotes accessibility of financial products 
to a wider customer segment.  With “The Bank In 
Your Pocket”, customers can apply for banking 
products remotely and gain access to digital banking 
services such as Accounts Overview, Fixed Deposits, 
QR Payments, Fund Transfers, Foreign Telegraphic 
Transfers and Foreign Remittances.

World-class security features. – The solution uses a 
combination of Optical Character Recognition, Facial 
Biometrics, Identity Document Authentication and 
Automated Bureau Check to simplify verification 
for account opening. The digital applications 
strictly comply with operational risk procedures 
such as Know-Your-Customer (KYC) and payment 
authorisation requirements. 

Remote assistance and support. – Understanding 
that not all customers may be comfortable in 
completing the digital application on their own, 
the Bank offers customers the option to request 
remote assistance with just a click of a button 
during the digital account opening process or credit 
application. In exceptional cases, customers may 
choose to visit a physical branch to complete their 
application process without needing to re-submit 
their personal details.

Adopting an Agile Mentality and 
Approach 
In responding to high-impact situations such as 
the COVID-19 pandemic, it is critical to have an 
agile mindset in order to fully leverage the Bank’s 
core strengths.  

The allianceonline project employs a unique 
approach wherein it uses the strengths of 
the agile methodology, akin to a fintech-style 
business, and adapting it to respond to a highly 
volatile situation.

The Bank encouraged innovation through 
extensive collaboration. It compartmentalised 
tasks into various domains of responsibilities and 
pulled subject matter experts across the Bank to 
collaborate and contribute to building a valuable 
solution for its customers.

In this process, the Bank spin off 10 different 
areas of expertise in the form of workstreams: 
business case, business scope, customer 
validation, technical solution viability, sales plan, 
service level, training and staffing, marketing 
and customer experience management that are 
respectively led by Group Strategy, Information 
System, Deposits, Transformation, Support and 
Marketing. This diverse team of talents are then 
controlled by a Project Steering Committee 
chaired by the Group CEO. The result is a best-
in-class solution truly focused on the customer 
journey. 

“In responding to high-
impact situations 
such as the COVID-19 
pandemic, it is critical 
to have an agile 
mindset to fully 
leverage on the Bank’s 
core strengths.”
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The Many Benefits of Standard 
Chartered Bank Malaysia’s 
LiveFX

The prolonged impact of the pandemic is making it clear to banking institutions 
that it will take quite a while before we can return to the “old ways” of customer 
engagement and transactions in the Wealth Management space. Standard Chartered 
Bank Malaysia (StanChart Malaysia) knows this fully well. 

With innovation and development centred on the 
funds/fixed income business at the start of the 
pandemic, it was only a matter of time before focus 
is recalibrated towards enhancing the FX transaction 
processes.

StanChart Malaysia’s LiveFX platform is the answer 
to driving increased operational efficiencies within 
the bank, by reducing the amount of paperwork 
required in both processing transactions, as well 
as on regulatory reporting, which is ever more 
important given the unique nature of the business.

In addition, by creating the client self-directed 
function in the platform, the Bank also grants 
clients greater flexibility in placing their trades, 
whilst keeping transactions secured on the online/
mobile banking platform. This is expected to 
help drive incremental volumes and revenue, 
given that some customers can now trade faster 
without the need to go through a Relationship 
Manager or FX dealer.

For sure, StanChart is no stranger to innovation 
and industry recognition as a result of its 
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outstanding work. Just recently, it once again 
bagged the awards, Winner, Best Internet Banking 
Initiative and Highly Acclaimed, Best Mobile Banking 
Initiative at the Global Retail Banking Innovation 
Awards 2021 organised by The Digital Banker.

“StanChart Malaysia’s LiveFX is a new online 
platform that allows clients to convert foreign 
currencies seamlessly. Clients now can easily 
convert foreign currency for investments, 
retirement, educational or other purposes without 
visiting a branch. This convenience enhances 
the client experience as it allows clients to better 
manage their time and focus on their priorities,” 
said Nirav Patel, Managing Director at The Digital 
Banker during the awards ceremony.

Convert foreign currencies 
seamlessly
There used to be a time when clients were required 
to walk into branches to place FX orders or contact 
their Relationship Manager, to which the requests 
were passed on to licensed dealers to conduct the 
trade. Given the quantum of orders daily, this had 
not only put a strain on the dealing room team but 
has also led to occasional operational bottlenecks 
which impacted client experience. 

To address this issue, StanChart Malaysia launched 
LiveFX. The LiveFX platform is accessible via the SC 
Mobile App or Online Banking web portal without 
requiring additional logins, thus making it a safe 
and secure journey for clients. They now can easily 
convert foreign currency for investment, retirement 
planning, educational and/or other purposes 
without a trip to the branch or contacting their 
Relationship Manager. 

Clients can convert up to 12 currencies with as low 
as 10 Ringgit per trade. Additionally, should clients 
wish to convert foreign currency at the desired 
target rate, they can place Limit Orders for up to 30 
days for LiveFX to monitor and execute if the rate is 
reached. 

Additionally, LiveFX allows clients direct access to 
the latest market news by Reuters and daily FX 

“With innovation and 
development centred 
on the funds/fixed 
income business 
at the start of the 
pandemic, it was only 
a matter of time before 
focus is recalibrated 
towards enhancing 
the FX transaction 
processes.”

commentaries provided by the Bank’s Wealth 
Management Group Advisory team. Customisable 
Currency Watchlists and Price Alert functions are 
also available to allow clients to stay up to date 
with the latest FX rates.  

On top of that, LiveFX comes with in-app 
notifications and order history to allow easier 
monitoring. Also, the platform has an automated 
tracking system to ensure adherence to Bank 
Negara Malaysia’s Foreign Exchange Policy that 
applies to resident individuals with Domestic 
Ringgit Borrowings. 

Given its simplicity and intuitive interface, the 
app registered high adoption rates since launch, 
with more than 95% of FX volumes being booked 
through the platform each month. This has 
significantly reduced the burden on StanChart 
Malaysia’s dealing room team.

Clearly, this initiative has resulted in significant 
benefits for the business. The efficiency and 
reduced operational cost coupled with faster 
turnaround time and better overall experience 
have put StanChart Malaysia on top of customers’ 
minds in the area of internet banking. And will 
likely remain so for years to come. 



46   The Digital Banker  |  Issue 1  |  2022

Absa: Enriching Personalised 
Experiences with Smart Tech

Absa Group is one of Africa’s largest diversified financial services groups, with a 
presence in major markets across the continent. A self-sufficient bank of the future, it 
has strong capabilities to control its systems, processes and infrastructure across the 
continent to best serve the needs of its customers.

Among the key priorities within its banking 
operations, providing personalised experiences 
ranks high up on the list. In particular, Absa has 
identified opportunities to: improve customer 
service, increase digital engagement, reduce strain 
on call centres and improve cross-selling. 

It is in this spirit that Absa has astutely used smart 
technologies to foster innovations such as “Absa 

Abby”, a virtual banking assistant that can guide 
customers on how to perform frequent transactions 
on the Banking App and a digital sales platform that 
makes home ownership a seamless experience for 
many customers. 

Absa’s technological leadership with customers in 
mind has never gone unnoticed. During the recent 
Middle East & Africa Retail Banking Innovation 
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Awards 2021 organised by The Digital Banker, Absa 
Bank bagged the awards Mortgage Product of the 
Year, Best AI Initiative and Best Chatbot Service. 

“Absa Abby is an intelligent virtual assistant that 
empowers users to get banking done efficiently 
anywhere, anytime. Using artificial intelligence to 
personalise customer experiences, it proactively 
meets users’ personal banking needs, offers 
contextual assistance, makes relevant suggestions 
and provides unique insights to assist users to 
achieve unparalleled control of their finances,” said 
Nirav Patel, Managing Director at The Digital Banker 
during the awards ceremony.

Meet Absa Abby
Absa Abby is one of the first-to-market in-app 
conversational AI chatbot in the South African 
banking sector. It was rolled out with more 
advanced capabilities allowing customers to do 
more on the banking app in a truly conversational 
manner.

Absa Abby enables more customers to utilise 
existing banking app features as it provides in-app 
how-to guides and navigational support for selected 
use cases such as downloading e-statements and 
bank confirmation letters, buying prepaid products 
(electricity, airtime, and data) and stop and replace 
card. 

Due to the success of the initial implementation in 
the first half of 2021, additional features are already 
underway including extending the chatbot capability 
to other banking channels (authenticated internet 
banking channel), Open Web (non-authenticated), 
and WhatsApp.

Since the rollout of Absa Abby, the Bank has started 
to reap both customer and business benefits. Some 
of the noteworthy highlights include:

• Reduced call volume to the call centre as it 
caters for numerous common queries.

• The best 5-year trend across mobile and 
internet channels in comparison to all the other 
South African banks in the SITEisfaction® 2021 

survey. SITEisfaction® is an annual measure 
of customer satisfaction with digital banking 
services in South Africa.

• Absa Abby is generating real-time data which 
is assisting the bank to better understand 
the needs of customers to inform future 
enhancements and scope.

The scale of this project allows Absa to make a 
positive impact on millions of customers who log 
in to these channels daily to do banking. To date, 
more than 45,000 customers are using Absa Abby 
to bank better. In addition, as of August 2021, the 
chatbot implementation has registered 1,000+ ave. 
sessions per day; 7,000+ ave. messages per day; 
10% fallback messages, with users registering an 
average of 15 sessions each.

Online Digital Sales Platform
Since 2015, there has been a gradual move towards 
home loan digital origination and sales in South 
Africa. The goal of Absa Home Loans is to realize 
15% of Digital Sales production by 2024. To achieve 
this, Absa must be able to deliver an end-to-end 
origination and sales capability that leverages 
future-fit online capabilities.

Enter Online Digital Sales Platform. The Online 
Digital Sales Platform enables customers to 
complete a home loan application for individual 
and joint customers, submit leads for alternate 
products (e.g., Building Loans) plus legal entities 
and upload supporting documents in just under 15 
minutes. 

“Absa is the first in the 
market to present a 
home loans approval 
in principle online 
in the open market 
environment.”
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“Among the key 
priorities within its 
banking operations, 
providing personalised 
experiences ranks 
high up on the list. 
Absa has identified 
opportunities to: 
improve customer 
service, increase 
digital engagement 
and improve cross-
selling.”

An approval in principle is displayed online for 
eligible customers, thereby reducing the time to 
onboard a customer. Absa is the first in the market 
to present a home loans approval in principle online 
in the open market environment.

Some of the notable benefits of the Online Digital 
Sales Platform include: 

• Reduced cost per application 

• Reduced enquiries and complaints to the Home 
Loans Contact Centre 

• Increased digital adoption in areas such as 
Applications, Leads and Production

• Improved Home Loan self-service customer 
experience 

• Leveraged franchise value and full value 
banking

The use of the Online Digital Sales Platform has 
also reduced call volume to the call centre due to 
the extensive and regular communication with 
customers who have engaged online as well as 
the Approval in Principle certificate provided to 

customers. Customers now have seamless access to 
home loans that is available to them 24/7. 

Overall, Absa’s use of smart technologies has 
translated to enriched experiences that are beyond 
measure. 
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Krungsri Bank: Frictionless 
Banking Makes Headway in 
Thailand

The continuous disruptive technology, which is pervasive in all corners of the world, 
will change the consumer banking landscape in Thailand. In fact, Bank of Ayudhya 
(Krungsri) said this in a previous interview: “The disruptive change in technology will 
lead to the permanent change in consumer behaviours toward online transaction 
through the mobile application. At the same time, the competition in the financial 
sector will intensify with the emergence of a platform economy that can be attributed 
to the rising non-bank players who have the potential to compete with financial 
institutions.

“These new players have the advantage in utilising 
the non-financial data from their platform to 

understand their customers deeply and can extend 
their business to provide financial service through 

Image: ittisak boonphardpai / Shutterstock.com
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both current bank’s customer and/or unbanked 
group. Thus, we will see the significant changes in 
the consumer banking finance landscape as banks 
will try move to platform business model using 
intensive technology and innovation to understand 
and to provide financial service to their customers 
to retain their customer base.” 

By all indications, Krungsri’s astute sense of market 
trends, combined with its innovative and practical 
approach to addressing customer needs, has kept 
it ahead of the highly competitive Thailand banking 
industry. 

Just recently, Krungsri Bank was given top honours 
at the Global Retail Banking Innovation Awards 
2021 organised by The Digital Banker. The Thani 
banking institution bagged major awards including 
Winner, Outstanding Bank Card Innovation (General 
Card Services Ltd.); Winner, Best e-KYC (Bank of 
Ayudhya - Consumer Digital Solution Division); 
Highly Acclaimed, Best Retail Bank for a Frictionless 
Banking Experience (Krungsri Bank - Business 
Process Management Department) and Highly 
Acclaimed, Best Mobile Banking Initiative (Krungsri - 
Consumer). 

“While its competitors are more focused on the 
onboarding journey, Krungsri has remained 
steadfast in delivering fast on-boarding process with 
better customer experience. In the difficult period 
of Covid-19, it has launched practical initiatives that 
the Thai banking market not only found timely but 
value-adding as well,” said Nirav Patel, Managing 
Director at The Digital Banker during the awards 
ceremony. 

M-Loan Redemption Project 
For Krunsgri, mortgage loan redemption is one of 
the biggest pain points for both its customers and 
employees. More than 10,000 calls per month are 
being made on both inbound and outbound calls for 
mortgage loan redemption. Out of this number, 70% 
are related to requests for additional information 
such as the reason for redemption, appointment, 
and documents required for the redemption.

Based on research, there are 18 documents related 

to mortgage redemption, which is causing a 
significant delay in the process. Additionally, 12% of 
the calls are merely follow up calls requesting status 
updates on pending cases.

From the employee side, the situation is not any 
better. A lot of time and resources are being put 
in to address case status due to the highly paper-
based process. 

The team at Krungsri immediately set out to address 
this issue once and for all. By implementing RPA, 
Lean, and Workflow to the end-to-end journey of 
mortgage redemption, Krungsri Bank has been able 
to speed up the redemption journey for customers 
by 62%. The visibility from workflow also helped the 
Bank swiftly identify the case status and respond to 
customers quickly. 

In addition, the repetitive tasks that have been 
done by RPA and connected with workflow 
have helped free up 19,000 hours per year. This 
additional capacity has been converted to handle 
the increasing volume of workload without 
additional headcount. Half of the documents have 
been removed from the process, which resulted 
in 300,000 pages of paper reduction per year. 
Moreover, Krungsri staff have been released from 
redemption activity and now can focus more on the 
retention cases emanating from the rising number 
of successful retentions of about 1,000 cases per 
year. 

“By implementing RPA, 
Lean, and Workflow 
to the end-to-end 
journey of mortgage 
redemption, Krungsri 
Bank has been able 
to speed up the 
redemption journey for 
customers by 62%.++”
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U CASH: A Practical Initiative to 
Enhance Customer Experience 
Simply put, U CASH is the transfer of a credit card 
line to a customer’s bank account. Normally, other 
providers in the market allow customers to transfer 
by inputting the customer’s bank account number. 
U CASH allows customers to just input their national 
ID or telephone number transfer to their Promptpay 
account. “Promptpay” are accounts that are linked 
with national ID or telephone numbers. This 
seemingly simple initiative has greatly improved 
customer experience as based on research, most 
of the customers cannot remember their own bank 
account number. 

U CASH aims to facilitate customers’ easier 
cash usage, especially during the restrictive 
period of Covid-19 lockdowns. As most of the 
transactions during the lockdown are online 
and less physical cash has been used, U CASH 
serves to help customers with their instant need 
for cash.

After its launch in June 2021, Krungsri has 
reached more than 5 billion baht of cash 
transfers in only 3 months. In addition, the 
growth of cash transfer transactions from all 
channels jumped to 30% month-on-month, up 
from less than 10% before launch. 
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ADCB: Crisis is No Excuse for 
Digital Transformation

While many organisations enter a panic mode as soon as a crisis hits, Abu Dhabi 
Commercial Bank (ADCB) used it as an opportunity to further accelerate its digital 
transformation. It is a given that Covid-19 has accelerated consumers’ use of digital 
banking, including those who were less digitally savvy. With a strategic mindset, this 
major digital shift can result in business benefits, as well as the ultimate safety of all 
parties involved. The remote means of interaction eliminated any threat of contagion. 

In ADCB’s case, things have changed dramatically 
since the pandemic hit.  From the way they do 
their professional work to attending to daily 
responsibilities to planning and managing 
finances, ADCB has been pushed to adopt digital 
technologies. E-commerce and contactless 
payments have also increased significantly.

In Egypt, ADCB-E went from being last in the market 
to being a fierce fast-moving player in the game. 
With a new release every two weeks on the mobile/
internet banking application, it’s an impressive feat 
that now, ADCB-E is one of the fastest moving banks 
in Egypt. 

In addition, ADCB-E allows its customers to open 
TDs and CDs in seconds and apply for loans 
or credit cards. It is also on track to launch bill 
payments – such as electricity, phone, gas, and 
internet – that can be seamlessly managed through 
digital banking. 

Truly deserving of industry recognition, ADCB was 
recently honoured at the Middle East & Africa Retail 
Banking Innovation Awards 2021 organised by 
The Digital Banker. Among the awards it received 
include: 

• Winner, Outstanding Digital Acceleration in 
response to COVID-19

• Winner, Best API Initiative
• Winner, Best Frictionless Credit Evaluation

• Winner, Digital Lending Product of the Year

“Despite the pandemic, ADCB has accelerated the 
shift to online banking. ADCB-E, in particular, has 
successfully migrated 58% of its bank transactions 
to digital and the progress continues. ADCB-E’s 
initiatives throughout the pandemic has enabled 
it to be one of the organizations that focus on 
what truly matters while continuously ensuring its 
stakeholders’ safety,” said Nirav Patel, Managing 
Director at The Digital Banker during the awards 
ceremony.

Building Digital Ecosystems
ADCB’s digital road map identifies Ecosystems 
as one of the main pillars of growth and 
transformation, which is a distinct shift away from 
the traditional ‘Product’ approach many banks 
take.

In line with this strategy, ADCB identified the 
Mortgage home buying journey as its first foray 
into Ecosystems. To do this, the Bank partnered 
with the region’s leading property portal, Bayut, 
to launch the ADCB Dream Home Platform that 
helps prospective home buyers on Bayut get 
access to ADCB’s instant pre-approvals and other 
user-friendly tools for a seamless home buying 
experience using a unified digital platform. The 
exclusive co-branded platform aims to provide 
consumers flexibility, speed and simplicity while 
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ensuring security and accuracy of the Pre-approval 
process.

Innovative Digital Lending Product 
Previously, Credit Card Loan (CCL) was available to 
all ADCB credit card customers primarily through 
remote channels such as the bank’s contact centre. 
In Jan 2021, an innovative lending service was 
launched on ADCB’s mobile banking app offering 
frictionless, effortless, and ‘instant’ advantages 
to its customers. With zero paperwork or human 
interaction and with just six (6) taps on the app, 
an ADCB account holder can have ready access to 
funds in as little as 10 seconds. The loan amount 
will be credited to their bank accounts instantly. 

While it’s seamless for customers, the team at ADCB 
has put in a lot of effort to make this happen. The 
deployment of the project was done in two stages:

Backend Automation – A holistic transformation 
was undertaken wherein back-end processes were 
automated (straight-through processing) leading 
to a significant reduction in processing TAT from 

1-2 days to as low as 7 seconds. Customers opting 
to receive disbursed funds to a non-ADCB bank 
account were able to receive funds through the 
country’s interbank fund transfer system (UAEFTS). 

Frontend Simplification – Coupled with back-
end automation, the front-end user journey was 
enhanced with the availability of the lending facility 
on the bank’s mobile banking platform. Customers 
were able to log in on the ADCB Mobile app and 
have their credit card loans approved in real-time 
and funds made available to them in less than 10 
seconds, in as high as 95% of all disbursements.

In Egypt, ADCB-E went 
from being last in 
the market to being 
a fierce fast-moving 
player in the game.
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Access Bank: Advancing 
Financial Inclusion to Improve 
Customers’ Lives

Just recently – and befittingly – Access Bank 
has been adjudged Winner, Outstanding Digital 
Marketing Initiative and Outstanding Response to 
COVID-19, Branchless Banking at the Middle East 
& Africa Retail Banking Innovation Awards 2021 

organised by The Digital Banker.

“Access Bank embodies the values of excellent 
customer service. True to its mantra, the Bank 
delivers ‘More than Banking’ solutions as it strives 

Access Bank has a well-established reputation in the areas of gender equality, female 
empowerment, and financial inclusion. During the heat of the Covid pandemic in 2020, 
these three areas have formed the pillars of Access Bank’s numerous digital initiatives. 
Its primary focus was to address the financial, lifestyle and aspirational needs of 
women and the mass market through value-adding digital initiatives that help improve 
lives as well as achieve significant business objectives for the bank.
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to provide more than just a regular banking 
experience to all its customers and stakeholders. 
Access Bank constantly leverages the best people 
and the best technology to provide value-adding 
solutions that reach the outermost corners of the 
African continent and generally make life easier for 
the everyday people that it serves,” said Nirav Patel, 
Managing Director at The Digital Banker during the 
awards ceremony.

Purpose-based Customer Engagement 
During the lockdown period of the pandemic, 
Access Bank’s retail business decided that it was 
the right opportunity to improve the lives of 
consumers through specially designed activations, 
driven digitally, to reward customers for loyalty and 
savings. This idea came to life through the Wxtra 
Reward Campaign and the Xtrawins 12 Days of 
Christmas Campaign. 
In April 2020, the Bank carried out the Wxtra 
Campaign, an innovative digital campaign 
that offered cash rewards, ranging from 
N5000-N100,000, to several female customers. 
After 30 days, a draw was held, and 28 women were 
rewarded for maintaining a minimum balance of 
N5000 in their Access bank accounts. The campaign 
met all the set digital KPIs and achieved 100% of its 
business objectives.

And then in December, the Bank leveraged the 
season and launched its Xtrawins 12 Days of 
Christmas campaign with the primary aim to 
encourage digital banking adoption. For 12 days in 
Dec,  daily draws were held for all retail customers 
who met certain criteria of 5 daily transactions. 
The winners were rewarded with gift items such 
as Hampers, bags of rice, gallons of vegetable 
oil and cash prizes. The winners’ stories were 
also recorded, and the resultant testimonials 
were heavily promoted on digital channels. Not 
only has this provided much-needed support in 
times of hardship, but this singular initiative has 
also enabled the bank to achieve an incremental 
revenue of almost 1 billion nairas in fee income for 
December alone.

To a large extent, retail banking has always been 
a non-personal and transactional relationship 
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each completed transaction gets rewarded. In 
addition, Access Bank has also introduced a suite 
of self-service options on the App such as face 
authentication, self-service limit enhancement, 
biometric transactions, and self-activation.

Because of its incredible functionality and ease 
of use, the App has now more than  1.7 million 
active users. The Access More App processes an 
average of 21 million transactions monthly valued 
at over N1.5Trillion. These ensure customers have 
complete access to their funds and can transact 
24/7.

between the bank and customers. The customer 
simply deposits money for safekeeping and the 
bank pays interest.

However, with the two initiatives mentioned 
above, the Customer-Bank relationship has been 
personalized by actively engaging the segments 
that are often overlooked (women and mass 
market) creating rewards that meet their needs 
(cash prizes during lockdown and food items during 
Xmas season), educating them on the benefits 
of digital banking, and ultimately offering them a 
reason to save more. 

Evolving Financial Services
In line with its vision to be the world’s most 
respected African bank, Access Bank has built an 
advanced Mobile app, which is arguably, the best in 
the industry. Its app focuses primarily on meeting 
the needs of its customers and is easy to use.

The Access More app is an innovative mobile 
application that offers a ’more than banking’ 
experience built on cutting-edge technology, 
offering personalized services and superior 
customer experience. 

The App provides bespoke digital services. It 
has a built-in loyalty program that ensures 

True to its mantra, 
Access Bank delivers 
‘More than Banking’ 
solutions as it strives 
to provide more than 
just a regular banking 
experience to all 
its customers and 
stakeholders.
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Taipei Fubon Bank Leads the Way 
in Corporate Mobile Banking

Banking and financial institutions are increasingly relying on digitalization to deliver 
best-in-class customer service. Taipei Fubon Bank aims to utilize technology to help its 
clients maximize benefits. Its continuous focus on keeping Customer- First as well as its 
strategic use of effective, easy-to-use, and secure technology make Taipei Fubon Bank a 
heavyweight contender in the corporate banking space.

While technology is one of Taipei Fubon Bank’s 
core strengths, the bank believes that the synergy 
between digitalization and a strong and unique 
value propositions is even more crucial in order to 
deliver exceptional customer experiences.

This approach has led to many innovative products 
in recent years, one of which has been instrumental 
in aiding Taipei Fubon Bank to become the recipient 
of the Best Corporate Mobile Banking App award, at 
the recent Global Transaction Banking Innovation 
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Awards 2021 organized by The Digital Banker. 

Corporate Mobile Banking 
There used to be a time when, to ensure the 
accuracy of a client’s transaction via fax, courier 
service or in-person collection, banks have to call 
back the client just to confirm the details of the 
instruction. The whole call back process needs to 
be monitored and recorded as part of the process. 
Moreover, banks have to set up an additional 
process to ensure that the designated contact 
person has been authorized correctly by the client 
and all relevant information and records about this 
transaction are available and kept for inspection.

Oftentimes, a client’s transaction may get delayed 
due to missing a call in the call-back process. Or, if 
the call-back goes through, the time spent for client 
identification confirmation is so significant that it 
affects the customer experience.

To improve customer satisfaction as well as to 
reduce the risk of transaction errors, Taipei Fubon 
Bank launched the “Mobile Call-Back Confirmation 
Service” in its Fubon Mobile Commerce application 
recently. Clients can use this function to receive 
the call-back notification via a mobile device and 
confirm transaction details through the client’s 

smartphone or tablet with just one tap. The 
confirmed transaction will be processed directly 
by the bank promptly. This seemingly simple yet 
elegant solution has contributed positively to 
improving the customer journey.

Clients who’ve experienced this service have 
applauded the following benefits: 

• Reduces counterfeit transaction risks by binding 
the device with account security control.

• Avoids transaction detail inaccuracy through 
push notifications.

• Enhances efficiency by allowing customers 
to review and reply transaction detail 
confirmations via their mobile devices, instead 
of through phone confirmations.

• Avoids missing calls from banks with no call 
backs required from customers.

The advantages don’t end there. Taipei Fubon 
Bank’s Corporate Mobile Banking app takes a 
mobile transaction to a whole new level. It allows 
users to perform transactions via mobile phone 
and approve transactions using a Bluetooth token 
without geographical limitation. This means clients 
have the flexibility to travel, conduct business and 
still have the peace of mind of being in control of 
their banking transactions securely and seamlessly.
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Business insights are also at the client’s fingertips 
through a visualised dashboard that allows users 
to have a comprehensive view of the company’s 
operating status. Through this dashboard, critical 
business decisions can be made, and business 
leaders can take advantage of opportunities or 
prevent potential risks proactively.

Lastly, the single sign-on feature allows users to 
access multiple accounts across regions in Taiwan, 
Hong Kong and Vietnam with just a single ID and 
password. This convenience also helps address 
password fatigue among many users, which many 
IT security experts point out as one of the key 
reasons customers abandon an online transaction.

In future, expect Taipei Fubon Bank to lead the 
way in corporate financial services.  In talking 
about its future, the Bank has this to say: Taipei 
Fubon Bank will continue in the future to further 
solidify its financial services platform spanning 
China, Taiwan, Hong Kong, Vietnam and Singapore 
to be able to provide the most complete portfolio    
of financial services to clients consistent with their 
business development. Backed by a highly efficient 
channel platform, an unrivalled line of products 
and services, and extremely effective operations, 
the Bank is determined to emerge as the preferred 
financial strategy partner for customers in the 
Greater China market and move steadily toward 
the vision of becoming “a top regional bank in 
Asia.”

“Even while technology 
is one of its core 
strengths, Taipei 
Fubon Bank believes 
that it is not about 
technology. Rather, 
it’s about delivering 
great customer 
experiences.”
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Standard Chartered China 
Leverages Digital to Bolster 
Structured Deposit Capabilities

There is no question, Standard Chartered has built a reputation so good that its name 
is a pillar of strength in the banking industry. For its retail banking clients, StanChart 
China leverages the strength of its franchise to launch a unique proposition in the 
Structured Deposit space.

Differentiating its structured deposit proposition 
as offering completely unbiased advice, with 
no proprietary sell-side type research nor in-
house products, the Bank adopts an open-source 
approach to access the best ideas and products with 
no bias and high transparency. 

To enhance its institutional trading capabilities, 
StanChart China has significantly built its Equities 
structured deposit capabilities with a leading digital 
platform – China Mobile SD, a fully automated multi-

dealer structured deposit platform that greatly 
simplifies and enhances the banking and dealing 
experience for both the bankers and clients. 

Standard Chartered is the first bank in Asia to 
launch an open architecture structured deposit 
platform, which helped position the Bank as a 
leading structured product house in the China retail 
market. 

A nod to this impressive feat, Standard Chartered 
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China has recently been awarded Winner, 
Best Digital Wealth Platform at the recent Global 
Retail Banking Innovation Awards 2021 organised 
by The Digital Banker.

“The successful launch of China Mobile SD has 
enabled StanChart to strengthen its position as 
one of the leading structured product houses in 
the region to both its clients as well as its hedging 
partners.  It has also attracted significant growth in 
AUM and remarkable revenue for the shareholders 
of the Bank,” said Nirav Patel, Managing Director at 
The Digital Banker during the awards ceremony.

A fully automated multi-dealer 
structured deposit platform
StanChart’s China Mobile SD delivers the best 
solution at the most competitive price in the 
market. Deploying this innovative solution to 
digital wealth management benefits both bankers 
and clients by:  

Automating the pricing and execution of 
structured deposits to allow RM to focus on 
relationship building. With China Mobile SD, an 
entire equity structured deposit transaction can 
now be completed in under 2 minutes, from 60 
minutes previously. 

Offering clients better pricing options. Its ‘open- architecture’ approach means that the Bank 
sources the best liquidity for its clients from a 
panel of market-leading counterparties that are 
hosted on the China Mobile SD platform. StanChart 
offers real-time scenario analysis covering four 
circumstances to help clients better understand 
the potential risk and return in a visually inspiring 
interface.

Enhancing accessibility to Structured Deposit 
offering.  StanChart is 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 autocall payoff. 
A client can access the platform to subscribe to 
pre-defined SD products 24x7 or tailor-made their 
products Mon-Fri during business hours.
Fully automated suitability checks. There are 

“The successful launch 
of China Mobile SD has 
enabled StanChart to 
strengthen its position 
as one of the leading 
structured product 
houses in the region 
to both its clients as 
well as its hedging 
partners.”
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stringent and complicated suitability requirements 
in offering clients online structured deposit 
products in China. With the cutting-edge API and 
MicroService-based technology, China Mobile 
SD has 25 different suitability checks done 
automatically, including complex hot money checks.

Growth in China Structured Deposit 
Business
The launch of China Mobile SD has benefited 
multiple stakeholders. As of this writing, more 
than 99% of the Bank’s SD transactions have been 
executed by clients online. This has effectively freed 
up relationship managers from doing onerous 

“Standard Chartered 
is the first bank in 
Asia to launch an 
open architecture 
structured deposit 
platform.” 

paper works and performing suitability checks to 
comply with the regulation. Typically, a relationship 
manager will spend 60 minutes to help clients 
execute a similar transaction in the branch. This 
process has now reduced that time to 2 minutes 
using the China Mobile SD platform.

StanChart’s China Structured Deposit business has 
also had over 750% growth in terms of volume 
traded. 

Overall, China Mobile SD completes StanChart’s 
suite of digital Wealth Management capabilities in 
Consumer, Personal and Business Banking (CPBB) 
on top of the existing digital offering of FX, Mutual 
Fund and Bancassurance to CPBB clients in major 
retail countries. After launching this platform, 
its clients in China can invest in all major wealth 
management products online with Standard 
Chartered. 

Given that this is also the first-ever digital SD 
capability in Standard Chartered globally, it 
provides a blueprint and portable solutions for 
similar expansion to other StanChart markets 
across the different types of structured products 
such as HK ELI, Korea ELS and Structured Notes 
etc., in future. It is a truly innovative open-
architecture SD platform built with state-of-the-art 
technologies. 
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Reinventing Banking in the Era of 
Disruptors

The pandemic has challenged the resilience of the banking industry as people were 
forced to be in the confines of their own homes. Those who have been hesitant 
to try new technology or the generations who find new devices and applications 
unfamiliar were forced to adapt to doing everything online. More and more, people are 
transacting using their smart phones instead of queuing at their local bank.

While COVID-19 has affected figures in many 
industries, it has also driven transformation so 
businesses can remain competitive. By going 
digital, banks can continue to deliver services and 
new offerings to their clientele.

The Changes Were Already Underway 
Was the transformation that radical? It may have 
come swiftly but the financial services industry 
has been evolving at a steady pace even before 
the pandemic. Driven by ever-changing consumer 
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needs, advances in technology have already 
allowed customers to experience banking outside 
the confines of physical banks. COVID-19 just 
accelerated the evolution. The willingness to 
go digital and to embrace the online economy 
became a common journey for banks and the 
customers they serve. 

For centuries, traditional banking has developed 
established practices that helped maintain its 
dominance. The inflexibility of these practices has 
hindered the entry of innovation and to some 
extent bred the fear of change. But in a world 
where change is a constant, customer demands 
have become increasingly challenging. It is this 
perceived inflexibility that paved the way for the 
challengers or the more youthful disruptors. Free 
from the burden of rigid rules and regulations, 
they can grab market share by giving more to 
consumers: more innovative products, faster 
transactions and heightened connectivity. 
Arguably, one of the greatest benefits of the 
digital banking revolution is also giving people the 
power of choice. Suddenly, not carrying a physical 
wallet with cards and cash is not that big of a 
problem as long as you have your smart phone 
with you.

In Europe, fintech operators like Revolut and 
Monzo have been enjoying a certain level of 
popularity. Established only in 2015, Revolut has 
managed to become the number 1 digital bank 
in Ireland. In addition to agile practices, digital 
banking platforms are also deemed “cooler”. With 
modern branding and a welcoming tone of voice, 
they have become both friend and partner to a 
more forward-thinking generation of customers 
who view traditional banks as the establishment. 

The Opportunities for ‘Traditional’ 
Industries
Can traditional banking still drive innovation 
and be competitive? Can the establishment be 
“cool” while maintaining the trust of its loyal 
clientele? Can one transform without letting go 
of its heritage? The pandemic has shown us that 
traditional banks can. And have done so quite 
successfully. Here’s how did they do it.

Adopt a digital culture
Technology leaders have pushed the role of 
digitalisation and continue to make it a part 
of strategic business. Branding and marketing 
on the other hand work to make sure that all 
segments of the bank’s clientele are addressed.

Update technology infrastructure 
Modernizing systems and solutions have 
increased productivity, hasten delivery and 
reinforce security.

Awareness of customer needs
The needs of customers who have grown in 
the internet age are now actively addressed by 
traditional banking. 

Resilience and agile work systems
No one predicted the extent by which COVID-19 
will affect people’s lives. While it remains a 
problem, the impetus it gave to traditional 
industries cannot be denied.

Recognizing talent
Digitalization has relaxed the once very 
structured world of banking. The input of young 
tech mavericks are now valued and revered.

Interestingly, it may well be the consumer. 
Traditional banks and digital banks have 
managed to co-exist in a changing world. While 
the former promises formidability, the latter 
offers newness. But at the heart of it all is 
innovation driven by the consumers’ change in 
behaviour.

“Digitalization has 
relaxed the once very 
structured world of 
banking. The input of 
young tech mavericks 
are now valued and 
revered.”
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UOB’s RPA Initiative: A Pathway to 
Frictionless Customer Experience

In the early part of 2021, United Overseas Bank’s Mortgage Relations Unit (MRU) has 
deployed two RPA bots whose aim is to help automate the assignment of cases that 
are approaching the end of their lock-in period (out-of-lock) and create repricing 
applications in the loans system for straightforward cases.

Previously, the practice was to reprice cases 
manually before MRU officers review the loans 
and contact customers. The manual assignment is 
painstakingly time consuming, which leads to slow 
turnaround time for MRU officers to reach out to 
potential attrite customers.

To address this issue, UOB has set out an objective 
to keep cases that refinance out of UOB (refi-out) 
to a minimum and reduce the turnaround time to 
ensure a seamless and efficient customer repricing 
journey. This RPA initiative aimed to increase staff 
productivity and lessen the need to hire more staff 
to handle cases coming out-of- lock.

By controlling its refi-out numbers – and ensuring 
that the bulk of refi-out is not attributed to 
poor customer experience – lower attrition can 
be ensured which leads to healthier Ending 
Net Receivables (ENR) figures. At UOB, we 
firmly believe that experience of our existing 
customers should never be neglected – after-sales 
engagement is equally important as acquisition. 

The RPA initiative has proven to be a runaway 
success, the reason for UOB to bag major awards 
at the Global Retail Banking Innovation Awards 
2021 organised by The Digital Banker where the 
Bank was hailed Winner, Best RPA Initiative and 

Image: askarim / Shutterstock.com
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Credit Card of the Year.

“The overall strategy points towards UOB’s 
proposition of delivering frictionless customer 
experience and fostering dynamic rapport with 
bank staff through innovative omnichannel 
platforms. UOB places customers’ needs and 
expectations at the forefront of everything it does,” 
said Nirav Patel, Managing Director at The Digital 
Banker during the awards ceremony.

Meet SR Bot and CAS Creation Bot
UOB’s first bot is called SR Bot, which has the 
ability to pick up repricing requests from CRM. 
This bot can generate a daily master tracker useful 
for assessing productivity and identifying stray 
cases that are not assigned properly. The cases 
are assigned on a first-in-first-out basis across all 
channels in which the repricing requests are flowing 
in. This strict adherence to timestamps ensures 
that cases are not being overlooked, spurs physical 
channels such as branches to be more proactive 
in submitting cases, and incentivise customers to 
use online channels to self-serve. Assignment of 
cases runs till 10 pm every day including weekends 
to minimise any backlog, especially after a long 
holiday. Checks on adverse information are also 
done by the bot and alert the process owner 
through business exceptions.

Before the RPA initiative, a simple online repricing 
form has been implemented to reduce the need for 
customers to submit multiple paper applications 
and allows just one borrower to take a picture of 
required documents for submission instead of 
having to send in a printed/scanned copy to the 
bank. The introduction of the second bot, the CAS 
Creation Bot, allows for an even more seamless 
process - auto-population of personal data, thereby 
automatically creating the completed form for 
repricing cases. 

In the future, UOB envisions an enhanced version of 
the bots with the capability to prioritise cases based 
on their probability of attrition/drop-off. This can 
be done by integrating the anti-attrition prediction 
model generated by the business analytics team 
into the bots’ decision-making algorithm.

Ensuring Positive Net ENR Growth 
As a result of the RPA initiative, average savings 
of 9 minutes per case was achieved. This 
translated to two less headcount or full-time 
equivalent needed. The first bot is assigning 
approximately 70 cases per working day and 
the second bot is creating 30-40 applications 
per working day since deployment.

The overall time saved, plus the heightened 
productivity allows MRU officers to devote 
more time for other deliverables and value-
adding work. This may include a more 
dedicated focus towards large loan tickets 
which will adversely affect ending net 
receivables (ENR) should they leave UOB’s 
books and negotiation of interest rates with 
more demanding customers who are prone to 
drop-off. The lower turnaround time, instant 
gratification and minimal human error also 
ensure that the experience of the wider pool of 
customers with default and simplified requests 
are not neglected.

The RPA initiative was also beneficial from a 
balance sheet perspective. The implementation 
of the RPA has helped us to better manage our 
attritions. As a result, our ENR is well controlled 
and managed positively.

“By controlling its refi-
out numbers – and 
ensuring that the 
bulk of refi-out is not 
attributed to poor 
customer experience 
– lower attrition can be 
ensured which leads 
to healthier Ending 
Net Receivables (ENR) 
figures.”
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The global business landscape is ever-changing. And Absa Bank (Mauritius) Limited 
leads by continuously innovating to provide accessible and secure world-class 
solutions. Absa Bank Mauritius recently won a series of awards for its massive efforts 
to create a more seamless and digitalised banking experience to support businesses, 
wherever they operate across Africa and beyond.

Absa Bank Mauritius: 
On the rise with award-winning 
digital solutions

Absa Bank Mauritius embarked on this digital 
journey to answer to today’s market requirements 
and to cater for the needs of its tech-savvy clients. 
As a member of the Absa Group, Absa Bank 
Mauritius enjoys an extensive footprint across 
Africa, made even larger following the group’s 
strategic partnership with Société Générale, 
extending Absa’s presence in 23 additional 
African countries. The bank thus offers simplified 
engagement across the broadest coverage on the 

African continent, including international expertise 
with local knowledge and proximity.

Absa Bank Mauritius also leverages on the 
strength of Mauritius as a financial hub. The 
findings of the Absa Africa Financial Market Index 
2021, published by OMFIF in association with the 
Absa Group, ranks Mauritius second for its robust 
legal and market environment. Mauritius also 
comes third in terms of market depth, market 
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transparency and tax and regulatory environment.

After pioneering the Mauritius offshore banking 
sector, Absa Bank Mauritius now positions itself 
as a leading integrated digital banking solution 
provider for businesses across its network. The 
bank offers a suite of secure online banking 
services, from the simplest to the most complex. 
Among the series of firsts launched by Absa in the 
local banking sector, the Host-to-Host and SWIFT 
solutions aim to facilitate the straight-through 
processing of high- volume banking transactions.

Going a step further, Absa Access single sign-on 
platform was designed to help clients manage 
their finances with speed and intelligence. “Now 
more than ever, businesses require the means to 
transact remotely and seamlessly via a secured 
online environment. This single point of contact 
for all business requirements gives our clients 
access to multiple channels and greater visibility 
of their business portfolio. Our clients can be 
more responsive and better equipped to shape 
the destiny of their businesses,” states Sunil 
Ramgobin, Head of Corporate and International 

Banking at Absa Bank Mauritius.

Complementing Absa Access, clients can also enjoy 
the advantages of Trade Management Online, a 
state-of-the art Trade platform for businesses to 
proceed remotely with their import and export 
requirements, without having to leave the home or 
office. “This platform is a convenient and paperless 
digital facility with the highest level of security for 
business transactions. It gives our clients access to a 
suite of Trade financial solutions on a 24/7 basis, no 
matter where they are,” explains SaJid Bodhy, Head 
of Transactional Services–Wholesale.

These successful initiatives were recognised 
by multiple awards to Absa Bank Mauritius in 
2021, namely ‘Best Bank in Mauritius’ and ‘Best 
Investment Bank in Mauritius’ by Global Finance, 
and ‘Best Investment Bank in Mauritius’ by EMEA 
Finance Magazine. On the Retail front, the bank 
also recently received the ‘Best Application of IoT 
(Internet of Things)’ and ‘Best Pure-Play Digital 
Current Account’ at the Middle East and Africa 
Innovation Retail Banking Awards 2021 by The 
Digital Banker.

“Now more than ever, 
businesses require the 
means to transact 
remotely and 
seamlessly via 
a secured online 
environment. This 
single point of contact 
for all business 
requirements gives 
our clients access to 
multiple channels and 
greater visibility of their 
business portfolio.”

Sunil Ramgobin
Head of Corporate and International Banking
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Disclaimer: Please note that we do all we can to ensure accuracy and timeliness of the information presented herein but errors may still 
understandably occur in some cases. If you believe that a serious inaccuracy has been made, please email nirav@digitalbankeronline.com. 
This report is provided for information purposes only. The Digital Banker accepts no responsibility whatsoever for any direct or indirect losses 
arising from the use of this report or its contents.
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