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FROM 
THE 
EDITOR
Dear Readers,

It has been a momentous year for THE DIGITAL BANKER, 
our customers and esteemed awards winners. We have 
undergone tremendous growth through the hiring of 
strategic appointments across Europe and Asia; with 
North America to be added to the list in 2020. Keep an 
eye out for our upcoming events, awards and research 
papers!

It gives us great honor to launch this maiden issue, which 
is also a special awards edition, showcasing the winning 
banks that participated in our global awards’ programs 
over 2018/9. THE DIGITAL BANKER awards gathered 
over 600 banking executives, innovators and seminal 
leaders over the year- a testament to our commitment in 
recognising pioneering banks and their people. Meet our 
awards winners on pages 28, 60 and 88.

This issue is packed to the brim with use cases of banking 
technology, implementation and success metrics. We 
look at key trends in Mobile Banking, Data Analytics, 
Omni Channel Integration, Cyber Security, Social Media 
and more by drawing on case studies from many of our 
awards winners.

We also bring you exclusive interviews with HSBC’s Anurag 
Mathur and Ian Yim, DBS, Krungsri, KASIKORNBANK, 
Taishin Bank and IndusInd; together with a key feature on 
How Rising Breach Rates are Driving CISOs Toward Zero 
Trust on page 72.

We would like to extend a special thank you to our judges 
for their tireless commitment to the hundreds of detailed 
submissions.

From all of us at THE DIGITAL BANKER, we wish you a 
successful year ahead and look forward to seeing many 
of you at our upcoming Global Retail Banking Innovation 
Summit & Awards on 26th September in Singapore.

Sincerely,

Nirav Patel
MD, Asia Pacific
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OUR ESTEEMED JUDGES

2ND ANNUAL GLOBAL RETAIL BANKING 
INNOVATION AWARDS, 2019
THE DIGITAL BANKER is delighted to announce that we are now accepting submissions for the flagship Global 
Retail Banking Innovation Awards, 2019. 

The Global Retail Banking Innovation Awards exist to celebrate the world’s most cutting-edge retail banks that are 
pioneering unrivalled standards and capabilities - those that are transforming the industry.

Awards winners will be announced at the Global Retail Banking Innovation Awards Gala Dinner, on Thursday 26th 
September 2019, Singapore. 

NEW AWARD CATEGORIES FOR 2019 

With the introduction of several new awards categories, together with the new and exclusive ‘CEO of the Year’ & 
‘Best Bank in the World’– this is the most up-to-date awards program reflective of the latest trends in the retail 
banking landscape. 

For eligibility of entry and the full list of awards, please click here. 

REQUEST NOMINATION PACK

Namitha 
Bhide

Varun 
Mittal

Founder & CEO 
Denim Consulting

Associate Partner, 
Financial Services 
EY

Frederic 
Giron

Allwyn 
Barreto

Jordan 
Windebank

VP & Research Director Partner, Financial 
Services Consulting 

Managing Director, 
Financial Services 
Technology Leader, 
Southeast Asia Consulting
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The past 10 years has been marked by recovery and surprisingly, quick turnarounds. 
As Deloitte put it in its 2019 Banking and Capital Markets Outlook, we’re now on 
calmer waters and the banking industry is on a firmer ground. In the said report, it 
highlighted that “the global banking system is not only bigger and more profitable but 
also more resilient than at any time in the last 10 years.” The same report revealed 
that in 2018, “total assets reached $124 trillion, while return on assets (ROA) stood at 
0.9 percent. Similarly, tier 1 capital ratio as a proportion of assets rose to 6.7 percent, 
significantly higher than in 2008.1”
 
While as a whole, the recovery looks positive, the story on a regional level is not quite 
as straightforward. US banks, spurred by forceful legislations, tax cuts, rising rates 
and more recently, favourable GDP growth rates, are in a better footing than their 
European counterparts. Reports of overcapacity, low/negative interest rates and even 
structural deficiencies continue to mire the European banking industry and pose some 
challenges in their bottom line. According to the same Deloitte report, profits of the 
top five European banks dropped from $60 billion in 2007 to $17.5 billion in 2017.2” 

It’s almost unthinkable that only 10 years ago, the banking industry 
was on a brink of collapse. Triggered by the subprime mortgage 
market in the United States, which then quickly escalated into a 
full-blown banking crisis that spread all over the world, the banking 
industry has never been more uncertain and gloomier on what lies 
ahead. Today, we live in a very different world. 

Source: Deloitte, “2019 Banking and Capital Markets Outlook”

Figure 1. Growth of the global banking industry
In the last decade, the top 1,000 world banks have grown
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Sources: Danielle Myles, “Top 1000 World Banks 2018, ” The Banker, July 2, 2018; Danielle Myles, Top 1000 World Banks 2017,
“ The Banker, July 3, 2017; Charles Piggott, ”Top 1000 World Banks 2009, “ The Banker, June 24, 2009.

Figure 1. Growth of the global banking industry
In the last decade, the top 1,000 world banks have grown
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The story is a little rosier in the Asia Pacific region where Chinese banks 
continue to grow and achieve consistent profitability. In fact, in 2018, the 
world’s four largest banks are Chinese – this is a far cry from only a decade 
ago, in 2007, when none of the Chinese banks made it to the top 10 in the 
world.3”

The past decade has clearly been a period of recovery for the global 
banking industry. What would be more interesting to see is how the next 
decade will unfold. 

The rise of highly disruptive technologies such as AI and Analytics, 
Blockchain and Mobile Payments will force the industry to innovate. 
Moreover, the cultural impact of social media and how it integrates into 
the very fibre of human interaction will present a huge challenge – and 
opportunity – to the banking community. Whereas the past decade has 
been about recovery, will the next decade be about transformation?

Source: Bloomberg, “China’s Giant Banks Top This Ranking. And That’s a Cause for Concern2”

The World’s Largest Banks in 2018
Top 10 largest lenders by assets (dollars in billions)

The World Largest Banks in 2018
Top 10 largest lenders by assets (dollars in billions) 

Source: Bloomberg, “China’s Giant Banks Top This Ranking. And That’s a Cause for Concern”
https://www.bloomberg.com/news/articles/2018-08-12/china-s-giant-banks-top-this-ranking-a-cause-for-concern

Industrial & Commercial Bank of China Ltd. 

China Construction Bank Corp. 

Agricultural Bank of China Ltd.

Bank of China Ltd.

JPMorgan Chase & Co.

Mitsubishi UFJ Financial Group

HSBC Holdings Plc

BNP Paribas SA

Bank of America Corp.

China Development Bank 

$4,213

$3,634

$3,441

$3,206

$3,108 

$2,890

$2,652

$2,651

$2,641

$2,470  
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   The past decade 
has clearly been

a period of recovery 
for the global

banking industry. 
What would be

more interesting
to see is how the 

next decade
will unfold.”

“
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J.P. Morgan Private Bank
Bags 7 Awards at the Global Private
Banking Innovation Awards 2019

We spend in excess of 11 billion dollars on technology
of which digital occupies a large part. There is no way

in this day and age, you can build the scale and size
that we have without investing in digital.”

- Rahul Malhotra, Head of South East Asia & NRI

J.P. Morgan Private Bank possesses relationships with 50% of the world’s deca-
billionaires, or those who have in excess of $10 billion in wealth. UHNW clients can 
be very sophisticated investors themselves, so a lot of what J.P. Morgan focuses on 
is not always centred on investments, but rather customised solutions and ideas to 
help them manage their financial situation outside of their funds. This ranges from 
Trust and Estate Planning to Lending, as well as Philanthropic interests.

“
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Exceptional Client Experience
J.P. Morgan continues to enhance digital 
engagement with its clients by continuously 
upgrading their website, both secure and public, 
and by using more interactive communication 
channels that best meet clients’ needs. They 
host an annual flagship technology-focused 
event in China that brings together entrepreneurs 
and investors from around the world to discuss 
investments in topical technology areas such 
as artificial intelligence, cybersecurity and other 
macro trends. 

Digital Client Communications
Ideas & Insights is a proprietary platform that 
provides clients and invited guests with written 
and video content specially prepared by J.P. 
Morgan experts and invited experts. The aim 
is to give readers perspectives which will help 
them shape their views across a range of topical 
wealth management matters. Whether it be 
macro opinions, advice on talking with children 
about wealth or support in their philanthropic 
journey, Ideas & Insights is there to inform and 
educate. 

The Private Bank aims to communicate with 
clients in the way in which they choose. The  
J.P. Morgan Private Bank WeChat channel 
shares commentary with followers on current 
trends and themes that are relevant to the 
management of their wealth. Using both videos 
and written articles, followers are given insights 
from J.P. Morgan experts.

Technology and Innovation 
Clients’ needs and behaviours are changing — 
and J.P. Morgan is changing along with them. 

Innovation is critical and transforming the way 
the bank interacts with its clients and each 
other, which is why the largest portion of 
their investment budget is in technology. The 
bank spends about $1.4 billion in incremental 
technology investments, the majority of it in 
core platforms and digital, and with the 
remainder in cyber and controls.  

Digital Wealth Management 
The Digital Wealth Management team continues 
to build out a robust and innovative digital 
platform so clients have the flexibility to do 
business with the bank anytime, anywhere, on 
their terms. A few examples: 

Privacy and Safety – an enormous amount of 
resources are spent to protect clients from fraud, 
cybersecurity risk and invasion of their privacy 

J.P. Morgan recently completed a new 
arrangement with Intuit, which we think 
represents an important step forward. In 
addition to protecting the bank, the customers 
and even the third party (in this case, Intuit), 
allows customers to share data – how and when 
they want. Under this arrangement, customers 
can choose whatever they would like to share 
and opt to turn these selections on or off as they 
see fit. 

1. BEST PRIVATE BANK – OVERALL                                         
THE AMERICAS                        
(Winner) 

2. BEST PRIVATE BANK                                                     
HONG KONG                               
(Winner)

3. BEST PRIVATE BANK                                              
SINGAPORE                                                                                                            
(Winner)

4. BEST PRIVATE BANK                                                         
FOR ULTRA HIGH NET-WORTH                                                  
CLIENTS                                                                                     
(Winner)

5. BEST GLOBAL PRIVATE BANK                                                   
ASIA-PACIFIC                                              
(Highly Acclaimed)

6. BEST PRIVATE BANK       
DIGITAL CLIENT COMMUNICATION  
(Highly Acclaimed)

7. BEST PRIVATE BANK – OVERALL                                         
NORTH ASIA                                        
(Highly Acclaimed)
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TDB: In September last year, plans were 
announced to add more than 1,300 
positions, split between retail and private 
banking by 2022, the bulk of which were 
going to be between Singapore and HK. 
Can you comment on how plans are faring 
out for Singapore’s Retail business?

AM: The fact that there is significant 
accumulation of wealth in Asia is not going 
to change. We expect Asia will become the 
largest creator of wealth worldwide – the 
region’s total share of global private wealth 
is forecast to overtake North America by 
2021 – and it continues to grow. This is 
a huge opportunity for us especially our 
HSBC Jade and International segments. 
Both segments include individuals based 
in Singapore, many of whom have global 
business or family connections abroad, as 
well as international customers who are 
banking in Singapore.

Developing Solutions 
around customers’ needs

TDB: How was 2018 as a year for HSBC 
Singapore’s Retail and Wealth Business?

AM: 2018 has proven to me that when we set 
our sights on a goal, no matter how seemingly 
impossible, the possibilities are out there. We 
leap-frogged ahead of many of our set targets 
including continuing to outperform our peers 
in internal customer recommendation and 
experience surveys. We also started to gain 
recognition for our efforts in building a customer-
centric business at various regional and global 
awards including those from the inaugural Global 
Retail Banking Innovation Summit & Awards in 
2018.

Our financials continue to trend upwards where 
we saw year-on-year core retail banking and 
wealth management profit after tax trending 
upwards. This proves that our strategy is 
working and it is bringing us one step closer to 
our ambitions of banking every Singaporean, 
becoming the bank of the future and transforming 
ourselves into an international wealth hub for the 
region.

An interview with Anurag 
Mathur, Head of Retail  Banking 
& Wealth Management, HSBC 
Bank (Singapore). 

Our financials
continue to trend 

upwards where we saw 
year-on-year core retail 

banking and wealth 
management profit after 

tax trending upwards.” 

“
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We see a growing 
trend in Singaporeans 

looking beyond the 
region for investment 
opportunities as well 
as buying properties 
and paying for their

children’s education.”

“
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In 2018, HSBC Singapore, as a whole, saw 
business-facing headcount increase by around 
12%.  Similarly, for the retail banking and wealth 
management unit, we are on track, particularly 
in attracting key customer-facing employees for 
the HSBC Jade segment. We have filled most 
of the positions in 2018 and plan to add more 
Jade RMs this year.

TDB: What new capabilities and offerings 
can your retail and wealth customers 
expect over 2019-2020?

AM: We plan to continue growing our domestic 
business to scale by introducing new solutions 
and propositions as well as streamlining 
processes for greater operational efficiency.  
We will also continue to invest in our digital 
capabilities by focusing on building out our 
mobile-centred offerings. And, we will continue 
to scale up our Asia wealth business to better 
capture the wealth flows in this region.

In particular, we have introduced new banking 
products and solutions geared at supporting 
our customers’ international needs, be it for 
their travels, children’s education, investing or 
building a home overseas. This continues to be 
a key focus area.

Some notable recent launches include an FX 
app, QuickFX, which enables our customers 
to actively manage and plan on-the-go for their 
foreign currency and remittance needs, and 
the jewel of the crown – the opening of two 
new HSBC Jade Centres in both our flagship 
branch in Claymore located within the heart of 
Singapore’s main shopping belt, Orchard Road, 
as well as Jewel at Changi Airport, which is fast-
emerging as the lifestyle hub for Singaporeans 
living in the East and international travellers.

HSBC Jade Centres serve our Jade customers 
which is our retail banking affluent proposition 
for individuals who have at least SGD1.2 million 
in cash and/or investments with the bank. It 
offers personalised investment solutions and 
advice, and global concierge services.

TDB: At THE DIGITAL BANKER, we believe 
data is truly the future of banking – whoever 
holds an intricate view on consumer 
behaviour and is able to add value to their 
lives by leveraging data, will be the bank 
of the future. How does HSBC currently 
approach data, and what are the main 
challenges in monetising it?

AM: Data is critical for us in delivering a mobile-
centred smart banking proposition where we 
can proactively, yet without being intrusive, 
prompt or alert our customers on how we can 
support them. We also leverage data to further 
drive customer experience as it allows us to 
have a better understanding of our customers 
especially when they are actively looking for 
banking solutions that meet their life stage 
needs. Having access to rich and precise data 
allows us to better customise our offers and  
guide our customers in discovering new services 
or solutions that will help them in their financial 
planning journey.

TDB: Your recently launched ‘All-in-One’ 
Debit Card has offered users in Singapore 
great convenience and facilitated increased 
deposit balances – particularly amongst 
your mass affluent customers. What are 
the latest capabilities your customers are 
demanding from a payments perspective?

AM: We see a growing trend in Singaporeans 
looking beyond the region for investment 
opportunities as well as buying properties and 
paying for their children’s education. It is with 
this in mind that we developed the Everyday 
Global Account & Debit card. Both of these aim 
to give greater convenience and a more cost-
effective way for our customers to spend or 
make payment overseas.  

The Everyday Global Account when used with 
HSBC QuickFX app is a powerful payment 
and currency management tool as it gives our 
customers the control of planning ahead and 
the flexibility to convert their currency of choice 
without any hassle. Coupled with the Everyday 
Global Visa Debit Card, our customers can 
experience frictionless payment for overseas 
purchases, online shopping and cash withdrawal 
in ten currencies with $0 fee.

14 The Digital Banker | July 2019 Issue



Looking ahead, we plan to introduce more 
mobile-led products and solutions that enable 
not only our customers but also our frontline 
teams which can facilitate and track near 
real time, seamless global payments or fund 
transfers.

TDB: What do you feel sets HSBC’s 
Retail and Wealth Offering apart from its 
competitors in Singapore?

AM: Our ability to deliver for our customers, 
regardless of their geographic locations is 
especially attractive. Our universal banking 
model and the unparalleled global network we 
offer are something that other regional players 
can’t easily match. 

HSBC is able to connect our customers to 
our global network, help provide for a broad 
range of financial solutions from retirement to 
legacy planning, and this comes alongside 
manufacturing capabilities supported by our 
insurance and asset management arms. 

TDB: Which new technologies will HSBC be 
ramping up investment in over the next 3 
years?

AM: We will continue to focus on building a 
bank of the future that puts the customers at 
the centre. This requires us to be able to blend 
the best technology and data intelligence with 
the power of our people.

What this means is we will continue to build out 
mobile-centred capabilities which will enable 
our customers to be seamlessly supported and 

served across digital and in-person channels.  

Another area of focus would be honing our 
ability to turn data into insights using analytics, 
machine learning and AI. 

Our universal
banking model and 

the unparalleled global 
network we offer

are something that
other regional players 

can’t easily match.” 

“

Always develop solutions around the 
customer’s needs and experience.”“

TDB: What advice would you give to aspiring 
young banking executives in gaining 
stakeholder buy-in for new initiatives/
product launches?

AM: Always develop solutions around the 
customer’s needs and experience. Where 
possible, always involve customers from the 
onset. Some of my most successful initiatives 
are instances where customer insights play a 
key role in helping us formulate and execute 
new ideas and solutions. 

It has worked well for me to be nimble when 
working with others – be it internal or external 
stakeholders. This is especially key as rapid 
iterations help improve speed-to-market. My 
parting advice: be passionate and resilient.
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MOBILE BANKING:
       THE NEW MEASURE 
     OF SUCCESS

As consumers become increasingly mobile, expectations 
to have a quicker, more convenient way to handle banking 
transactions also increase. And banks that take notice reap 
the most benefits. In a 2018 Digital Banking survey3 of 4,000 
consumers conducted by PwC, it was revealed that “15% of 
customers are now mobile dominant, up sharply from 10% just 
a year ago.” At the rate the mobile app technology is going, 
coupled with the advent of 5G technology, this trend will only 
likely intensify in the years to come.

In 2018, United Overseas Bank 
(UOB) won the “Retail Bank of 
the Year” at The Digital Banker’s 
Global Retail Banking Innovation 
Summit & Awards. UOB was cited 
for its “relentless efforts in driving 
innovation across payments, loans, 
cards and everyday banking. They 
have demonstrated their customer 
obsessive culture through the 
provision of trailblazing products 
and services which have become 
intrinsic to their customers’ 
everyday lives.”

True to form, UOB also excels in 
mobile banking, along with other 
banks in our research, that are 
making waves in this arena.

United Overseas Bank – UOB 
aims to deliver seamless and 
enjoyable banking experience 
through Mighty. It is the first bank 
in Singapore to allow customers 
to view balances with their 
fingerprints (Apple Touch ID) and 
to allow them to continue paying 
bills or transferring funds without 
the need to logout and re-login. 
It is also the first bank in Asia to 
integrate a workflow that merges 
offline activity (card spent) and 
online action (triggers a customer 
review post card spent). And 
finally, it is the first bank in the 
world (outside United States) to 
allow customers to make host 
card emulation (HCE) based 
mobile payments (contactless) 
for transactions of any value at 
all Visa PayWave or MasterPass 
terminals.
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Maybank – New Maybank App - While 
redesigning the mobile banking and mobile 
payments experiences for Maybank’s 
customers, the bank identified that speed, 
convenience and security were the 3 
key things that it wants to deliver in the 
new Maybank App. To enhance the login 
experience, Maybank added face and 
voice recognition to give its customers 
faster, safer and easier options to access 
Quick Balance or to perform payments. 
As a result, Maybank has seen customer 
engagement levels skyrocket since its 
launch to as high as >30 logins a month per 
user – the highest engagement level of any 
banking app in Malaysia!

Standard Chartered Bank - Through Mobile 
2.0, Standard Chartered has simplified 
mobile banking. Clients can now check their 
account balance and transaction history in 
the pre log-in environment, which meets 
practical needs and brings a new level of 
convenience to the user. In addition, Mobile 
2.0 enables the Standard Chartered Mobile 
Key, which is a virtual security token that 
securely authenticates clients’ logins and 
transactions without the need for security 
token cards or one-time passwords. And to 
raise the bar even higher in terms of user 
interface, Mobile 2.0 plays a localised video, 
unique to each country, as a background 
video on the app’s home screen.

18 The Digital Banker | July 2019 Issue



UnionBank and Tagit – By introducing the 
first Selfie Banking in Asia, EON has paved 
the way for innovation in user authentication, 
which utilises facial recognition as an 
authentication method. It has also created 
a convergent banking platform which 
introduced the first open banking system 
for Filipinos where clients can register and 
do in-app transactions using any VISA/
Mastercard Debit or Prepaid card from 
different banks. With these technological 
innovations and convenient banking 
solutions, it paved the way for a safer digital 
banking environment for its customers.

IndusInd Bank Limited – IndusInd Bank 
has one of the most well-rated mobile 
banking applications – IndusMobile – on 
Google and Apple stores. In addition, it 
has also been recognised by renowned 
independent evaluators such as UBS 
and Forrester. IndusMobile goes beyond 
banking with features such as cab booking, 
food ordering, deal exploration and more. 
Some of its initiatives like cash on mobile 
and fingerprint banking were widely adopted 
by its customers and even competition. 
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Helping customers achieve
Financial Security

TDB: How much of an impact has digitisation 
and automation had on fee models –  do 
you envisage this to accentuate over the 
next few years?

ET: The digital push has enabled greater 
transparency, which in turn transformed the 
nature of customer activity and widened the 
gap between those that can provide customers 
with such transparency in a simple way, versus 
those that can’t.
 
With the Internet at their fingertips, today’s 
clients are much more aware of the options 
available to them and can easily check, evaluate 
and compare prices in real-time – pushing 
private banks to go beyond the price game, 
and differentiate themselves by focusing on 
providing quality advice more than ever before.
 
For clients who do not require advice, digitisation 
has enabled them to take a do-it-yourself 

DBS Bank’s Head of Digital Wealth, Evy Theunis, shares the 
bank’s commitment to helping its customers achieve financial 
security.
DBS Bank is quickly gaining clout as one 
of the world’s best banks. With enviable 
digitally-enabled and omni-channel 
service models, the bank continues to 
push boundaries and is emphatically 
raising the bar in service delivery. What 
strengths does DBS have across data, 
technology, advice and execution, and 
what kind of world does it want to create 
for its customers? In an exclusive interview 
with THE DIGITAL BANKER, Evy Theunis, 
Head of Digital Wealth, talks about strategy 
and the future of private banking.

approach to investment – for example, our clients 
can now get the latest view of their portfolio 
and execute equity trades, fund purchases and 
more on their own online at any time of the day 
via DBS iWealth, our all-in-one integrated wealth 
management platform. They can even leverage 
online without having to go through a relationship 
manager.

Services, offerings and the way we engage with 
customers, have also evolved as expectations of, 
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Our view is that 
every individual’s 
needs are unique 

and can’t be 
categorised by 

gender.
Instead, these are 

determined by 
the job or activity

at hand.” 

“
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and the need for, convenience and ease of 
access become increasingly key. To this end, 
we recently launched DBS digiPortfolio, a hybrid 
platform that brings together human expertise 
and robo-advisory, which allows customers to 
buy into an investment portfolio at an affordable 
cost with just a few clicks.

As for clients – we have observed that our 
female clients tend to be less active on digital 
investment platforms as compared to the 
men. That said, these observations aren’t 
prescriptive, especially as society continues to 
evolve and become increasingly digital-savvy 
over time – gender lines are blurring and age-
old stereotypes no longer hold.

Our view is that every individual’s needs are 
unique and can’t be categorised by gender. 
Instead, these are determined by the job 
or activity at hand. As such, we focus on 
understanding our clients as individuals, and 
enhancing our digital offering based on individual 
characteristics such as their investment styles, 
priorities and preferences.

TDB: There are more active users on Social 
and Chat platforms than the population 
of human beings on the planet. How do 
you think about this in terms of your 
existing businesses? Does it represent an 
opportunity or threat?  

ET: I see this as an opportunity. Chat platforms 
can enable relationship managers to create 
deeper relationships with their clients, especially 
for the younger generation, and also allow 
speedier service delivery to clients. You may not 
call someone daily, but you don’t necessarily 
have the same limitation with chats.
 
To enable our RMs to leverage this rising trend, 
we launched DBS Wealth Chat last year, a 
service that allows DBS’ wealth clients to 
interact, exchange ideas and transact with their 
RMs via popular instant messaging platforms. 
We made the decision to go to where our clients 
are.

TDB: How widespread within DBS is 
data analytics in driving product/service 
personalisation, and can you share some 
success stories in the use of advanced 
analytics?

ET: We heavily rely on data when developing 
and enhancing our features. The likes of 
analytics, 5-star ratings, customer feedback 
and behavioural patterns give us a wealth 
of information on how our customers are

TDB: What new digital capabilities are HNW 
and UHNW clients demanding and how 
prepared are legacy systems to meet these 
demands?

ET: From my point of view, “legacy” is a loose 
term. You can have a state-of-the-art back-end 
system, but still face scalability issues if it was 
built in a non-agile manner. However, so long as 
there is focus on automating the entire process, 
it is still possible to achieve an architecture that 
at least addresses the customers’ fundamental 
demands, even with these monoliths.
 
Beyond that, it is also important to explore and 
tap into other technology solutions, such as 
those developed by FinTechs. For example, we 
worked with robo-advisory start-up Quantifeed 
to build our recently launched DBS digiPortfolio 
platform, and Kasisto, the creators of KAI, a 
conversational AI platform that powers smart 
bots and virtual assistants with deep banking 
knowledge, to enable customer conversations 
and deeper engagement on DBS iWealth.

TDB: Private Banking has traditionally been 
monopolised by male bankers and clients. 
As the number of female clients grow, and 
technology continues to augment digital 
services, are you noticing a unique impact 
on your female clients?

ET: I’m glad to say that this assumption doesn’t 
apply to DBS! The proportion of our female 
wealth RMs across the organisation has stayed 
relatively constant at 51% from 2013 to 2018.

With the Internet at their 
fingertips, today’s clients 

are much more aware of the 
options available to them.” 

“
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interacting with us, and what they would like to 
see next.
 
With DBS iWealth, analytics showed us that 
making simple navigational improvements or 
introducing new features such as the ‘privacy 
feature’ or ‘favourite holdings’ directly correlated 
with increased customer satisfaction. It also 
helped to identify areas where we need to adjust 
our tech capabilities – for example, reducing 
scheduled maintenance of our back-end 
systems as customers are entering the trades 
over the weekend. 
 
TDB: Arguably, FinTech disruption is only 
in its infancy, as Open Banking, Blockchain 
and TechFin begin to pick up momentum – 
how much of a change do you anticipate 
to legacy banking models over the next 5 
years?

ET: We’re in an era of change, and industries 
are being disrupted constantly – which is a good 
thing! It pushes us to think out of the box and 
challenge our boundaries. Being able to develop 
our own response to change is essential, in 
which technology serves as a key enabler.

New technologies give us the ability to provide 
better experiences to clients, lower costs and 
simplify processes, and it is therefore key to act 
fast when these become available, which is what 
we have been focusing on. It’s also important to 
bring the organisation along in this journey.

TDB: DBS is customer obsessed, with 
a mission to be digital to the core. That 
means digitising the middleware, back-
end and front-end, as opposed to simply 
building apps. What truly sets DBS iWealth 
apart from other platforms?

ET: We don’t believe in doing this as a one-off. 
DBS has consistently been investing in digital 
for our retail and wealth customers over the

years, and hasn’t slowed down; instead, we 
continue to invest and enhance our capabilities 
on an ongoing basis. It’s also critical to ensure 
the investment isn’t just on the front-end; it must 
be front-to-back. You need strong back-end 
architecture and systems to enable excellent 
front-end client experiences – can’t have one 
without the other.
 
Taking DBS iWealth as an example, you might 
say it’s quite complete in terms of all plain vanilla 
features including portfolio monitoring, tools, 
alerts, and even leveraging. But we don’t want 
to stop there. We’re continually relooking our 
technology stack, improving usability based on 
insights gleaned from customer feedback and 
behavioural patterns, and innovating.

DBS has consistently been 
investing in digital for our

retail and wealth customers
over the years, and hasn’t 

slowed down.”

My hope is to be able to help all customers with limited 
time and knowledge to better prepare for their future, and 

ultimately achieve financial security – and being able
to accomplish these three things are key.”

“

“

Finally, what would you say are the three 
things (work related) that keep you awake 
at night?

ET: The three things are:
 

• How can we give the best advice out to 
a large group of customers efficiently?

• How do we give all customers access 
to the best possible wealth experience?

• How can we increase engagement with 
our customers in a meaningful way?

 
My hope is to be able to help all customers with 
limited time and knowledge to better prepare 
for their future, and ultimately achieve financial 
security – and being able to accomplish these 
three things are key.
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DATA ANALYTICS:
   NOT JUST BIG DATA  
   BUT RIGHT DATA
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It is not a coincidence that one of the most 
competitive industries in the world is among 
the top spenders in big data and analytics 
solutions – the banking industry. According to 
the report, banking, discrete manufacturing, 
professional services, process manufacturing, 
and federal/central government account for 
an estimated $91.4 billion in BDA revenues for 
this year alone. To put it to perspective, that’s 
nearly half of the worldwide BDA revenues this 
year.

On the ground level, the transformation is even 
more palpable with some banks assigning 

particular priority to data analytics. 

Early this year, DBS Bank won the Best Use
of Data & Analytics at The Digital Banker’s 
Next-Gen Customer Experience in Financial 
Services Congress & Awards held in 
Singapore. In bestowing this recognition, it
was highlighted that “DBS Bank’s ATM 
handles 300 million transactions every 
year with close to 13 million of them failing 
due to reasons like insufficient balance, 
note unavailability and machine faults. To 
improve the customer journey, DBS Bank 
used real-time customer analytics and 

One of the main drivers of innovation in the banking industry is data analytics. 
According to latest statistics from IDC, revenues for big data and business analytics 
(BDA) solutions will reach $189.1 billion this year and will continue to register 
double-digit annual growth through 2022. 

According to Dan Vesset, Group Vice President, Analytics and Information 
Management at IDC4, “digital transformation is a key driver of BDA spending 
with executive-level initiatives resulting in deep assessments of current business 
practices and demands for better, faster, and more comprehensive access to 
data and related analytics and insights.” He further noted that, “enterprises are 
rearchitecting to meet these demands and investing in modern technology that will 
enable them to innovate and remain competitive. BDA solutions are at the heart of 
many of these investments.”
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algorithms to recommend next withdrawal  
amounts to successfully complete transactions 
which has prevented at least 1.65 million 
issues.”

In UOB Singapore, they implemented a 
Personalised Engine Development and Online 
to Offline Infrastructure as an implementation 
mechanism of their “push the Right Content for 
the Right Customer with the Right Touchpoint 
at the Right Time” philosophy. 

Personalised Engine Development 
Using data such as context and segmentation 
combined with machine learning technologies, 
UOB’s recommender is able to generate more 
personalised offerings for each individual 
customer. 

UOB have also further incorporated more 
sophisticated machine learning and AI 
techniques to deepen their engagement with 
customers. Additionally, the team is working 
on extending the capability of the engine to 
deliver relevant recommendations on other 
financial products and contents across various 
touchpoints. 

Online to Offline Infrastructure
The O2O experience is a combination of 
the speed and convenience of the internet, 
with UOB RM’s face-to-face personalised 
services. Whenever clients demonstrate 
interest in UOB’s content, RMs will be notified, 
allowing for a timely follow up with the relevant 
conversations.

At Krungsri Consumer, using their Big Data 
Analytics platform, their team of data scientists 
could utilise geo-location technology and 
Krungsri Consumer’s 20 years of data 
history to develop a sophisticated merchant 
recommender system that offers high-
precision relevance to its customers. This 
sophisticated system helped the business 
improve campaign response rate by 52%, 

while lessening SMS expenses by around
78%. This has translated into 22 Million Baht 
of incremental volume per month and is 
estimated to increase annual volume by 259 
Million Baht per year.  

In terms of non-financial benefits, the system 
helped enhance customer experience 
and reduced customer’s irritation due to 
irrelevant offerings.  With investment of less 
than 1 million Baht due to purely in-house 
development – where only 5-month salaries of 
one data scientist and one IT technician could 
be counted – this project is considered truly 
profitable and successful.  The ROI has been 
reported to reach 432% within 1 year.

Another great case study is that of SCB Abacus. 
To be able to extend loans to small businesses 
that make up a majority of economic activities 
in the Thai economy, the team created a new 
end-to-end lending platform that uses AI-
powered algorithms to build a new risk model 
using alternative data such as store rating 
and shipment patterns. It then automatically 
pulls data via open API from a digital partner 
to generate loan applications. The platform 
is integrated into the core banking system to 
disburse approved loans into bank accounts 
instantly. Users sign in to partner’s platform via 
0Auth to provide consent to access data and 
authenticate identity via One-time Password 
(from SMS). 

To get a business loan in Thailand, it typically 
takes 3 days up to one week to submit 
applications with bank statements and other 
documents to getting approvals to receiving 
money transfers. With the new platform, users 
can submit a loan application through online 
and receive instant approval without further 
need to submit documentation. Customer 
will receive money as quickly as demanded 
as data is pulled directly via API. The AI loan 
decision engine also provides instant loan 
decision.
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UOB’s ‘Risk First Portfolio 
Allocation’ allows clients to invest 

into a portfolio allocation based 
on preference and themes that are 

aligned with market opportunity. 
This approach means that clients 

are able to participate in the present 
market opportunity by allocating 

directly into products whilst being 
prudent in terms of risk appetite.

Through this capability, the 
bank was able to provide easily 

implementable solutions sets that 
capture market opportunities yet 

with prudent risk consideration. As 
a result, based on Q3 2018 data, 

UOB’s actively transacting wealth 
management clients have grown 

11% Year-on-Year.

BEST CX
BUSINESS MODEL

Winner:
UOB Bank

Highly Acclaimed: 
RHB Bank Berhad

CIMB

EXCELLENCE IN
NEXT-GEN CUSTOMER

SATISFACTION

Winner: 
KASIKORNBANK PCL

Highly Acclaimed: 
DBS Bank

Taishin Bank 

KASIKORNBANK 
collaborated with a 
university to launch the 
‘CU NEX’ project - a 
platform that brings 
students, professors and 
university staff together 
- both digitally and in 
physical life.

CU NEX is a one-stop 
service mobile application 
featuring meaningful 
functions such as applying 
for a digital student ID 
card, issuing a physical 
ID Debit Card online, 
tuition fee payment, class 
schedule management, 
transportation tracking, 
and QR payments. As 
a result, 95% of total 
students opened a bank 
account with the bank and 
downloaded the CU NEX 
app with 94% applying for 
the self-issued K PLUS 
debit card.

NEXT-GEN CUSTOMER EXPERIENCE 
IN FINANCIAL SERVICES AWARDS 2019 
21ST FEBRUARY 2019 SINGAPORE
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Richart, the game-changing 
digital bank, integrates services 
customer needs with strategic 
partners covering telecoms, 
FinTechs and insurance 
companies.

NEXT-GEN CUSTOMER EXPERIENCE 
IN FINANCIAL SERVICES AWARDS 2019 
21ST FEBRUARY 2019 SINGAPORE
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EXCELLENCE 
IN API BANKING

Winner: 
Taishin Bank

BEST USE OF
CUSTOMER
FEEDBACK 

Winner:
DBS Bank

Highly Acclaimed:
RHB Bank Berhad 

CIMB

In their journey towards the 
‘Best Bank in the World’, 

DBS’s Institutional Banking 
Group Operations pivoted 
towards delivery of digital 

service capabilities to deliver 
a truly omni-channel customer 
experience. DBS is committed 
to responding to all customer 

needs in a fast-changing world 
by embracing digitisation and 

human-centred design thinking 
to ensure it remains competitive 
in the future as a bank of choice 

for its customers.
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The first bank in the industry 
to have created a digital 
solution for car financing. 
UOB’s new Car Loan 
promises to save customers 
time by shortening loan 
approvals from days to only 
7 minutes!

BEST 
PRODUCT OR 

SERVICE INNOVATION

Winner:
UOB Bank

Highly Acclaimed: 
Siam Commercial Bank PCL

Kasikorn Bank PCL

CX has been a key focus area 
for CIMB to drive differentiation, 

as part of their 2018 Target 
– a Regional CX department 

was established to provide 
leadership on the formulation 

and implementation of the overall 
CX strategies across the board. 
The overall implementation and 

embedment of the NPS initiative 
has received strong adoption and 

fostered a ‘common mindset’ 
across stakeholders.

EXCELLENCE 
IN NPS

Winner:
CIMB 

Highly Acclaimed: 
RHB Bank Berhad 
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NEXT-GEN CUSTOMER EXPERIENCE 
IN FINANCIAL SERVICES AWARDS 2019 
21ST FEBRUARY 2019 SINGAPORE
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Bank of Ayudhya’s “GIFT” 
initiative is raising the bar on 

customer loyalty programs 
by creating omni-channel 

experiences and leveraging data 
to offer almost instant rewards. 
By diving deep into customers’ 

data, the bank uncovered a 
trigger to convert occasional 

users to main bank customers by 
encouraging users to complete 

four types of transactions.

RHB Bank has 
demonstrably showcased 
the importance they place 
on customer feedback. 
RHB Bank strives to listen 
to its customers across 
main touchpoints and at 
different junctures of their 
journey. RHB Bank have 
successfully created an 
environment that goes 
beyond the day-to-day 
business meetings or 
transactional engagements 
to talk to customers.

BEST CUSTOMER 
LOYALY PROGRAM

Winner: 
Bank of Ayudhya PCL

Highly Acclaimed: 
Taishin Bank

BEST CUSTOMER 
INSIGHT & FEEBACK

INITIATIVE
 

Winner:
RHB Bank Berhad

Highly Acclaimed: 
UOB Bank

Kasikorn Bank PCL
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NEXT-GEN CUSTOMER EXPERIENCE 
IN FINANCIAL SERVICES AWARDS 2019 
21ST FEBRUARY 2019 SINGAPORE
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UOB Bank has invested 
into “The Investment 

Market Monitoring Radar” 
development and continues 
to invest in the automation 

efforts over time. The 
automated system scans 

the investment universe 
from hundreds of data 

points to identify Value, 
Trend & Activity. It ranks 

the supporting factors 
automatically. From the 

automated rankings, they 
can assess the risk timeline 

and identify whether a 
particular risk factor is 

actually improving or 
deteriorating.

BEST 
TECHNOLOGY 

IMPLEMENTATION - 
BACK OFFICE 

Winner:
UOB Bank

Highly Acclaimed:
DBS

RHB Bank Berhad

BEST USE OF 
A.I. FOR CUSTOMER 

EXPERIENCE

Winner:
Standard Chartered 

Hong Kong

Highly Acclaimed: 
Taishin Bank

Standard Chartered Hong 
Kong’s chatbot, Stacy, serves 
as a banking virtual assistant 
for clients. Available 24x7 on 
online and mobile channels, 
Stacy helps clients in English 
and Cantonese seamlessly. 
By providing general banking 
info, the most relevant offers 
nearby, branch and ATM 
locator information, and 
product eligibility details, Stacy 
is the newest member of their 
client care team!
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NEXT-GEN CUSTOMER EXPERIENCE 
IN FINANCIAL SERVICES AWARDS 2019 
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In 2018, Standard 
Chartered Singapore 
launched a global FX 
Trading platform built 
within the existing mobile 
and online platforms. 
This platform serves as 
a one-stop shop for its 
client’s FX trading needs 
and allows clients to take 
advantage of trading 
opportunities in dynamic 
market conditions, 
anytime, anywhere!

BEST 
TECHNOLOGY 

IMPLEMENTATION - 
FRONT END

Winner:
Standard Chartered Singapore 

 
Highly Acclaimed:

UOB Bank
Bank of Ayudhya PCL
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BEST USE OF
DATA & ANALYTICS

Winner:
DBS Bank

Highly Acclaimed:
CIMB

UOB Bank

NEXT-GEN CUSTOMER EXPERIENCE 
IN FINANCIAL SERVICES AWARDS 2019 
21ST FEBRUARY 2019 SINGAPORE
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DBS Bank’s ATM handles 300 
million transactions every year 
with ~13m of them failing due 

to reasons like insufficient 
balance, note unavailability, 
machine faults. To improve 
the customer journey, DBS 

Bank used real time customer 
analytics and algorithms to 

recommend next withdrawal 
amounts to successfully 

complete transactions which 
has prevented 1.65m issues 

thus far.

BEST CLIENT 
ON-BOARDING 

INITIATIVE 

Winner: 
Bank of Ayudhya PCL 

Highly Acclaimed:
CIMB

UOB Bank
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This was the first banking app to truly
offer lifestyle elements. Siam Commercial 

Bank is already seeing other players 
adopting similar models. Siam Commercial 

Bank revamped its mobile banking app
in Aug ‘17 and to date, they acquired

more than 4 million additional
customers to go through their digital 

platform (>100% growth).

BEST USER 
EXPERIENCE

MOBILE

Winner:
Siam Commercial Bank PCL  

Highly Acclaimed:
DBS Bank

Standard Chartered 
Singapore

BEST USER 
EXPERIENCE - 

INTERNET 

Winner: 
Taishin Bank

BEST CUSTOMER 
EXPERIENCE - 

BRANCH

Winner:
CIMB 

Highly Acclaimed: 
RHB Bank Berhad

Project $peed is an initiative 
that enhances CIMB’s branch 
productivity and efficiency 
as well as boosts customer 
experience across multiple 
touchpoints. The project was 
launched at an extremely 
quick pace in 2017 and had 
delivered instant results in just 
a short period since its launch 
nationwide.
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IN FINANCIAL SERVICES AWARDS 2019 
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Through their social media channel, 
Taishin Bank communicates and 
resonates with target customers’ 

internet language. Their social media 
initiative also play an indispensable role 

whilst delivering their brand value and 
promotion campaigns.

BEST CUSTOMER 
EXPERIENCE – 
SOCIAL MEDIA

Winner: 
Taishin Bank

BEST CUSTOMER 
EXPERIENCE – 

CONTACT CENTRE
 

Winner: 
RHB Bank Berhad 

Highly Acclaimed: 
CIMB

RHB Bank’s Customer Care 
Centre touches over 250,000 
customers every month. This 
significant service level has a 
large impact on the overall CX
of their customers. The 
successful implementation of 
Virtual Relationship Manager 
and the Premier Intelligent
Call Routing at their Customer 
Care Centre enabled this winner 
to deliver the desired  
superior CX.

EXCELLENCE 
IN OMNI-CHANNEL

CUSTOMER
EXPERIENCE

Winner: 
RHB Bank Berhad

 Highly Acclaimed: 
Taishin Bank 

RHB Bank’s iSMART Account 
Opening is an innovative 
digital tool that comes with a 
host of features to empower 
their SME sales force to 
deliver better customer 
experience and sales 
productivity. iSMART is the 
first-of-its-kind SME sales 
force tool in Malaysia and is 
expected to change the way 
sales forces engage with
SME customers.
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NEXT-GEN CUSTOMER EXPERIENCE 
IN FINANCIAL SERVICES AWARDS 2019 
21ST FEBRUARY 2019 SINGAPORE

DBS’s offline and digital wealth offerings and privileges are carefully curated, employees 
trained in journey thinking and their digital platforms rooted in human-centred design. 
Coupled with the Wealth Continuum, they embed themselves in their client’s wealth journey, 
keeping wealth solutions simple and accessible and serving their changing needs.

BEST CUSTOMER 
EXPERIENCE - 

PRIVATE BANKING

Winner:
DBS Bank

BEST CUSTOMER 
EXPERIENCE IN 

BANKING

Winner:
DBS Bank 

Highly Acclaimed: 
RHB Bank Berhad 
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NEXT-GEN CUSTOMER EXPERIENCE 
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Standard Chartered Singapore 
has launched a new Wealth FX 
Trading platform on their digital 

channels, which is geared to 
help clients take advantage 

of trading opportunities in 
dynamic market conditions, 

anytime, anywhere. Available 
in Taiwan, Hong Kong, China 
and launching imminently in 

Singapore, clients in these 
markets will have both mobile 
and online access to cutting-

edge features such as real time 
FX rates and the ability to trade 
across 14 currencies, and over 

90 currency pairs.

BEST CUSTOMER 
EXPERIENCE – 
ALTERNATIVE 

WEALTH MANAGEMENT

Winner: 
Standard Chartered 

Singapore

BEST CUSTOMER
EXPERIENCE – CARDS

 Winner:
Taishin Bank
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Kenvault Technologies, a digital 
finance company, is introducing 
LenTM (Finance for every need) 

product which is essentially a 
sum up of Technology and Non-
Banking Financial Companies to 

provide a virtual marketplace or an  
online lending platform. Kenvault 

is introducing LenTM into India 
and Asia market in 2019 which 
is going to disrupt the Fintech 

ecosystem.

The diversity of their people 
– in nationality, culture and 
background – is a source 
of strength. DBS Bank also 
embraces gender diversity. 
Women account for about 55% 
of their workforce and more 
than one-third of their senior 
management positions are held 
by women. 

DBS’s staff are strongly 
encouraged to leverage 
opportunities provided by the 
programme to work across 
departments, businesses and 
countries.

BEST 
EMPLOYEE 

EXPERIENCE 2019

 Winner:
DBS Bank 

RISING
FINTECH STAR - 

ASIA PACIFIC

 Winner:
Kenvault Technologies 
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Judge’s Comments on Dennis Khoo

Andrew Taggart, Partner FSI Leader, SEA Consulting (PwC): “I am impressed with 
the way UOB has transformed their digital banking customer experience to be customer 
solution focused. The experience is easy to navigate with useful information and tools, 
easily accessible and much of the digital content is presented in a more engaging, 
conversational and slightly irreverent and fun style to the normal corporate styled 
content.”

Anshuman Singh Partner, Head of Digital, FSI (EY): “UOB is starting way back as far 
as digital transformation is concerned but is now embarking on some significant actions 
such as launching a new digital bank in growth markets, partnerships with Grab etc.”

For most of the other individuals, I feel the journey started before they got in this space. 
For Dennis – he’s starting the digital transformation now, and so has more of an “impact” 
on the journey.

CUSTOMER 
EXPERIENCE 

PROFESSIONAL 
OF THE YEAR 2019

 Winner:
Dennis Khoo
UOB Bank

CUSTOMER 
EXPERIENCE

INSTITUTION OF THE
YEAR 2019

 Winner: 
DBS Bank
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Key changes that we have noticed are that 
while many of our customers may be based in 
Singapore, they have studied or worked overseas, 
and have regional business interests. They 
tend to look beyond Singapore for investment 
opportunities and lifestyle experiences. A 
majority of our affluent international customers 
are based in Singapore and key Southeast 
Asia markets, with business interests or are 
professionals working in the region.

As such, helping our customers meet new 
aspirations as their lives and businesses 
become more international is key to our growth 
in Singapore and plays to our strengths as a 
leading international bank.

TDB: THE DIGITAL BANKER has been 
closely monitoring Challenger and Neo-
Bank activity, we’ve seen numerous
entrants grow over the last year and 
anticipated such disruptors to intercept 
approx. USD 160 billion in deposits from 
the 10 largest banks. How does HSBC 
Singapore counter such potential threats 
from these players? 

IY: Currently, not many countries in Asia, 
including Singapore, has any formal framework 
to regulate digital-only banks. As such, we don’t 
see an influx of new entrants to the market. 
However, we firmly believe the swift development 
of Internet of Things (IoT) will change consumer 
behaviour. 

People now expect faster yet more personalised 
service, greater efficiency but more streamlined 
processes. They want to be able to shop, pay 
and bank on their smartphones as they’re on-
the-go.

It is important for banks to be able to integrate
technology into our work models to improve 
a customer’s experience. Moving towards a 

TDB: As Head of Wealth & International of 
HSBC’s retail banking unit in Singapore, 
what is the most significant change you 
have noticed in terms of the profile of the 
affluent segment in Singapore?  

IY: Internationally oriented customers are an 
increasingly important segment for us. HSBC 
Jade, our affluent proposition for individuals 
who have at least SGD1.2 million in cash and/
or investments, together with our Premier 
International segment, form half of HSBC’s 
affluent customer base in Singapore. Both 
segments include individuals based in Singapore, 
many of whom have global business or family 
connections abroad, as well as international 
customers who are banking in Singapore. 

Integrating Technology 
into work models

An interview with Ian Yim, Head of Wealth & International, HSBC 
Bank (Singapore). Below are the excerpts of our interview.
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Majority of our
affluent 

international 
customers 

are based in 
Singapore and 
key Southeast 
Asia markets, 
with business 

interests or are 
professionals 

working in
the region.”

“
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and tailor recommendations based on their 
history and online behaviour. 

“bricks and clicks” model and seamlessly 
merging digitalisation with in-person interactions 
is what we should all strive towards.

Globally, HSBC will blend the best technology 
and data intelligence with the power of our 
people to provide helpful banking. Digital will 
play a crucial role in supporting, enabling, and 
driving our ambition of customer experience led 
growth.

TDB: What does your role look like on a 
daily basis and what do you enjoy most 
about it?

IY: Managing both the Singapore retail banking’s 
wealth and investment platform as well as the 
international customer segment puts me in 
a good position to ensure we have the right 
product suite and investment tools to help our 
customers leverage international opportunities 
to grow their wealth and protect their future.

In my role, while I can never fully anticipate what 
needs my attention on a daily basis, the diversity 
of the discussions that I have with both my local 
teams and regional counterparts further adds 
to enriching my knowledge in shaping our Asia 
Wealth strategy and drive the growth momentum 
of our Wealth and International business. 

TDB: What are some of the most common 
arising themes you’re seeing across wealth 
customers?

IY: Wealth customers, especially the affluent 
segment, remains very much at the forefront 
of digital adoption. However, many still expect 
having access to human advisors as part of 
the process and this is particularly relevant to 
affluent customers.

Our affluent customers expect greater 
personalisation, and technology can help with 
this. AI and machine learning can improve 
customer experience by using data intelligence 
to help us better understand their preferences 

It is important for banks
to be able to integrate

technology into
our work models.”

“

While digital adoption
is integral to the

long-term growth of
our wealth business,
the human element

is still crucial.”

Millennials and the next generation of consumers 
are digital natives. They will expect even faster, 
more intuitive yet still personal services. Banks 
of the future can’t just rely on technology to help 
them meet these needs. Instead, they should 
use technology to make customer experience 
more personal, easy and engaging. Adoption of 
technology is key to enabling us to stay personal 
and deepen our engagement with customers. 

TDB: How does HSBC help customers truly 
achieve financial security in today’s digital 
economy?

IY: We will continue to invest in digital solutions 
that will deliver a seamless and frictionless digital 
wealth journey to our customers. In particular, 
we will focus on offering mobile-centred 
banking solutions that are aligned with changing 
customer behaviours and expectations.

While digital adoption is integral to the long-
term growth of our wealth business, the human 
element is still crucial. We will look to roll out 
platforms and solutions that allow us to leverage 
digital technology to offer a convenient and 
non-intrusive way to prompt our customers 
to think about their financial goals and needs. 
Most importantly, they are given full control over 
how far they wish to take these conversations 
including when they need to engage our team of 
relationship managers and product specialists.

“Our affluent customers
expect greater

personalisation,
and technology can

help with this.”

“
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The virtues of
Open Banking 

An interview with Ms. Maggie Pao, Head of Digital Innovation 
Division, Taishin Bank. Below are the excerpts of our 
interview. 

TDB: Can you tell us about your award-
winning Barcode Mobile Collection Service 
and what pain point was it launched to 
resolve?

MP: The advancing popularity of mobile payments 
has prompted merchants to install digital
wallet services (such as Alipay and LINE Pay) 
in order to meet the diverse payment needs
of consumers. Taishin Omni-Payment Platform 
(TOPP) has integrated well known digital wallet 
service providers of both domestic and cross-
border, providing merchants a one-time import 
service that saves and reduces development 
time and cost which are required when 
merchants import each digital wallet separately. 
Merchant’s cashiers could simply receive mobile 
payment by just scanning consumers’ payment 
barcode displayed from their digital wallet’s 
APP. Taishin Omni-Payment Platform (TOPP) is

currently the industry leader that integrated most 
of digital wallets in the market.

In order to provide assistance on merchant’s 
accounting needs, Taishin Omni-Payment 
Platform (TOPP) has also integrated the 
accounting information of each digital wallet 
into our accountings’ reconciliation back end
for merchants to check at any time.

Taishin Omni-Payment Platform (TOPP) 
provides different solutions based on the scale 
or equipment of merchants:

1. Merchant with POS (Point-of-Sale), 
Taishin Omni-Payment Platform (TOPP)
API (Application Programming Interface 
is provided for merchant’s POS to 
develop.

2. Merchant without POS, Taishin Omni-
Payment Platform (TOPP) APP 
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Taishin Omni-Payment 
Platform (TOPP)

is currently the industry 
leader that integrated 
most of digital wallets

in the market.” 

“
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Richart launches 2.0 on top of 1.0 version, 
which contains our featured products such 
as High Interest Rate Saving Account, High 
Cash-rebate Credit Card, and Low Threshold 
Investment. Richart makes every effort to 
provide comprehensive financial services that 
truly benefits consumers.

TDB: What are the main capabilities that 
Richart will deliver across the next year 
from a digital banking perspective?

MP: Richart provides financial services by thinking 
out of the box, giving customers comprehensive, 
integrated and versatile financial services through 
one account only, Richart. It allows customers 
to manage their financial products and accounts 
more easily, saving them from managing 5 or 6 
accounts at the same time.

(Application) is provided for merchant 
to download in their mobile devices 
or All-in-One QR code is provided for 
merchants to post on their cashier’s 
desk.

TDB: How does Richart 2.0 discover 
customers’ needs and offer more than just 
transactional services?

MP: With the mission of being a “Simple, 
convenient, thoughtful, and transparent” digital 
bank, Richart dedicates itself to innovation and 
breakthrough in order to respond to consumers’ 
needs. Through users’ testing and focus group 
interviewing, we get to know the authentic needs 
and expectations of our consumers. Moreover, 
Richart also applies agile into marketing to 
continuously monitor customers’ opinions and 
feedbacks, so that we can respond to them 
quickly.

In order to optimise our user experience, Richart 
conducts numerous user studies and interviews 
focusing on Richart’s target audience. We find 
that not only do they have strong preference 
on digital channel, but also high standards and 
expectations on automation and convenience 
in terms of financial services. Therefore, Richart 
launches 2.0 version, including services such as 
Richart AI Inverstment, Super Foreign Currency 
Account, Online Insurance, and Smart Personal 
Loan, providing users the most convenient and 
thoughtful financial services via mobile phone.

Also, to make sure that every function and 
service provided is right on point, Richart invites 
over 40 users to engage close beta to discover 
users’ feedback and make real-time adjustments 
before Richart 2.0 is distributed. By doing so, 
Richart gives our users full right to make their 
ideal banking app, constructing truly helpful and 
innovative financial service.

In order to optimise our
user experience, Richart

conducts numerous
user studies and interviews

focusing on Richart’s
target audience.” 

“

Open banking has
always been the trend

of the industry and
what Richart aims

to achieve.”

“

Open banking has always been the trend of the 
industry and what Richart aims to achieve. To 
date, Richart has over 1.3 million users, owning 
the greatest market share in Taiwan. Richart 
open bank creates an all-win situation for Richart, 
customers, and our partners. Customers now 
can easily enjoy and manage different financial 
products in one versatile platform, Richart. In the 
meantime, our partners also increase the profits 
and brand awareness through the partnerships. 
Numerous new customers were brought in 
to Richart and Taishin Bank, creating mutual 
benefit as a result.

Through the adaptation to cutting-edge 
technologies and open API, Richart gives 
consumers comprehensive financial products 
and services on Richart app. In the upcoming 
years, Richart will continue providing a user-
centric digital environment with more and more 
scenarios around consumers’ daily life through 
strategic partnerships and technology.
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TDB: Taishin is well known for its innovation 
in the payments landscape, we are seeing 
numerous disruptors entering this space, 
especially in China. How is Taishin future 
proofing digital payments for its customers?

MP: Taishin is continuing to invest and innovate 
in digital payments, and providing customers 
with multiple digital payment solutions. In 
2017, Taishin was a pioneer to providing Apple 
Pay, Android Pay, and Samsung Pay to our 
customers. In 2018, Taishin continued to be the 
first run of banks which provide customer to use 
digital payment by Fitbit Pay and Garmin Pay. In 
addition to cooperating with major international 
companies, Taishin also developed its own 
e-wallet, also known as LETSPAY, to provide 
its own six million members with the function 
of payment by QR code. Also, cooperating 
with locally well-known electronic payment 
institutions, customers can use savings account 
deduction through digital banking service.

In the future, Taishin will develop in the following 
three directions to provide customers with better 
digital payment experience.

1. Combine biometrics and mobile 
device innovations to develop new 
payment methods: Taishin provided 
customers contactless payment and 
QR  code payment through fingerprint 
identification. In the future, Taishin will 
continue to develop new biometric 
technologies, such as face recognition 
and voiceprint, to evolve brush face 
payment and voice payment. In 
addition, Taishin will continue adopting 
the new technologies of mobile devices 
to develop new payment methods and 
provide customers better payment 
experience.

2. Alliance with different industries 
to expand the scenario payment 
application: Taishin will cooperate 
with e-wallets of different industries 
to expand payment scenarios. By 
enhancing the diversity of scene 
payment, Taishin can  continue to 
optimise the digital payment experience 
of customers.

3. Build up a digital payment ecosystem

with device consumption patterns: 
Taishin provides customers the solution 
of QR code payment, sensor payment, 
and Apple Pay through CARDaily APP. 
By using CARDaily APP, customers can 
experience no-cash-life. In the future, 
Taishin will integrate various payment 
methods, such as electronic stored 
value cards, gift cards, and points, 
into CARDaily APP to develop digital 
payment ecosystem, which could fulfill 
all kinds of payments. Customers can 
pay with CARDaily APP to enjoy the 
easy life without heavy real wallets.

TDB: What makes your mobile banking 
user experience award winning and how 
has it managed to gain recognition over 
many Tier 1 MNC banks?

MP: Taishin mobile App, which serves millions of 
customers, places great emphasis on customer 
experience and aims to meet customer needs 
by continuously developing innovative services. 
To improve customer satisfaction rates, Taishin 
has recently been actively listening to customer 
feedback. All this feedback has become the 
primary source to optimise the services and 
develop innovative features to make the App 
more user-friendly. After all this hard effort, 
Taishin has become the preferred choice for 
customers looking for a bank with a great 
financial APP.

The features of Taishin mobile App has obtained 
numerous financial innovation and invention 
patents, including cardless money withdrawal, 
easy transfer (transfer money via mobile phone 
number, email or on social media), “Shake 
& Transfer” (transfer money with bluetooth), 
intelligent customer service, fingerprint login, 
late night foreign exchange, 24h online counters 
and account notification services. These 
financial innovation and invention patents are 
based on VOC (voice of customers) and user 
experiences, and have earned Taishin mobile 
App a high customer satisfaction rate of 85.6% 
in 2018 as well as have received multiple 
awards, including Retail Banker International 
Asia Trailblazer Awards 2019 (Taishin mobile 
App), The Digital Banker Next-Gen Customer 
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Experience in Financial Services Awards 2019 
(Best User Experience - Internet) and Global 
Finance Digital Bank of Distinction Awards 2018 
(Digital Bank of Distinction Awards - Taiwan).

In order to accurately respond to customer needs 
and solve customer pain points to optimise the 
App, Taishin has implemented three methods:

1. Pay attention to each VOC: Taishin 
will view all customer suggestions and 
needs from our VOC platform as well as 
external channels such as Google Play 
or App Store. Based on the feedback 
received from customers, Taishin will 
transform those thoughts into primary 
issues to optimise or develop a new 
and innovative service.

2. Creative revolution proposed by 
employees: This is a unique system 
Taishin uses to capture creative ideas 
proposed by its employees. Every 
staff member can propose a creative 
idea they think might be beneficial to 
consumers that they have discovered 
while working on daily tasks. These 
ideas are usually the portal to innovative 
services.

3. Empathy thinking: Taishin’s internal 
team meets every week to review 
and discuss the possibility of different 
creative optimisations or innovations. 
When an idea passes initial discussion, 
the team will start to develop a proposal 
formed from a customer’s perspective 
and then consult the original employee 
who came up with the idea to ensure 
that each service process will be able 
to help customers.

Taishin mobile App is widely recognised by the 
market and customers because it is dedicated 
to provide high quality services that improve 
customers’ lives. For the next phase, Taishin 
wants to build an O2O digital lifestyle that
combines financial service with daily activities,
such as providing useful promotions while 
performing relative transactions. The combination
between making a customer’s life easier and 
innovative bank services makes Taishin mobile

App a bank customers can actually fit in 
their back pocket.

Taishin has become
the preferred choice for 

customers looking for
a bank with a great

financial APP.”

TDB: How invaluable has Richart and 
Richart 2.0 been in acquiring younger 
customers, and what has Richart done 
for you in terms of creating a competitive 
advantage?

MP: Richart values user experience more than 
anything. To design the best user-centric APP, 
Richart holds numerous user interviews to 
gather their feedback.

• 10+ focus groups for brand positioning 
and discovering users’ needs

• 15+ internal seminars for developing 
digital transformation strategy

• 200+ interviews for usability tests

Besides fully understanding our users, Richart 
adopts agile/scrum as new working method 
to increase the efficiency and flexibility. 
Agile splits 1 project into several sprints to 
develop the product. Different from waterfall 
development, agile development keeps IT and 
product managers involved and working closely 
throughout every sprint, and make adjustments 
right after product testing.

Richart’s competitive advantages comes from 
our understanding of users’ authentic needs 
and expectations, along with our immediate 
development. To date, Richart has over 1.3 
million users, owning the greatest market share 
in Taiwan. 72% of Richart’s users are young 
generation that’s less than 35 years old, and 
more than 77% of them are first-time customers 
for Richart. Moreover, Richart is the most well 
known digital bank that gathers 5.2 million of 
fans in social media.

“
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TDB: With omni-channel self-service 
banking on the rise, can you tell us about 
the innovation and transformation in 
Taishin’s ATM strategy and the benefits to 
customers?

MP: Make good use of innovative technology to 
create a financial lifestyle.

In recent years, the trend of Fintech has led 
to the development of financial services and 
channels. More than 3,500 ATMs from Taishin 
International Bank install in convenience stores, 
shopping mall and supermarket extending 
the service energy of physical branches and 
improving convenience of transaction in order to 
increase customer retention.

First, Taishin ATM and Taishin mobile APP 
provide O2O (online to offline) integrated 
services and meet customer needs and offer 
the financial services into customer daily life. For 
example, customers now can use the mobile 
App to make foreign exchange and withdraw it 
from ATMs at any time). Second, Taishin ATM 
has provided new financial experiences through 
innovative technologies such as biometrics and 
artificial intelligence. Take VTM (Video Teller 
Machine) as an example that VTM is created 
to solve the problem when customers have no 
time to visit a branch. Nowadays, customers 
can provide remote video-interactive service 
and break the limit of time and location. Last but 
not least, Taishin is the first bank in Taiwan to 
provide the facial identification cash withdrawal 
service through biometric identification.

In the future, Taishin ATM will optimise the user-
centred services and extend banking services 
to the customer life to provide customers with 
complete and convenient financial services.

TDB: Open Banking has the ability to 
drastically change the face of traditional 
banking and drive a far more personalised 
and customer-centric service to customers. 
How is Taishin approaching open banking? 

MP: Richart devotes itself to being a digital bank 
for young generation; hence, we conducted 
numerous user-testing and interviewing. We find 
that not only do they have strong preference 
on digital channel, but also high standards and 
expectations on automation and convenience in 
terms of financial services.

Via the collaboration with companies from 
telecom, FinTech, and insurance industries, 
Richart offers the conveniences of managing 
multiple accounts, providing customers with 
a more beneficial credit card rebate, more 
convenient online insurance application process 
and products, a more diverse foreign currency 
exchange service, and a more innovative AI 
investment product.

From account opening, saving money, investing, 
to foreign currency exchange, Richart and its 
partners create a user-centric digital environment 
to response to users’ expectation.

Also, Richart is the very first bank in Taiwan 
that provides comprehensive customer service 
from real-time customer service, to the 24-
hour intelligent customer service on LINE, a 
messaging social media.

Richart, the game-changing digital bank, 
integrates services customer needs with 
strategic partners from different industries. 
Richart and its partners create a user-centric 
digital environment in simply one versatile open 
bank platform.

Make good use of innovative technology
to create a financial lifestyle.”“
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OMNI-CHANNEL 
INTEGRATION: 
           THE NEW NORMAL             
   IN RETAIL BANKING
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The evolution of high-speed internet and computing technologies 
have revolutionised the way people consume products and services. 
Suddenly, doing over the counter transactions, or even using mobile 
apps, is no longer enough to be able to serve today’s consumers. 
Furthermore, gaining a bigger share of the consumer’s wallet 
requires multiple points of engagement, working in concert to deliver 
a seamless customer experience. This is where an omni-channel 
approach comes into play. Banks must invest significant amount 
of resources to build a customer-centric ecosystem that addresses 
customer’s needs regardless of their preferred channel – a frictionless 
omni-channel integration model that has now become the new normal 
when it comes to customer expectations. 

Some of the banks that we’ve seen excelling in this front are Alliance 
Bank Malaysia Berhad, HSBC (Singapore) Limited, IndusInd Bank 
Limited and Maybank.
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Alliance Bank Malaysia Berhad – Alliance 
Cash2Home is a first-in-Malaysia mobile 
solution that offers paperless account opening 
and remittance services out of branch, via 
mobile application. It promotes financial 
inclusion in the underserved blue-collar 
foreign worker segment through: Seamless 
paperless KYC-check and customer on-
boarding; Security Model via 2-Factor 
Authentication of tokenised smart phone and 
live selfie and; Improved User Experience 
through collaborative synergy. 

HSBC (Singapore) Limited - HSBC has 
successfully overhauled its credit cards 
onboarding process into one that promises 
a frictionless and seamless process for both 
external and internal stakeholders. With 
this new onboarding journey, the Bank has 
improved digital engagement and acquisition 
of customers by switching the application 
journey from one that is isolated and paper-
based to one that is cross-functional and 
fully digitalised with multiple capabilities. 
Because of this, end-to-end turnaround time 
of customer onboarding has been reduced by 
more than 50%, productivity levels increased, 
and the number of duplicate applications 
declined. 

IndusInd Bank Limited – IndusInd’s 
“Interact” aims to strengthen customer 
relationship. To achieve this, the team came 
up with the data sets required to establish 
the right recommendation models across 
platforms. This was then supplemented by 
a communication strategy that was required 
for information dissemination. The final leg 
was to ensure a consistent experience across 
multiple touchpoints, which was achieved 
by integrating all online and offline channels 
through APIs.  To date, the solution has helped 
IndusInd to scale and deepen its relationship 
with its customers. 

Maybank – Maybank wanted to improve the 
customer experience of people sending money 
overseas. After thorough study and analysis, 
they partnered with Western Union Int., one 
of the leading International remittance and 
financial technology companies in the world, 
to launch a remittance service via Maybank’s 
online and mobile banking channels that 
customers would be able to access anywhere, 
anytime. To date, Mobile Digital Remittance 
allows Maybank customers to transfer money 
to over 500,000 Western Union agent locations 
in 200 countries via the Maybank App.
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yourself: “How much is CX improvement worth 
in annual profit?” Conversely, if you work in the 
finance department, ask: “How much of the 
annual profit comes from CX improvement?”

The overwhelming majority of the world’s largest 
financial services firms cannot answer these 
questions.  In order to solve this challenge, banks 
and insurance companies need to hardwire 
their core business metrics to fundamental CX 
drivers, reflecting key correlations such as, for 
instance: higher satisfaction – higher revenue, 
less effort – less cost, more engagement – less 
risk.

Hardwire CX To Financial 
Performance In The
Financial Services Sector

Business leaders in the financial services 
industry (FSI) are used to tracking success with 
measures that reflect shareholder, investor and 
market regulator values like return on equity, net 
profit, assets under management and capital 
adequacy ratio. This is the ‘money story’. 
However, most don’t always know how these 
important measures are affected by customer 
experience (CX) and customer engagement, or 
the ‘customer story’.

As leaders in the FSI increasingly embrace 
customer-centric strategies, they will have to 
credibly connect the ‘customer story’ to the 
‘money story’. Otherwise, the legitimacy of 
often-heard CX slogans and promises can be 
easily challenged.

This hardwiring effort needs to come both from 
finance and CX pros within financial institutions. 
Forrester’s research has found that the finance 
department (i.e. CFO camp) has a hard time 
speaking the language of the customer, 
preventing them from effectively substantiating 
an organization’s claim about being truly 
customer-centric or proving the material impact 
of their CX-related investments. CX and data 
professionals in FSI are not off the hook either and 
they need to learn how to speak the language of 
finance, in order to translate the value of their 
efforts into tangible and quantifiable financial 
outcomes. After all, that is the language board 
members and senior executives can readily 
understand and it is what they like to hear when 
they are asked for additional investments.

If you’d like to test yourself and your organization 
from the CX or marketing department, ask

by Tom Mouhsian, principal analyst, Forrester
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Forrester’s research has unbundled the financial 
architecture of several industry sectors, including 
financial services, airlines, and telcos (upcoming 
research), exposing their unique financial DNA 
and discovering a profit value chain that can 
be used as a blueprint. Depending on data 
availability and the level of analytical detail, for 
example, banks can tie CX in an auditable way to 
all three profit pillars that support their business 
model as lending institutions. The three pillars of 
income, expenses and risk-adjusted allowances 
combine to deliver – and grow – profit.

For example, Singapore’s DBS Bank has figured 
out how to tie customers’ digital preferences 
and behaviors, driven by their satisfaction and 
engagement with the bank’s digital capabilities, 
to the return on equity. UK’s RBS-NatWest 

Group has linked the combination of customer 
satisfaction and level of trust with the bank with 
current account and savings balances. The 
bottom line is that customer metrics matter 
to business, but you must understand how to 
measure and report them, systematically.

By understanding the actual patterns of 
attribution and the weighted contribution 
between financial and customer-related 
measures, financial services firms can begin 
to develop a better sense about how CX 
affects profit and, in reverse order, how profit 
is impacted by CX. After having done that, the 
above-mentioned questions should pose less 
challenge and, hopefully, strengthen the banks’ 
and insurers’ resolve to continue on their journey 
to customer-centricity.
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Special
Mention

Arnaud Tellier
was awarded

Private Banker of the Year 2019
at the

Global Private Banking
Innovation Summit & Awards 2019. 

Vivien Jong accepted this honourable award
on behalf of Arnaud.
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Special
Mention

Special
Mention

Dato’ Mohamed Rafique Merican
CEO of Maybank Islamic

was recognised as 
Islamic Banker of the Year 2019

at the
Global Private Banking Innovation

Summit & Awards 2019.
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TDB: At THE DIGITAL BANKER, we do not 
believe the future of banking is simply robo 
advisory or advanced chatbots, we are 
seeing evidence for the critical need for 
omni-channel integration. How important 
is this to IndusInd in a digital first world?

RS: Any digital offering that lacks an omni-
channel view is incomplete. At IndusInd Bank, 
we are focused on creating digital banking 
platforms that take into account all components 
of banking. 

We have moved beyond individual technologies 
and products and adopted an integrated

TDB: How does IndusInd approach data in 
driving customer experience and shaping 
up your digital strategy?

RS: Enhancing customer experience is a key 
guiding principle for us and we employ data 
models and AI in order to make our engagement 
relevant for customers. Fortunately, we have 
access to financial, demographic and transaction 
data of our customers and we leverage the same 
in order to understand their needs. 

The key interfaces for us to offer customer 
delights are through our digital products (pull) 
and through campaigns (push). Over and above 
that, we have been able to stitch our campaign 
management system to our digital products in a 
non-intrusive way.  Our approach is to provide a 
consistent, contextual and relevant experience 
by leveraging real-time as well as past customer 
data. Our customers have responded well to 
our engagement initiatives. Customer adoption 
and usage has increased for our products 
and channels and we have been successful in 
strengthening our relationship with them. 

We moved to a data-led approach for formalising 
our digital business and product strategy. The 
entire team has a very sincere outlook towards 
data and we slice and dice each of our business 
cases thoroughly before we incorporate them 
in our strategy plan. Furthermore, all our digital 
platforms record all relevant data in order to 
complete the feedback loop for the platform 
owners.

The SEFT principle
and its benefits to customers

An interview with IndusInd’s Ritesh Raj Saxena, Business Head 
in Retail Banking, Digital & Payments Domain. Below are the 
excerpts of our interview.
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Any digital offering 
that lacks an 

omni-channel view 
is incomplete. 

At IndusInd Bank, 
we are focussed 

on creating 
digital banking 
platforms that 

take into account 
all components of 

banking.”

“
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strengthen measurement and enabled us to do 
quick refinement.

TDB: India is a hugely diverse market with 
many nuances in customer requirements 
– how has IndusInd become a pioneer in 
driving innovation in the Indian banking 
landscape?

RS: At IndusInd, we focus on responsive 
innovation that creates customer value. We are 
governed by the SEFT principle that focuses 
on making banking ‘Seamless, Easy, Fast and 
Transparent’ for our clients.

The framework helps us stay focused and create 
products that are helpful to our customers. The 
latest technology trends certainly have an impact 
on our innovation roadmap but we only invest in 
technologies where we see value. 

We have been successful in integrating our 
core product vis. accounts, deposits, cards; 
distribution products vis. insurance; campaign 
management and grievance redressal 
mechanism on a single platform. Our customers 
can seamlessly access these through the 
comfort of their homes using the internet as 
well as mobile; the same interface will soon be 
extended to our clients through call centre as 
well as branches.

TDB: IndusInd was highly acclaimed for 
‘Outstanding Omni-channel Integration’ 
at the Global Retail Banking Innovation 
Awards 2018, can you share how you may 
have augmented your channels since 
winning this prestigious global award?

RS: We were recognised for ‘Outstanding 
Omni-channel Integration’ of our campaign 
management platform with digital channels. 
Since then, we have further enhanced our 
campaign offerings by augmenting data 
sources, refining recommendation algorithms 
and integrating more delivery channels. 

We have been successful in integrating customer 
activity data, cookie information as sources for 
campaign intelligence, algorithms have been 
refined to consume data in real-time and suggest 
best actions accordingly. Call centre and branch 
channels have been augmented to act as a 
delivery source and offer a physical campaign 
experience for our customers.  

Integration across channels has also helped us 
collect data coherently that in turn, helped us 

We have moved beyond 
individual technologies 

and products and 
adopted an integrated 

platform approach.”

We are governed by
the SEFT principle that

focuses on making banking 
‘Seamless, Easy, Fast and 

Transparent’ for our clients.” 

We have pioneered innovation in Indian Banking 
and some of our key innovations in the last years 
are fingerprint banking, cash on mobile (cardless 
ATM withdrawal), Banking on WhatsApp and 
conversational banking on Amazon Alexa. 
We have been fortunate to be acclaimed by 
our customers as well as the industry for our 
innovations.

TDB: What new capabilities can your 
customers expect over the next 12 months? 

RS: We at IndusInd are working on strengthening 
our digital offering for the customer. Key themes 
for the coming 12 months are:

Ease of product discovery and 
onboarding – Data strength has enabled 
us to predict and offer the right products for 
our clients and we are working on a single-
click on-boarding for all our products.

platform approach. In the current avatar, we have 
a 2-sided platform where we are the providers 
for our customers. As open banking scales up, 
we will scale along with it to offer a multi-sided 
banking platform. 

“

“

60 The Digital Banker | July 2019 Issue



All-in-one banking – This one is extremely 
close to our multi-sided platform aspiration. 
We are scaling-up to offer beyond banking 
services on our platforms. This empowers 
our clients to manage and spend money 
through a common interface. We currently 
support cab booking, food orders, deals 
and bill payment; soon, we will live with 
many more categories. 

Digitisation for masses – We focus on 
handholding our new-to-digital clients by 
making our products intuitive and easy to 
on-board/use. We are strongly committed 
to offer banking on channels like WhatsApp 
in order to facilitate banking for these 
customers. 
 
Service delight – We are in last leg of 
digitising all customer servicing for our 
retail banking unit, this will enable our 
clients to resolve all their complaints or 
queries without visiting or calling us. This 
makes client services available round the 
clock and near real-time.

Customer Security – Client and data 
security is paramount for us and we are 
investing heavily in ensuring strict system 
and process controls so that our clients 

are not at risk. We are also investing heavily 
in driving awareness amongst our clients.

TDB: Data is king, and we believe, the future 
of banking. Can you share some success 
stories of product innovation through the 
use of data analytics?

RS: Being a data-led digital bank, all our 
products are conceptualised and shaped based 
on the use of data. Our mobile app IndusMobile 
is an example of product success on account of 
proactive data management.  

We led the launch of fingerprint banking in India 
and over a period of time, we have transformed 
IndusMobile from a product to platform. We 
have scaled up to offer a mobile platform that 
allows our users to carry out transactions, apply 
for new financial products, enjoy investments in 
mutual funds and avail non-banking services like 
cabs, food and more. 

We have scaled up and enhanced product 
offerings based on data and customer feedback. 
The likes of Forrester and UBS have recognised 
our offerings and our millions of customers have 
rated the product well on Apple and Google app 
stores.

We have scaled up and enhanced product offering 
based on data and customer feedback. The likes of 

Forrester and UBS have recognised our offerings
and our millions of customers have rated

the product well on Apple and Google app stores.” 

“
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GLOBAL PRIVATE BANKING
INNOVATION SUMMIT & AWARDS 2019 
9 MAY 2019 | SINGAPORE

Through clear segmentation, 
there is increased interaction 
and face time with key clients 
to discuss not only investment 
portfolio but also to look at 
ways to enhance and protect 
their personal wealth as well 
as businesses by formulating 
tailor-made holistic solutions for 
their affluent clients. This has 
contributed to the increased 
share of wallet and tremendous 
AUM growth arising from 
consolidation of assets.

OUTSTANDING 
WEALTH 

MANAGEMENT 
FOR THE AFFLUENT

Winner:
CIMB Private Banking

Highly Acclaimed: 
Taishin Bank

BEST
NEXT GENERATION

OFFERING 

Highly Acclaimed: 
TAISHIN BANK

BEST PRIVATE BANK
DIGITAL CLIENT

COMMUNICATION

Winner: 
Cathay Financial 

Holdings

To offer better customer service 
experiences, Cathay Financial 
Holdings (CathayFHC) developed 
AI customer service chatbot - 
identify real customer needs 
accurately, offer customised 
solutions, provide customer 
consultation and simple query 
services such as checking 
account balances, card benefits 
and paying bills. Alpha enables 
uninterrupted, one-stop service 
channel that does not require to 
leave the interface to complete 
tasks, allowing a smooth user 
experience. Until now, it has over 
10,000 users per day with a high-
level satisfaction. (4.7/5).
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INNOVATION SUMMIT & AWARDS 2019 
9 MAY 2019 | SINGAPORE

BEST 
DISCRETIONARY 

ADVISORY & SERVICE

Winner: 
CROSSINVEST 

ASIA

BEST WEALTH 
MANAGER OVERALL

Winner: 
CROSSINVEST 

ASIA

CROSSINVEST’s business model 
enables the firm to align with 
its clients to protect and grow 
their wealth over the medium 
to long term, through high 
quality independent investment 
management. Alignment is 
ensured with our clients through: 

• A 100% fee based model 
and ensuring that all 
underlying investments 
within the firm’s portfolios 
will be in the top quartile 
at all times.

• Investing only in the 
institutional asset classes 
(and not retail which 
typically have high fees); 

• Negotiating with the 
custody banks to provide 
a competitive pricing 
structure for custody and 
execution fees.
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GLOBAL PRIVATE BANKING
INNOVATION SUMMIT & AWARDS 2019 
9 MAY 2019 | SINGAPORE

More than 50% of private 
banks on average need 21 

to 40 days to onboard a 
client. Client on-boarding is 

historically seen as one of the 
biggest pain points across 

the WM industry, despite 
multiple efforts in the past 

that have resulted in limited 
improvements in

end-to-end cycle time. 

DB is determined to radically 
reduce cycle time and become 

a market leader in swift client 
on-boarding without any 

compromise to risk standards, 
compliance and quality of 

processes. DB has adopted 
a radical, end-to-end and 
client-centric approach in 
defining the transformed 

client on-boarding journey, 
covering processes, systems 
and organisational changes, 

to transform client onboarding 
from a pain point to a 

competitive advantage.

EXCELLENCE IN
CLIENT ON-BOARDING

Winner:
Deutsche Bank Wealth

Management

Highly Acclaimed: 
Security Bank
Corporation

MOST INNOVATIVE 
BUSINESS MODEL

Winner: 
Security Bank 
Corporation

Security Bank Salary Advance is 
the country’s first fully-automated 
mobile instant cash facility that 
offers money availability 24/7, 
anytime a customer gets short 
on cash. Salaried customers 
may advance their next salary 
just by sending an SMS. Within 
10 minutes, they can receive the 
loan proceeds in their payroll 
accounts.
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GLOBAL PRIVATE BANKING
INNOVATION SUMMIT & AWARDS 2019 
9 MAY 2019 | SINGAPORE

In 2015, DB commenced a 
significant and long-term 

platform transformation by 
replacing its fragmented 

legacy core banking system, 
pioneering a new operating 

model based on outsourcing 
non-core functions, delivering 

standardisation and cost 
efficiencies.

The establishment of a strong 
core banking system lay 

the foundations to address 
strategic functionalities via a 
satellite approach, based on 

digitisation and domain-based 
platform simplification.

OUTSTANDING
WEALTH MANAGEMENT

TECHNOLOGY 
FRONT-END

Winner:
Deutsche Bank Wealth

Management 

BEST PRIVATE BANK
CUSTOMER

EXPERIENCE 

Winner: 
Taishin Bank

Using AI and data analysis 
to make investment portfolio 
recommendations based on 
customers’ risk attributes, 
needs and preferences - and 
in response to the desire of 
some consumers to flexibly 
join individuals’ views on 
market trends, Taishin Bank 
has created the industry’s only 
customer-investment portfolio 
decision-making service. The 
function of target screening can 
be carried out according to a 
personal market view. 
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GLOBAL PRIVATE BANKING
INNOVATION SUMMIT & AWARDS 2019 
9 MAY 2019 | SINGAPORE

Despite soft market conditions, 
CIMB Private Banking has 
recorded a positive AUM growth 
at a CAGR of 12% for the past 
three years (2016-2018). 

• Loan book growth 
was 10% bringing their 
current outstanding 
loan base to USD1.3 
billion as of December 
2018. 

• CIMB Private Banking’s 
Credit solutions have 
been proven to be 
extremely receptive 
as they provide clients 
flexibility to undertake 
new opportunities 
such as financing, 
strategic acquisitions 
and investment 
opportunities. 

• The firm’s key 
differentiator, PBCL, 
continues to be in 
demand with its 
clients and as of 
December 2018, 
recorded a 25% YoY 
increase, amounting to 
USD484.8 million.

OUTSTANDING
PRIVATE BANK

GROWTH STRATEGY 

Winner:
CIMB Private Banking

Highly Acclaimed: 
Taishin Bank

BEST
WEALTH MANAGER,

CUSTOMER
EXPERIENCE 

Winner: 
CROSSINVEST ASIAS
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BEST PROVIDER OF
SHARIAH COMPLIANT

INVESTMENT FUNDS AND 
INVESTMENTS

Winner:
Maybank Islamic

Highly Acclaimed: 
Taishin Bank

SUKUK DEAL
OF THE YEAR

Winner:
Maybank Islamic
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BEST
PRIVATE BANK

THAILAND

Winner: 
KASIKORNBANK

BEST PURE PLAY
PRIVATE BANK

OVERALL 

Winner: 
Union Bancaire Privee

BEST PRIVATE
BANK SINGAPORE

Winner: 
JP Morgan Private Bank

Highly Acclaimed:
Bank of Singapore
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BEST
PRIVATE BANK

MALAYSIA 

Winner:
CIMB Private

Banking

BEST
PRIVATE BANK

OVERALL NORTH ASIA

Winner: 
Taishin Bank

BEST
PRIVATE BANK
FOR ISLAMIC

SERVICES 

Winner:
Maybank Islamic
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BEST
PRIVATE BANK
ASIA PACIFIC

Winner:
JP Morgan

Highly Acclaimed: 
CIMB Private Banking

BEST
PRIVATE BANK
ASIA PACIFIC

Winner: 
KASIKORNBANK

Highly Acclaimed: 
CIMB Private Banking
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BEST GLOBAL
PRIVATE BANK

OVERALL

Winner:
UBS

BEST GLOBAL
PRIVATE BANK
ASIA PACIFIC

Winner: 
UBS

Highly Acclaimed:
JP Morgan

Private Banking
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PRIVATE BANKER
OF THE YEAR

Winner:
Arnaud Tellier
BNP Paribas

Wealth Management

COO
OF THE YEAR 

Winner:
Sudhir Nemali

COO, Deutsche Bank

ISLAMIC
BANKER 

OF THE YEAR

Winner:
Dato’ Mohamed
Rafique Merican
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Cyber breaches are bigger and worse than ever. 
Hardly a day goes by without headlines about 
some new devastating cyber-attack. Realizing 
that traditional security strategies are no longer 
enough in battling today’s threats, many Chief 
Information Security Officers (CISOs) have 
altered their approach and adopted a Zero Trust 
model to secure their ever-expanding modern 
attack surfaces, including cloud, big data lakes, 
DevOps, containers, and microservices.

The Zero Trust model, first introduced in 2010 
by Forrester Research, shuns the traditional 
approach of “trust, but verify”, instead 
implementing a “never trust, always verify” 
mandate as its guiding principle. 

The Zero Trust model is based on three pillars: 

Rising Breach Rate Drives 
CISOs Toward Zero Trust

• Ensuring that all resources are accessed 
securely, regardless of location (in other 
words, there is no longer a trusted 
zone).

• Applying a least privilege strategy, and 
strictly enforcing access control. In Zero 
Trust, all users are initially untrusted. 

• Inspecting and logging all traffic. Even 
traffic originating on the LAN is assumed 
to be suspicious and is analysed and 
logged just as if it came from the WAN.

Industry Momentum for Zero Trust
Since its inception, the concept of Zero Trust 
and its benefits have evolved significantly. 
Nowadays, Zero Trust is being used by CISOs 
to drive strategic security initiatives and enable 
business decision makers and IT leaders to 
implement pragmatic prevention, detection, 
and response measures. In addition, Zero Trust 
has evolved from being simply a concept to 
now supporting a security framework that is 
being used by a growing number of businesses 
and government agencies. According to IDG’s 
2018 Security Priorities Survey, 71 percent of 
security-focused IT decision makers are aware 
of the Zero Trust model, with 8 percent already 
actively using it in their organisations and 10 
percent piloting Zero Trust initiatives. 

The Path to Zero Trust Starts with Identity
There are many starting points on the path 
to Zero Trust. However, one driving principle 
should be the fact that the easiest way for 
cyber-attackers to gain access to sensitive 
data is by compromising a user’s identity. 
Things get even worse if a stolen identity 
belongs to a privileged user who has even 
broader access, or “the keys to the kingdom”. 
80 percent of security breaches involve 
privileged credentials, according to Forrester. 

by Dr. Torsten George, security evangelist, Centrify
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Until CIOs start implementing identity-centric 
security measures, account compromise attacks 
will continue to provide a perfect camouflage for 
data breaches. For most organisations, the path 
to Zero Trust should start with identity. In fact, 
Gartner recommends putting Privileged Access 
Management on top of an organisation’s list of 
2019 security projects.

Acknowledging that untrusted actors are already 
present inside the network involves moving 
towards a security model based on granting 
least privilege access with a Zero Trust mindset. 
This Zero Trust Privilege approach implements 
the following elements:

• Verify Who
• Contextualise the Privileged Access 

Request
• Establish a Secure Admin Environment
• Grant Least Privilege
• Audit Everything
• Apply Adaptive Security Controls

Ultimately, Zero Trust challenges and eliminates 
the inherent trust assumptions in traditional 
security measures that leave organisations 
vulnerable to external and internal attacks. 
With privileged access abuse being the leading 
cause of today’s breaches, CIOs considering a 
Zero Trust model should start their journey by 
investing in identity-related technologies. 

About the Author: 
Dr. Torsten George is currently a security evangelist at Centrify, which provides Zero Trust Privilege 
to secure modern enterprise attack surfaces. He is an internationally recognized security expert, 
author, and speaker. Dr. George has been part of the global IT security community for more than 
20 years and regularly provides commentary and publishes articles on data breaches, incident 
response best practices, and cyber security strategies in media outlets. 

“The APJ region will account for around two thirds of 
global economic growth5 but may have some of the least 

protected businesses globally and while Cyber Security 
Spending is to reach $13.4bn6 in APJ in 2019, the economic 

impact of Cyber Threats in the region are estimated to 
cost in the trillions of dollars in 2019 with 67% resulting in 

job losses7. For businesses, it’s time to face the reality that 
cyber-attackers now no longer hack in, they log in using 

credentials and passwords that are weak, stolen or in 
cases of phishing are simply handed over to them. Tackling 

this problem means adopting a Zero Trust approach to 
all user accounts, ensuring every employee who tries to 

access critical information is screened with the necessary 
password, location, and authentication procedures to 

ensure they are who they say they are.”
- Dan Mountstephen

Regional Vice President APJ, Centrify
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SOCIAL MEDIA: 
ENGAGING THE NEXT 

GENERATION PROFIT CENTRE
Social media, for good or bad, is here to stay. In many ways, it creates a profound 
impact on businesses that choose to use it. Many companies have found a way to 
use it to strengthen their brand, connect directly with customers and communicate 
with their clients. And banking industry is no exception. Given its relatively long 
history, banks now understand that the true power of social media lies in its ability to 
connect directly with customers and use it as an enabling platform to exponentially 
grow its offerings.
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The thought that social media is just a 
playground of millennials and students 
couldn’t be farther from the truth. In fact, users 
of all ages are well represented in social media, 
especially on the most popular platforms, 
Facebook, LinkedIn and Twitter. As of Jan 
2019, there are close to 3.5 billion active social 
media users in the world. Those between the 
ages of 18 and 34 comprise the largest share 
of users but considering that 20% of the total 
active users are 45 years old and above, this 
surely is a channel that cannot be ignored. 

This reality is not lost for many banks that 
we’ve seen. In particular, banks such as 
Maybank, Siam Commercial Bank and United 
Overseas Bank have launched fascinating 
social media campaigns that have translated 
into tangible benefits for its business and its 
customers alike. 

Maybank - As the number of Mobile Transfer 
transactions was still quite low compared to 
the traditional ways of transferring money, one 
of Maybank’s initiatives to drive awareness 
and increase usage was to re-package and 
customise the Mobile Transfer service during 
the festive season, i.e. e-Ang Pow for Chinese 
New Year, which was offered from 27 January 
2018 until 9 March 2018.

On top of e-Ang Pow, Maybank also wanted 
to spread prosperity by giving Malaysians the 
chance to win amazing prizes worth up to 
RM3 million when they play the ‘Shake & Win’ 
mini-game on the Maybank App. The concept 
of the game is to shake the “money tree” for 
a random gift drop. In order to enjoy more 
“Shakes” to stand higher chances of winning, 
users must actively keep sending e-Ang Pow. 
Users also get one free shake a day, which 
requires users to access the game every day 
to increase their chances of winning.

This campaign became an instant viral hit as 
huge number of Malaysians started following 
what Maybank has created. 

The popularity of this campaign brought 
outstanding business results as well:

- Over 5.6 million impressions for the 
campaign across all media (Facebook, 
Instagram, etc.)

- Over 1 million engagements 
throughout campaign

- Nearly 1.5 million views for the 
#MaybankApp Shake & Win Contest 
video across all media

- 311% increase in no. of e-Ang Pows 
sent (vs 2017)

- 200% increase in total RM value of 
e-Ang Pows received (vs 2017)

Siam Commercial Bank – Most Thai people 
spend too much money on unimportant but 
expensive items. They want to show off their 
luxury lifestyle reflecting their life’s success (be 
it real or imagined). As a result, most young 
individuals (age 25-35) have debt and about 
20% of them default on their debt.

SCB believes one of the main responsibilities 
of the bank is to educate people to manage 
money better. Therefore, the bank came up 
with “Miss Saving Series”. The main character 
of “Miss Saving” was primarily developed 
from the famous SCB cartoon infographic in 
2013. The objective of this project is to create 
a decent ripple effect throughout the country 
in terms of money management. The results 
were quite staggering. Just a couple of days 
after its release, the clip introducing the Miss 
Saving character broke various SCB social 
media records including the highest number 
of views at 14.6 million. It was then followed 
by equally outstanding results after that in 
terms of engagement, clicks to the website 
and watch time. But more importantly, for 
SCB, the benefits that have been achieved in 
running this campaign are that it built brand 
love, increased its sales and improved social 
media brand engagement. 
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United Overseas Bank – During the 
saturated festive season, consumers are 
inundated with Christmas merchandise, 
discount vouchers and ‘lucky’ draws. It 
was imperative for UOB Cards to create a 
unique proposition that answer consumers’ 
functional needs and appeal to their social and 
emotional motivations. Thus, UOB conceived 
of a limited-edition designer premium that 
delivers both style and substance – Fitbit 
Ionic designed by MOMA-recognised 
creative, Tristan Eaton, redeemable only with 
UOB Cards spend.

The goal is simple: to communicate to 
everyone that UOB has the most desirable 
rewards. By engineering a desirable incentive 
that appealed to consumer’s functional, social 
and emotional needs – matched with social 
activations that amplified the desirability of 
UOB’s privileges, the bank has successfully 
achieved its objectives: 10% billings growth, 
28% increase in transactions versus previous 
year. In addition, more than 2.6M users were 
reached 192k engagements were achieved 
on social media.
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account, and securities investment account 
via the KMA platform, which enables digital 
ID verification and e-KYC to be transacted 
concurrently. From the second quarter of 2019 
onwards, auto loan and home loan applications 
will be available on KMA, followed by PA, travel, 
and health insurance policy purchase in the third 
quarter.

KMA will serve as the marketing platform by 
means of e-Marketplace where a section of 
the platform will be dedicated for trade of 
products and services so as to boost the sales 
of our business partners. KMA e-Marketplace 
will extend their reach to existing and potential 
customers with special promotions while KMA 
users will enjoy attractive offers and discounts 
when they shop and pay for products and 
services on the KMA platform. Krungsri is 
confident that KMA e-Marketplace will serve as 
another key channel to promote and strengthen 
its relationship with Krungsri customers. 

TDB: You were the 1st bank in Thailand 
to deploy facial recognition for deposit 
account opening – What other digital 
service capabilities can we expect from 
2019-2020?

TP: Krungsri Mobile Application (KMA) is 
moving toward becoming the platform for 
the future financial world with innovations 
like open banking APIs, AI, big data & 
intelligence. Krungsri allocated over 800 
million baht for KMA platform development. 
The key feature for the acquisition strategy is 
the digital opening of savings account, fund 

Krungsri allocated over 
800 million baht for KMA 
platform development.”

“
TDB: How do you see the Thai consumer 
banking landscape changing by 2020? 

TP: The change in consumer banking landscape 
in Thailand will be significantly driven by the 
continuous disruptive technology which is the 
global phenomena. This disruption change 
lead to the permanent change in consumer

Utilising Blockchain
for the Business Sector

An interview with Thakorn Piyapan, Head of Krungsri Consumer 
Group and Head of Digital Banking and Innovation Division 
Bank of Ayudhya (Krungsri). Below are the excerpts of our    
interview.
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Thailand will 
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driven by the 
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disruptive 

technology 
which is 

the global 
phenomena.”

“
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behaviours toward online transaction through 
mobile application. At the same time, the 
competition in financial sector will intensify with 
the emergence of platform economy that can 
be attributed to the rising non-bank players 
who have potential to compete with financial 
institutions. These new players have 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 both current bank’s 
customer and or unbanked group. Thus, within 
2020, 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 in order to retain their customer 
base. 

TDB: Since MUFG replaced GE as a strategic 
shareholder in 2013 and the outsourcing 
of the bank’s infrastructure to IBM in 2012 
– what are the key digital achievements 
Krungsri boasts today?

TP: Krungsri has laid out our second Medium-
Term Business Plan 2018-2020. We have 
identified key strategic themes as follows: 

• Leading by innovation, Think Digital First 
• Enhance customer experience to 

become a main bank, and, 
• Enhance retail and commercial banking 

platform to achieve sustainable growth
 
Krungsri laid out Digital Transformation Strategy 
through 7 Pillars which aim to improve customer 
experience and productivity & efficiency. In 
terms of digital advancement, in addition to 
our digital & innovation 7 pillars, we established 
Krungsri Finnovate, a venture capital to oversee 
investment in start-ups and FinTech operators. 
In 2018, Krungsri Finnovate have invested in 
Baania and SBI AI & Blockchain Fund. Krungsri 
Group is involved in 40 collaboration projects and

connected with more than 150 startups. 

The collaboration will not only enhance our 
digital capabilities, but also strengthen Krungsri 
Startup Ecosystem in various areas. To enhance 
our startups and Fintech experiments, Krungsri 
RISE, the first and only FinTech corporate 
accelerator in Thailand, has continued its 
success in supporting FinTech startups. The 
latest Krungsri Rise batch 3 successfully
selected fast-growing startups specialising in 
financial technologies from Thailand and ASEAN. 

We were successful in making Krungsri Mobile 
Application (KMA) our core digital banking 
platform. The application serves as a key driver 
in pursuit of our main strategies of customer 
acquisition, service provision, and becoming 
a mobile marketing platform. With increased 
security and new user-friendly features, the 
number of transactions via the app doubled 
from 500 million in 2017 to 1 billion in 2018, 
while the transaction volume of mobile banking 
increased 100% over-year.

Krungsri was successful in offering the near 
real-time cross border funds transfer based 
on the Blockchain Interledger, the first-of-its-
kind for the business sector. The transactions 
through Krungsri Blockchain Interledger to 
transfer payment were successfully completed 
within 23 seconds versus 3 business days 
under the traditional systems. For the first 
Use Case, Krungsri has implemented to 
support remittance service between Laos and 
Thailand facilitating petrochemical trading 
transactions between IRPC and their big 
trading partners in Laos. The benefits from 
new technologies implementation can help
customers to reduce pain points in terms 
of speed and costs. Krungsri expands new
payment corridor in Singapore with Mitsubishi 
Corporation to support their liquidity 
management in less than a minute. Krungsri has 
planned to expand more payment corridors in 
Asian. 

Krungsri was successful in offering the near real-time 
cross border funds transfer based on the Blockchain 

Interledger, the first-of-its-kind for the business sector.” 

“
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TDB: Earlier in the year Krungsri unveiled 
plans to upgrade digital platforms for CX 
enhancement – can you comment on which 
specific processes are being transformed 
and how you intend to measure impact on 
Customer Experience?

TP: Since 2015, we have begun our 
transformation journey to move Krungsri from 
a “Product-Centric Bank” to “Customer-Centric 
Bank”, which will be a key enabler for us to 
build and maintain long term relationships with 
our customers. In becoming a customer centric 
organisation, various initiatives were carried 
out, which included customer segmentation, 
KPI alignment, and the introduction of new 
branch model. Importantly, we have been 
actively promoting and instilling a customer 
centric culture within our organisation. For the 
next three years, we will continue on with the 
customer-centricity journey, with the four focus 
on the following executions:

• Firstly, Think Customer Journey: Of 
which we will identify key customer 
journey and mapping for High Net Worth, 
Mass, and Commercial Customers. 
Then innovative work processes and 
user experience capabilities building 
will be  designed according to each 
customer journey.

• Second, we will Strengthen Customer 
Experience Governance of which 
standard operating model and 
collaboration framework between 
customer experience team and all 
stakeholders are defined. The target is 
to ensure that customer experience  for 
Krungsri bank wide customers is unified 
with an on-going customer experience 
improvement objective.

• Third, the Omni-channel Platform, that 
will  equip with a bank wide Customer 
Relationship Management platform 
across all customer touchpoints, 
whether it is sale management, service 
model, and customer feedback 
management.

• Lastly, we are also planning to Cultivate 
from the embedded Customer-Centric 
Culture from all levels of employee, and 
having a top management to lead by

We strongly believe that,
when equipped with 

fundamental knowledge, 
people can utilise technologies 
to enlarge, to enrich their jobs

as well as broaden their
career choices.

“

example.
• Ultimately, Krungsri will be an 

organisation which think and act 
customer, and able to deliver superb 
customer experience to all segments.

Lastly, on the third strategic thrust under the 
new MTBP, we plan to enhance both retail 
and commercial banking platform to improve 
both efficiency and productivity. In addition, as 
mentioned earlier, the overriding objective is to 
deliver superb customer experience.

• Key initiatives under this strategic thrust 
include the structural realignment, 
process improvement, staff capability 
enhancement as well as product 
innovations.  

• In addition, we are developing the 
future  banking platform which also 
includes a digital branch model. On 
this note, we are exploring the right 
approaches to adopt and integrate 
digitalisation and FinTech to either 
strengthen our competitive capabilities 
or build new platforms for the next 
generation of banking services.  

• For example, while the organisation 
adopts Robotic Process Automation 
(RPA), and agile way of working, our 
HR Development Initiatives will also 
include supports to help employees 
to embrace and make use of new 
technology to change the way they 
work. 

We strongly believe that, when equipped with 
fundamental knowledge, people can utilise 
technologies to enlarge, to enrich their jobs as 
well as broaden their career choices.
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How Adaptability and 
Innovation bring success

An interview with Wirawat Panthawangkun, KBank Senior 
Executive Vice President. Below are the excerpts of our 
interview.

Goal of K PLUS is to offer
its individual customers and 

retail merchant an experience 
of seamless service usage by 

engaging digital technology 
development to upgrade its 

service potential.”

“

TDB: Can you tell us more about K PLUS 
Market and what makes this buyer and 
seller matching platform so unique?

WP: The mobile banking apps landscape in 
Thailand’s market is highly saturated, more than 
10 brands clamouring for attention amongst 
the 35 million mobile banking users. K PLUS 
developed by KASIKORNBANK, is Thailand’s 
largest provider of mobile banking services, 
clearly a step above the rest of the brands in the 
market with more than 10 million users.

Goal of K PLUS is to offer its individual customers 
and retail merchant an experience of seamless 
service usage by engaging digital technology 
development to upgrade its service potential. 
And yes, K PLUS Market is also adopted under 
our commitment as an engagement platform 
which serves personalized offering and all types 
of products for customers. We aim to build 
CRM ecosystem which maximise the benefit of 
our online channel (K PLUS), and to encourage 
more engagements in our customers’ daily lives.

Our uniqueness: 
• First, we are a ‘Pay by Points’ channel

that KASIKORNBANK Credit Cardholders 
can experience point redemption 
program on K PLUS Market which 
has more than 10,000 products, while 
other redemption platforms have 
limited product choices. And in the 
near future, buyers not only can pay by 
KASIKORNBANK credit card point, but 
also pay by points from our partners. 

• Second, we are the market platform 
for buyers. Every day we have 
nearly 10 million potential buyers 
visiting our application. This is a big 
opportunity for sellers. While the others
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As rapid technological 
advancement continues and 

innovation is becoming an 
essential element
in doing business, 

especially in the financial 
and banking industry, 

adaptability and innovation 
are critical to

sustainable success.”

“
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do not have this amount of buyers.
• Lastly, we are a customised platform. K 

PLUS Market has matching algorithm 
and smart artificial intelligence called 
KADE (K PLUS AI - Driven Experience), 
which are developed to match most 
suitable products and services to each 
buyer.

TDB: Thailand is a mobile first market and 
digital capabilities strongly influence the 
Thai consumers’ decision to transact - 
what initiatives are KBank, driving to fend 
off competition from traditional and non-
traditional players?

WP: Nowadays, tough competition can be seen 
not only among commercial banks to create the 
most digital-friendly services but also other non-
bank players as well.  

To fend off tough competition, with the intention 
of gaining their trust and ensuring that our users 
stay loyal, KBank will have to accelerate its 
mobile banking application transformation to 
be in sync with the digital age and to serve its 
users efficiently. This is one of the only ways to 
retain customers, strengthen their engagement 
ties with the bank, and reduce any friction they 
might have faced earlier. 

• After more than five years of introducing 
K PLUS to Thai market, rapid growth 
has been witnessed in both the number 
of customers and transaction and 
aspired to become the customer’s 
life platform of choice. However, we 
continue to develop enhancing the 
experience of seamless service usage. 
Therefore, on October 2018, a new 
version of K PLUS based on the “With 
Change, We Understand You Better” 
concept was released to transform the 
ordinary mobile banking service into a 
lifestyle solution as an everyday kit for 
customers to “Pay & Play to serve the 
better than before mobile banking app 
to the market. The new application 
presented an all-new application design, 
new customer-oriented features and be 
more user-friendly.  K PLUS then turns 
into the main point of connection that

  fulfils all customers’ needs.
• As a next step forward, KBank still plans 

to increase K PLUS’ capability with 
innovation and technology to respond 
perfectly not only for individuals but for 
SMEs and business owners in order to 
enhance their business capability with 
financial technologies and innovations.

TDB: How are you approaching open 
banking and how important is it to 
transforming the customer experience?

WP: As rapid technological advancement 
continues and innovation is becoming an 
essential element in doing business, especially 
in the financial and banking industry, adaptability 
and innovation are critical to sustainable 
success. KBank, as a digital banking leader, is 
readying for future changes and challenges. In 
the belief that business partnership is crucial in 
this era of disruption, currently we applied Open 
Banking API linking KBank services to partners 
in a convenient and safe manner, which we were 
starting from standard APIs in three different 
services:

• The Loyalty card platform. Recently, in 
mid-2018, we introduced the member 
cards service on K PLUS. We are the 
first bank in Thailand to become loyalty 
card aggregator that offers virtual 
loyalty cards in its mobile banking 
application. The “Member Cards” menu 
on K PLUS is a great digital lifestyle 
solution, where customers can add 
KBank partners’ member cards without 
filling any information and enjoy using 
their virtual cards via one application. 
Furthermore, some of these cards are 
also automatically linked with payment 
made via K PLUS, meaning that every 
time users spend with those partners 
through the application, they will earn 
their loyalty points automatically. K 
PLUS will then become a mobile 
application of choice, not only for basic 
banking transactions, but also meeting 
their lifestyle needs.

• The Authenticate with K PLUS is a secure 
authentication service that reduces the 
burden of on-boarding new customers
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for our partners. It enables them to 
apply new services using K PLUS user 
profile without having to submit any 
documents.

• The Pay with K PLUS service is the first 
of its kind offered by KBank in Thailand. 
It is integrated into partner’s mobile app 
to provide a seamless online payment 
experience to customers. Buyers simply 
need to tap the “Pay with K PLUS” 
button to make payments securely with 
no need to switch screens to open the 
other payment application.

Moreover, a new innovative K PLUS also 
applied “Open Platform” technology structure 
and redefined K PLUS from a mobile banking 
application to a sophisticated platform for 
our partners’ service digitalisation to create 
a seamless experience, stay relevant with 
customer’s lifestyle, deliver superior value and 
present new services, which will enable KBank 
to go one platform and beyond banking.

TDB: What is the number one thing your 
private wealth clients are demanding and 
how does KBANK continue to meet such 
demands?

WP: Our private wealth expects to experience 
well beyond and ‘step-ahead’ services and 
privileges to serve their lifestyle, financial/
investment needs. THE WISDOM is a prestigious 
brand of KBank and has been well-received by 
Bank customers throughout a decade. And to 
continue making itself stand out from rivals, 
KBank has focused on providing exclusive 
privileges and activities throughout the year to 
satisfy their demands with “The Money Can’t 
Buy Experience” which they can’t discover from 
anywhere else. 

Our activities are created to increase wealth or 
inestimable experiences for customers.  For 
example, we prepared the unique seminar 
“THE WISDOM - The Symbol of Your Vision” to 
forecast Thai investment and economic system 
situation for this year. Not only the seminar, we 
additionally created many enjoyable activities 
that include “The Symbol of Your Journey:  
Memories of the Hidden Place” that is opened 
exclusively for wisdom clients to experience  

cultural and remarkable place as well as the 
activity of Michelin Star Tour providing dining 
experience exclusively for wisdom customers.

Additionally, KBank focuses to assemble 
‘Wisdom’ brand as the modern appearance. 
We maintain good relationship with our current 
customers by continuing to add further benefits 
and services as well as enhancing all service 
channels to get what they truly deserve.

TDB: Can you tell us a little bit about 
KBANK’s collaboration with Chulalongkorn 
University and the CU NEX mobile app 
launched for university students?

WP: “CU NEX” program, is developed for gearing 
toward digital lifestyle and simplifying the lives of 
the university students, lecturers and personnel 
with the use of digital technology for a better 
quality of life. Featuring student virtual ID cards 
and CU NEX application connecting to database 
for management of courses, activities inside 
the campus and non-academic lifestyles, plus 
answering every inspiration of CU students, the 
program also promotes a cashless environment 
in the campus and surrounding communities. 

As it is said, CU NEX Application, is developed 
with the aim of serving the university students 
and lecturers through linking all aspects of their 
lifestyles, including learning, instruction and 
finances. It is also intended to enhance the 
potential and efficiency of personnel within the 
university, helping steer CU toward becoming 
a leading university in digital lifestyle. This 
includes building a data hub that uses Machine 
Learning to recognise students’ behaviours 
while applying Business Intelligence to analyse 
and demonstrate the information for curriculum 
and activities development that build upon the 
students’ potential. We are taking full advantage 
of digital technology to support learning patterns 
as well as the electronic payment environment. 

So far, CU NEX has become a good case study

Our activities are created to 
increase wealth or inestimable 

experiences for customers.”

“
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to reflect how we can maximise our potential 
much more than just financial  institute as we 
have strong ambitious goal to use our digital 
solution expertise to enhance Thai educational 
learning system and maximise full potential of 
university students.  We expect this landmark 
cooperation will be the reference project 
to replicate in other universities by creating 
solutions that increase management efficiency 
by using dashboard that can summarise both 
structure and unstructured data, enhance the 
digital knowledge, and generate an environment 
that facilitates the experience of learning and 
living.

TDB: How is KBank approaching the ever-
changing millennial population and how 
important is product personalisation for 
this cohort?

WP: In response to rapid changes in consumer 
behavior and expectation, we extend our 
strategy and aspiration to become “Customer’s 
Life Platform of Choice”, meaning the most 
preferred platform that fulfills customer’s needs 
in every aspect of their lives.  

To become Customer’s Life Platform, we 
emphasise on leveraging our strengths as 
leading digital banking to potentially offer 
products and services Beyond Banking, engage 
with customers in Everyone, Every Day, Every 
Way, and Everywhere and strength customer 
perception of being an Embedded Trust agent. 
We have prepared to offer frictionless, anywhere, 
anytime payment services, blending the latest 
technologies with our data analytics potential 
for the hassle-free life of our customers, for 
example, facial recognition for account opening 
without visiting a Bank branch, voice-activated 
payment with no need to carry a wallet, and 
funds withdrawal without an ATM card or mobile 
phone.  

Not only fully integrated digital technology to cater 
to individual lifestyle and be a part of everyone’s 
daily life with K PLUS’s fully lifestyle functions, 
we have also collaborated with our partners’ 
cross-industry and cross-border to empower 
a ‘Digital Lifestyle Ecosystem’ to all customers.

Last but not least, we also strive to understand 
and anticipate each customer’s need

considering them as a “Segment of One” by 
strengthening data analytics capabilities and 
provide personalised financial and life solutions 
to the right customers at the right time. 

TDB: What are your top 3 priorities over 
2019-2020?
 
WP: Our top 3 priorities are Data-Driven 
Business, Partnership Ecosystem, and Digital 
Platform.

Data Driven Business
Amid technological advancements and 
customers’ increasing preference for digital 
channels, the volume of related data has 
hugely increased. In addition, customers’ 
diverse lifestyles require more specifically 
targeted products and services. With 
unremitting effort, KBank is enhancing 
our analytics potential in order to convert 
data into insights, so as to gain in-depth 
understanding of customers’ requirements 
and offer exclusive services to satisfy 
individual desires. 

And becoming a full Data-Driven Bank, 
KBank will engage in taking care of our
customers and catering to their particular 
lifestyles in the digital realm with frictionless, 
anywhere, anytime payment services, 
blending the latest technologies with our 
data analytics potential for the hassle-free 
life of our customers. Also, we will able to 
offer personalised services to all. Given 
our customer insights, we can offer more 
individualised services and expand our 
customer base, enabling us to access 
unbanked and underbanked customers 
who have minimal bank transactions or 
lack evidence of steady income. Also we 
can provide streamlined and automated 
services that use less paper that 
customers will also have a reduced burden 
of documentation, with enhanced security.

Partnership Ecosystem
Apart from the traditional business, we hall 
also explore the potentials for the future. 
So we focus on our Strategic Direction 
to expand globally into AEC+3 markets 
where digital technology capabilities will be 
enhanced via digital channels and mobile 
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solutions. ‘Better Together’ is KBank’s
commitment to work closely with strategic 
partners who are the best-in-class in their 
sectors by complementing and fulfilling 
each other’s strengths seamlessly in the 
pursuit of offering ‘everyday use’ services 
for customers.

Among the numerous challenges, i.e. 
economic trends, competition and the 
emergence of disruptive technologies, 
especially the highly competitive 
environment of the digital banking 
business have led to fee waivers for digital 
transactions. However, these challenges 
come with opportunities wherein 
businesses have been brought closer 
through cross-border connectivity. Our 
2019 mission is to move KBank forward 
with healthy growth by focusing on The 
Integration with platform providers for 
customer base expansion. Aspiring to be 
the Customers’ Platform of Choice – the 
most preferred platform that can meet 
the needs of all customer groups in every 
aspect of their lives – we will integrate 
with our business partners to deliver a 
frictionless customer experience through 
KBank’s own platform via K PLUS and 
linkage with other platforms for social 
networking, chatting, shopping, travelling, 
and more. With this move, we can build a 
360-degree customer view and thus gain 
customer insights. 

Digital Platform
KBank, as the digital banking leader, is 
readying for future changes and challenges 
by establishing KBTG since 2016 with the 
aim of boosting IT management and service 
efficiency, enhancing competitiveness amid 
global FinTech transitions, while maintaining 
business leadership. And this year we still 
focus to continue this mission to push 
KBank towards the goal of providing the 
most-responsive services via advanced 
channels. An Augmented Intelligence 
(AI) innovation, which integrates artificial 
intelligence with KBank personnel having 
valuable experience, knowledge and 
insights on business and customer desires, 
has been adopted to drive the organisation.
Cognitive Banking is a combination of staff

experience and artificial intelligence to 
deliver to customers valued services that 
are: Highly Intelligent, Highly Adaptive 
and Highly Personalised. Achievement of 
the Cognitive Banking status will enable 
KBank’s digital services to step beyond 
being only a mobile banking platform. We 
are also guided by a vision of Inclusive 
Innovation, meaning that “Good innovations 
create value for all”. Therefore, our 
services have been designed to enhance 
the potential of all customer segments, 
including adoption of technologies for 
cost reduction so that everyone can gain 
access to our services, and application 
of data to increase our service coverage. 
In this regard, a new type of credit will be 
offered via digital channels for underbanked 
individuals who are presently unable to 
receive bank financing due to their lack 
of qualifications, such as insufficient 
transactions or inconsistent income.

TDB: Which key FinTechs or Challenger 
Banks are you keeping a firm eye on?

WP: Currently, KBank teams up with global and 
regional FinTech companies to leverage their 
strengths and our customer base to capture new 
business opportunity and enhance technology 
to uplift customer experience across platforms. 
However, those who are not yet our partners, 
we still keep an eye on especially the key players 
in each industry.   

Additionally, our VC arm Beacon Venture Capital 
has been one of the most active investors of 
Thailand and able to build up a strong portfolio 
within around 2 years since its inception, 
including Ookbee, Grab, InstaReM and Jitta. 
The companies we back are well diversified 
between local and regional companies as well as 
fintech and non-fintech such as consumer and 
enterprise technology which we also anticipate 
a lot of strategic value creation opportunities. 
Considering the deals in the pipeline and this 
should be another exciting year for the team. 
Beacon VC has been, and will continue to be, 
disciplined in our investment approach in the 
increasingly competitive market while continuing 
to reinforce KBank’s digital banking capabilities 
to serve our customers better.
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GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2018 
27 SEPTEMBER 2018 | CARLTON HOTEL SINGAPORE

The Winner of the Best Digital 
Wallet of the Year goes to a 
very familiar bank from today’s 
daytime summit. Their EON 
has co-created and innovated 
banking by leveraging the 
power of technology to bring 
the best and most delightful 
digital banking experience 
to Filipinos. It has pioneered 
neo-banking and introduced 
many FIRSTS in the market to 
redefine and enrich the mobile 
banking experience in the 
Philippines.

BEST DIGITAL 
WALLET OF THE YEAR

Winner: 
Union Bank of the Philippines

Highly Acclaimed: 
RHB Bank Berhad

DBS Bank

CREDIT CARD 
OF THE YEAR

Winner:
General Card Services 

Highly Acclaimed: 
United Overseas Bank Limited

HSBC Bank 
Singapore Limited

This Credit Card is 
outperforming its predecessor 
as well as the industry across 

all indicators. Central The1 
Credit Card truly demonstrates 

the power of business 
partnership. It is the first and 
only lifestyle co-brand credit 

card product in Thailand 
that is fully embedded with 
the absolute BEST features 
& benefits from the Central 

Group, the biggest retail 
conglomerate and Krungsri 

Consumer - the #1 Credit Card 
Issuer under Bank of Ayudhya 

Plc.
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GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2018 
27 SEPTEMBER 2018 | CARLTON HOTEL SINGAPORE

With their iSmart solution, 
relationship managers can 
actively engage with customers 
by providing better advisory 
services. As the first-of-its-
kind tool for SME sales force 
in Malaysia, it is expected 
to deliver a better customer 
experience as well as increase 
of SME sales force productivity 
of up to 20%. As part of RHB’s 
Digital initiative, two SME 
digital solutions- which were 
the first of their kind introduced 
by a bank in Malaysia- have 
been developed over the past 
year. Namely, SME Financing 
Online – which enables 
financing application online 
within 10 minutes with only 2 
documents, and financing can 
be obtained within 5 working 
days. iSmart - a first-of-its-kind 
sales force tool in Malaysia that 
is expected to change the way 
salesforce engages with SME 
customers.

EXCELLENCE IN 
SME BANKING

Winner: 
RHB Bank Berhad

Highly Acclaimed: 
Maybank

The market leader in financial 
inclusion in Thailand- Ngern 

Tid Lor has made auto 
insurance affordable to 
under-banked Thais by 

successfully launching a 
unique solution of a first-

in-market installment plan 
& insurance marketplace 
platform - leveraging its 

most trusted brand and the 
influence of social networks 
among under-banked Thais.

OUTSTANDING 
FINANCIAL INCLUSION

Winner:
Ngern Tid Lor 

Highly Acclaimed: 
Alliance Bank Malaysia Berhad

United Overseas Bank
LimitedR
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GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2018 
27 SEPTEMBER 2018 | CARLTON HOTEL SINGAPORE

BEST MASS 
AFFLUENT BANKING 

OFFERING

Winner:
Security Bank Corporation

Highly Acclaimed: 
Maybank

The bank has been transforming 
its retail banking business since 
2014 to become a proactive 
customer-focused bank today. 
Security bank aims to grow its 
retail business and become one 
of the top leading retail banks in 
the country.

Their NEW All Access account 
is more than just a deposit 
account. Aside from the banking 
essentials it offers such as; 
debit Mastercard, checkbook 
and passbook, the account now 
comes with free life insurance 
with coverage up to 3x account’s 
ADB.

The debit card and account 
that are miles ahead, UOB’s 

KrisFlyer account is an interest-
bearing SGD current account 
bundled with Mighty FX. The 

first of its kind, it facilitates 
seamless payments and comes 
complete with an exclusive co-
brand KrisFlyer Debit Card that 

rewards their customers with 
KrisFlyer miles.

BEST
PAYMENT

INNOVATION

Winner: 
United Overseas Bank Limited

Highly Acclaimed: 
Maybank
DBS Bank

MORTGAGE 
PRODUCT

OF THE YEAR

Winner: 
Bank of Ayudhya PCL

Highly Acclaimed: 
Security Bank
Corporation

As a result of improvement, Bank 
of Ayudhya’s goal to become 
a Tier-1 mortgage player has 
certainly been successful. For 
the first half of 2018, refinance 
loans registered a record high 
and broke their all-time record. 
Furthermore, the number of 
customers, branches and sales 
officers showed a significant 
increase.
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GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2018 
27 SEPTEMBER 2018 | CARLTON HOTEL SINGAPORE

Alliance Bank’s Cash2Home 
offering enables an improved 
banking experience for the 
underserved blue collar 
foreign worker segment, 
promoting financial 
inclusion and empowering 
foreign workers financially. 
Cash2Home ensures 
safekeeping of their 
salaries in bank accounts, 
(eliminating risks such 
as; theft, extortion and 
misplacement) - saving time 
and transportation costs to 
remittance houses.

OUTSTANDING 
CLIENT ON-BOARDING 
& ACCOUNT OPENING

Winner:
Alliance Bank Malaysia

Berhad

Highly Acclaimed:
United  Overseas Bank 

Limited

OUTSTANDING 
IT TRANSFORMATION

Winner:
Maybank 

Highly Acclaimed: 
United Overseas Bank

Limited
Bank of Ayudhya PCL

Secure2u (Phone-as-a-Token 
application) is a platform that 

aims to provide this bank’s 
customers with best-in-

class security authentication 
that will enable them to 
use Digital Transaction 

Signing and Soft Tokens 
as a replacement for the 

currently used SMS TAC, an 
aging technology which has 

significant limitations and 
security concerns.
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GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2018 
27 SEPTEMBER 2018 | CARLTON HOTEL SINGAPORE

Their ‘Your Financial GPS’ 
initiative was born with 
the purpose of embedding 
financial planning into the 
everyday lives of DBS’ retail 
customers seamlessly and 
conveniently across the 
bank’s digital channels. 
Your Financial GPS is an 
omni-channel solution that 
not only improves the online 
interaction with customers, 
but also allows the bank 
to better equip its offline 
channels.

BEST AUTOMATED 
ADVISORY SERVICE

Winner:
DBS Bank 

Highly Acclaimed:
United Overseas Bank

Limited

BEST MOBILE 
PAYMENTS SERVICE

Winner:
Standard Chartered 
Bank Group Digital 

Highly Acclaimed: 
DBS Bank
Maybank

Their PayKey is a feature which 
simplifies money transfers 

for clients. By clicking on the 
keyboard banking icon on 

their mobile phone’s keyboard, 
clients can send money to 

their friends and family without 
logging into the SC Mobile 

banking app. They were the 
first bank to offer this feature in 

Korea.
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GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2018 
27 SEPTEMBER 2018 | CARLTON HOTEL SINGAPORE

Krungsri Consumer 
has utilised a Big Data 
Analytics Platform to 
develop preference- 
based and location-based 
recommender systems 
to personalise credit 
card offers based on 
customer’s preference 
and location. This system 
will break the traditional 
marketing practices in 
credit card business, and 
has delivered the next 
level of individualised 
experience to their value 
customers.

BEST DATA 
ANALYTICS INITIATIVE

Winner:
Krungsri Consumer

Highly Acclaimed:
United Overseas Bank 

Limited
SCB Abacus Company

Limited

OUTSTANDING 
CUSTOMER SERVICE 
TRANSFORMATION

Winner:
United Overseas Bank Limited 

Highly Acclaimed: 
Security Bank Corporation

Bank of Ayudhya PCL

UOB’s Risk First Advisory 
Framework granted them 

this award – from Idea 
generation to Investment 

Communication, simplified 
with 1 click of a button. 

It aligns and activates 
a 5 country investment 

strategy team to identify the 
best investment idea with 

consideration of Value Trend 
Activity and Risk.
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The “Miss Saving Series” 
is the highly successful 
financial literacy initiative 
in Thailand. This project 
effectively brings 
financial knowledge to 
Thai people in an easy 
to digest entertaining 
video content. With great 
execution, SCB was able 
to educate customers and 
retarget them with related 
SCB financial services 
simultaneously.

BEST CUSTOMER 
RELATIONS & BRAND 

ENGAGEMENT INITIATIVE

Winner:
Siam Commercial Bank PCL

Highly Acclaimed:
Maybank
DBS Bank

OUTSTANDING 
CUSTOMER SERVICE 
TRANSFORMATION

Winner:
RCBC Bankard

Highly Acclaimed: 
DBS Bank

RCBC Bankard’s Diamond 
Platinum Mastercard ushered 

cardholders to a world of 
heart fulfilling shopping. With 
the diamond cares program, 

cardholders were able to 
automatically donate to 

Kusing ng Kalinga for every 
card spend.
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Their challenge was to 
cut through clutter by 
striking a resonant chord 
with their audience. The 
strategy revolved around 
championing personalisation 
through an engaging 1:1 
digital experience with 
music. “Choose What You 
Love” leverages a quiz and 
real-time data to generate 
a personalised music video 
that reveals the perfect card 
for each user.

OUTSTANDING
DIGITAL MARKETING

INITIATIVE

Winner:
HSBC Bank Singapore

Limited

Highly Acclaimed: 
Siam Commercial

Bank PCL

OUTSTANDING 
PERSONALISED 1:1

MARKETING INITIATIVE

Winner:
HSBC Bank Singapore Limited 

Highly Acclaimed: 
United Overseas Bank

Limited
DBS Bank

HSBC’s Creative Idea was 
rooted in a personalised 
music video that would 

give each prospect 
their own soundtrack. 
Audiences are invited 

by Singapore singer Dru 
Chen to take up an online 
quiz, and help inspire their 

next song. They offers 
four cards but through 
a uniquely customised 

brand experience, HSBC 
was able to present many 

more distinct and highly 
personalised soundtracks 
for each individual. Rather 

than a rote functional 
exercise, the experience of 

discovering the right card 
was transformed into an 

interactive, shareable and 
immersive experience.M
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Maybank’s campaign 
instantly went viral as huge 
number of Malaysians 
started following what 
the bank created. The 
popularity of this campaign, 
in turn, brought outstanding 
business results as well as; 
over 5.6 million impressions 
for the campaign across 
all media (Facebook, 
Instagram, etc.). And, over 
1 million engagements 
throughout the campaign.

EXCELLENCE 
IN SOCIAL MEDIA 

MARKETING

Winner:
Maybank

Highly Acclaimed: 
Siam Commercial Bank PCL

United Overseas 
Bank Limited

BEST NEW 
PRODUCT LAUNCH

Winner:
United Overseas 

Bank Limited 

Highly Acclaimed:
Ngern Tid Lor

HSBC Bank Singapore
Limited

First in the industry, UOBs 
new 2018 New Car Loan is 

an impressive and innovative 
car financing solution for 

Car Buyers to get a car 
loan via their car dealers 

digitally or through an online 
marketplace, (Carousell), 

instantly. Secured, paperless 
and automated, a car dealer 
needs to select simple asset 

information with UOB’s 
digital solution and use the 

on-screen display to start 
an immediate conversation 
with the car buyer on loan 

payment.
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Motivated by their CEO, who 
once said, “Innovate, or Die”. 
DBS recognise the growing 
demand from customers for 
digital banking tools. The 
banking industry is being 
profoundly impacted by new 
technologies and evolving 
customer expectations. This 
bank understands providing 
financial services in the 
digital world is founded 
on the tenets of speed, 
frictionless service delivery, 
mobility, transparency, 
top-notch security and 
outstanding customer 
experience. The bank has 
therefore embarked on a 
mission of “Making Banking 
Joyful”, as it integrates 
banking services seamlessly 
into the everyday lives’ of 
customers.

EXCELLENCE IN
CUSTOMER PRIVACY 

& PROTECTION

Winner:
DBS Bank

Highly Acclaimed:
Maybank

BEST
ATM INNOVATION

Winner:
United Overseas Bank

UOB is the first bank in 
Southeast Asia to rollout the 

Near Field Communication 
(NFC) contactless Automated 

Teller Machine (ATM). This ATM 
enables UOB customers to 

pre-set their withdrawal sum 
and withdraw cash simply and 

securely with the tap of their 
smartphones.
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While most internet banking 
initiatives just provide a list of 
API codes for developers to use, 
DBS has set up API development 
teams that can collaborate and 
co-create services and working 
prototypes with its developer 
partners. DBS API Developers’ 
Programme, allows other 
brands, corporates, FinTech’s 
and software developers to 
“talk” to the bank to access a 
breadth of services - including 
funds transfers and peer-to-peer 
payment service.

BEST INTERNET 
BANKING INITIATIVE

Winner:
DBS Bank

Highly Acclaimed: 
Maybank

BEST
MOBILE BANKING

Winner:
Standard Chartered Bank

Singapore

Highly Acclaimed:
DBS Bank

Union Bank of the 
Philippines

In its most recent version 
release of the SC Mobile 
app, Standard Chartered 
Singapore has raised the 

bar for banking mobile 
apps. With pre log-in 

functionalities, the Mobile 
Key security enhancement, 

and native-to-app video 
is personalised with each 

country’s landmarks.O
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In February 18, DBS Bank 
launched its new Lifestyle 
app to offer customers 
a one stop self-service 
card companion app that 
enhances their experience 
by addressing all relevant 
touchpoints. With 
technological advancements 
of smartphones, cloud 
computing, data storage 
and artificial intelligence- 
there is more data being 
generated and analysed 
than ever before. Customers 
want banking to be simple, 
seamless and invisible, and 
that is what DBS wants for 
them - spending time on the 
people and things they care 
about.

BEST CUSTOMISED
MOBILE BANKING

Winner:
DBS Bank

Highly Acclaimed:
Maybank

OUTSTANDING
OMNI-CHANNEL 

INTEGRATION

Winner:
Standard Chartered Bank India

Highly Acclaimed:
IndusInd Bank

HSBC Bank Singapore
Limited

With real-time on-
boarding, Standard 
Chartered India has 

successfully transformed 
the account opening 

experience for their 
customers from a 

multi-day process to 
real-time. Built with 

clients’ convenience and 
ease of use in mind, the 
bank has revolutionised 

the account opening 
process in India.
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One of the DBS’ key areas 
of focus for their corporate 
volunteerism is Active Ageing, 
as their commitment to serving 
the generation that has worked 
hard in building the nation over 
the past few decades. The 
tangible measurement of success 
was to achieve a 25% market 
penetration of POSB Payroll 
customers in 2017/2018. Non-
tangible measures included 
the ease of use, time saved for 
workers, and time saved in face-
to-face engagement. Over 1000 
downloads were recorded within 
the first two days of soft-launch 
in 2016. Over 2000 downloads 
were recorded within the 1st 
week. As of the official launch in 
2018, over 150,000 downloads 
were recorded. This far exceeded 
the 25% market penetration 
measurement of success.

BEST
CSR INITIATIVE

Winner:
DBS Bank

OUTSTANDING
STAFF TRAINING,

LEARNING &
DEVELOPMENT 

PROGRAM

Winner: 
DBS Bank

This program also helped 
create a culture of learning 

from each other and instilled 
the belief that expertise 

takes precedence over ranks 
- bringing together people 
from various departments 
to learn as one team. The 

objective of Back to School 
is to nurture curiosity and 

empower employees to take 
charge of their own learning, 

which in turn creates a 
culture of self-operation, 

digital tools, personal 
branding and leadership.P

E
O

P
L

E
 &

 E
M

P
L

O
Y

E
E

 A
W

A
R

D
S

102 The Digital Banker | July 2019 Issue



GLOBAL RETAIL BANKING 
INNOVATION SUMMIT & AWARDS 2018 
27 SEPTEMBER 2018 | CARLTON HOTEL SINGAPORE

THE DIGITAL BANKER’s Retail 
Banker of the Year Award 2018 
goes to Tan Su Shan, Managing 
Director & Group Head, Consumer 
Banking & Wealth Management, 
DBS Bank. A few words from one 
of our esteemed judges, Mr Edge 
Zarrella, KPMG - Partner, Clients 
& Innovation:

“DBS continues to be a market 
leader in innovative ideas and 
solutions for its customers. Of 
the shortlisted candidates, Su 
Shan has continued to drive the 
digital agenda in the tradition of 
DBS being a Bank that punches 
way above its weight in innovative 
digital solutions for its customers. 
Its digital solutions are tailor-
made for its customers and it has 
continued to be rated highly in the 
market. The bank continues to be 
recognised as one of the world’s 
best digital banks. DBS continues 
to be rated at the top end of 
scores for consumer satisfaction. 
Su Shan quite rightly should 
receive the award for being the 
Retail Banker of the Year 2018.

RETAIL BANKER
OF THE YEAR

Winner:
Tan Su Shan

DBS Bank

RETAIL BANK
OF THE YEAR

Winner:
United Overseas Bank

Limited

Our Retail Bank of the Year 
2018 deservedly goes to UOB 

for their relentless efforts in 
driving innovation across 

payments, loans, cards and 
everyday banking. They 

have again demonstrated 
their customer obsessive 

culture through the provision 
of trailblazing products and 

services which have become 
intrinsic to their customers’ 

everyday lives. 2018 has been 
a year of product innovation 

and customer experience 
transformation for the bank-

their hard work has clearly paid 
off and 2019 awaits!
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26th September 2019 2020

2020November 2019

2020 2020

Upcoming Events

Global Islamic Finance 
Congress & Awards 2019

Kuala Lumpur, Malaysia

Private Banking Innovation 
Summit & Awards

Switzerland

2nd Annual Global Retail Banking 
Innovation Summit & Awards 2019

Carlton Hotel, Singapore

Bank To The Future 2020

Malaysia

Transaction Banking Innovation 
Summit & Awards

Singapore

Investment & Corporate 
Banking Awards Asia

Singapore
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2020 2020

20202020

Private Banking & 
Wealth Awards

Greater China

Bank To The Future 2020

Thailand

Bank To The Future 2020

Indonesia

A.I.D.A - Artificial Intelligence | Data | Analytics
Intelligence

Singapore

Global Insurance Innovation 
Congress & Awards

Singapore

https://digitalbankeronline.com/events/

2020
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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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