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From  
The  Editor

Valued Readers,

Welcome to the Q2 issue of The Digital Banker. 

Whilst organisations and the human population navigate unchartered waters, we are starting to come to terms 
with the fact that the way we work, engage and live has changed dramatically. And eventhough the outlook on 
overall health and economic growth looks somewhat gloomy, many organisations are adapting exceptionally well 
and driving business continuity as and where they can -some through innovation and some through changing the 
way in which they work. 

From all of us at The Digital Banker, we hope you are well and your families safe. On a slightly brighter note, 
we are delighted to inform you that our 2020 awards programs shall not only continue - but be augmented 
through increased global recognition and exposure for winners. Please get in touch with our awards team on                     
+65 6719 8054 or awards@digitalbankeronline.com.

I hope you enjoy reading this issue which covers the advancement of the digital banking ecosystem and looks at 
the state of innovation in digital banking across various regions. We also commemorate the winners of our Digital 
CX Awards 2020 through various articles and recognise all winning and highly acclaimed organisations on pages  
79 to 123.

We very much look forward to seeing many of you at our events toward the end of the year!  

Sincerely,

Nirav Patel
MD, Asia Pacific



The Digital Banker | Jan - Mar 2020 Issue   3

Contents

 06  The State of Open  Banking     
2020 
Open Banking has quickly leapfrogged 
from just a mere concept two years ago

11   Standard Chartered is the 
Best CX Institution of the Year 
When it comes to customer experience, 
Standard Chartered leaves no stone 
unturned

15   Digital Bank Licensing in 
Singapore: The Real Score 
Are we looking at the most 
transformative change in banking and 
finance sector in Singapore? 

23   The Highs and Lows of AI in 
Banking 
The single biggest technological 
revolution of the 21st century is now 
coming to full maturity

29  Standard Chartered Bank: 
Simplifying Innovative 
Banking 
The future of banking is one that is 
driven by a culture of innovation

34   DBS Bank: The world’s best 
bank just raised the ante on 
customer experience 
Are more customers are headed towards 
mobile banking?

37   HSBC Singapore: A Holistic 
Approach to Customer 
Experience 
A paragon of excellent service and 
innovative digital experiences in retail 
banking

41   UOB: Building purpose-built 
products for unparalleled 
customer experience 
The focus on customer centricity 
underpins UOB’s innovation drive

44   Taipei Fubon Bank: Using 
‘Robo’ to Help Clients Boost 
their Wealth 
A smart approach to boost the bottom 
line is to leverage the power of fintech

47  UnionBank: A Game-
Changer in Business Banking 
Experience in the Philippines 
Pushing the envelope in business 
banking experience in the Philippines

50  NETS: Innovating Through 
Consumer-Centric Design 
NETS has gone leaps and bounds in 
advancing the adoption of e-payments in 
Singapore

53   AFFINBANK: An Innovative 
Colony Enabling SMEs to Fly 
High 
The story behind “Banking Without 
Barriers”

56   TMRW by UOB: Best-in-Class 
Experience for the Digital 
Generation 
TMRW is the first mobile-only digital bank 
designed for the ASEAN millennial

60     Standard Chartered Private 
Bank: Ushering Digital 
Transformation in Private 
Banking  
Transforming banking experience for 
private bank clients is easier said than 
done



4   The Digital Banker | Jan - Mar 2020 Issue

Contents

64   MJBL: Delivering Dependable 
Digital Capabilities in Lao 
Helping the ASEAN region develop strong 
bilateral ties between countries too

66   IndusInd Bank: Making 
Customer Onboarding a Win-
Win Proposition  
A brand is defined by its customers’ 
experience

70   Standard Chartered Korea’s 
‘Leapfrog’ amongst the Best of 
the Best 
Working tirelessly to develop the next-
generation mobile app 

73   10 Most Promising FinTech 
Startups Worth Over $1B 
These are the 10 most promising fintech 
startups to watch in 2020

76   Securing Privileged Access 
6 Steps to secure privileged access for 
remote admins

79   Awards Winners 
Full list of awardees at the Digital CX 
Awards 2020



Published by: 

The Digital Banker
(A brand of Coeus Intelligence Pte. Ltd.)
101B Telok Ayer Street #03-02
Singapore 068574
 : +65 6719 8054
 : info@thedigitalbankeronline.com

“As digital banking 
grows and fintechs 
continue to introduce 
innovation to the 
market, embracing 
this brave new world 
will prove to be
a long term win, even 
for traditional banks.”

mailto:info%40thedigitalbankeronline.com?subject=


6   The Digital Banker | Jan - Mar 2020 Issue

The State of
Open Banking in 2020

Open Banking has quickly leapfrogged from a mere concept some two years ago, to 
almost an inevitable reality today. In 2020, we expect a further acceleration of its 
adoption spurred by aggressive moves and consolidation by the dominant players in 
the banking industry.

What started with PSD2 regulation in Europe in 
2018, Open Banking is now being adopted in various 
regions around the world such as Australia, several 
parts of Asia, Latin America and many other regions. 
PSD2 or the second Payment Services Directive, is 
designed by the countries of the European Union 
which aims to revolutionise the payments industry. 
Its goal is to break down the bank’s monopoly of 
their user’s data and allow third-party merchants to 
retrieve your account data – with your permission 
– for the purposes of providing better and more 
efficient customer experience. 

As security is a key concern and one of the most 
important issues to be addressed for open banking 
to be truly successful, PSD2 requires stronger 
identity checks when paying online and will 
likely involve even more checks when high value 
transactions are involved. At this point, the specifics 
are still being ironed out and various countries are 
in various stages of implementation but suffice to 
say that it has now reached a stage when the early 
movers will reap the most benefits and the laggards 
will be left behind by their competition.

Who Owns Your Financial Data?
In the age of digital banking, the open banking 
movement is raising a very important question, an 
answer to which spurs far-reaching consequences: 
Who owns banking data? 

For the longest time, traditional banks have 
maintained custody of their customer’s banking 
data, putting up infrastructure and investing 
in resources to safeguard that data. Now that 

consumers have the ability to quickly move their 
money through so-called fintech apps, access to 
that data serves as a key enabler to make it happen. 
In the US, start-ups like Plaid and Teller are leading 
the charge. 

According to reports, Plaid, a “San Francisco-based 
start-up, founded by two former Bain consultants, 
connects bank accounts to thousands of apps and 
helps consumers develop a complete picture of 
their financial data. The company, valued at $2.7 
billion, has attracted investments from the venture 
arms of Goldman Sachs, Citi, Google and American 
Express.” Basically, it develops APIs to make it easy 
to share banking and other financial information.

Plaid powers the majority of fintech apps in the U.S., 
including the popular app Venmo, and is rapidly 
expanding overseas. It is so successful that financial 
giant Visa, announced “a $5.3 billion acquisition of 
Plaid,” which was announced at the beginning of 
2020. 
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“What started with PSD2 
regulation in Europe in 2018, 
Open Banking is now being 
adopted in various regions 
around the world.”
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One of Plaid’s competitors, Teller, has also 
embarked on the same open banking mission. 
According to report, the fintech start-up has “quietly 
raised $4 million in seed capital from a slew of 
U.S. investors.” It comes to a market with a better 
proposition saying that, “unlike Plaid, Teller’s 
technology is not built using screenscraping, and 
therefore is “more reliable and performant,” said 
Teller co-founder Stevie Graham in an interview 
with TechCrunch. 
 

Open Banking Around the World
The US is far more advanced though compared to 
other countries when it comes to open banking. 
While the UK and Europe has been the so-called 
frontrunners, implementation and compliance with 
set deadlines still remains a challenge. In other 
parts of the world, a softer, non-disruptive approach 
is being taken to ensure everything proceeds 
smoothly. Here’s a snapshot of what’s happening 
elsewhere in the world (source: Open Banking 
Report 2019)

Australia
The Australian Government had decided to phase 
in Open Banking - consumers can direct the major 
banks to share credit and debit card, deposit and 
transaction data from July 2020, and mortgage and 
personal loan data from November 2020. 

Singapore 
The Singapore Government is committed to an 
organic transition towards Open Banking, more 
than a coercive framework of deadlines. The 
Monetary Authority of Singapore (MAS) encourages 
financial institutions to adopt APIs as a key 
foundation layer for innovation. Along these lines, 
together with the Association of Banks in Singapore, 
MAS launched a Finance-as-a-Service API Playbook. 
With the Finance-as-a-Service API Playbook, banks 
have a common guide to identify and develop APIs.

Hong Kong
The monetary authority released a report on 
open APIs, a first step for the development of the 
ecosystem, with recommendations on standards 
and protocols, as well as an implementation 
schedule.

Japan
The government and industry are collaborating 
on a commitment set by Prime Minister Abe for 
at least 80 banks to establish open APIs by 2020. 
Amendments to Japan’s Banking Act in June 2018 
established requirements for partnerships between 
fintech payment operators and financial institutions, 
aiming to formalise registration rules, standards, 
and the development of open API systems by June 
2020. This focuses initial open API requirements on 
the payment industry, as part of a broader push to 
increase the role of non-cash payments in Japan.

Malaysia
In January 2019, the BNM (Bank Negara Malaysia) 
released its Policy Document on Publishing Open 
Data using Open API (the Policy Document), which 
set out the BNM’s guidance on the development 
and publication of Open Application Programming 
Interface (Open API) for open data by financial 
institutions. The BNM aims to encourage open 
banking through the use of Open API, which enables 
third-party developers to access data without 
needing to establish a business relationship with 
financial institutions. While not mandatory, financial 
institutions are encouraged to adopt Open Data 
API Specifications recommended by the Open API 
Implementation Groups for credit card, SME loans 
and motor insurance products.

Mexico
Implementation is not expected until the secondary 
dispositions of the fintech law are due in March 
2020. Implementation will likely take place in 
phases, with the first phase requiring a regulatory 
sandbox to test Open APIs. Regardless, Mexico’s 
embrace of Open Banking pushes its fintech sector 

“The open banking 
movement is raising 
a very important 
question: Who owns 
banking data?”
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further ahead of most other countries in Latin 
America.

Switzerland, Indonesia, and China have also initiated 
moves towards Open Banking. However, adoption 
remains limited. 

South Korea, Bahrain, Brazil, Canada, and Thailand 
are chasing closely behind as fast followers.

At the earliest stage of development are the US, 
Chile, Nigeria, Kenya, and Rwanda.

Open Banking Initiative
On A Bank Level
While several strategic initiatives are happening at 
a macro level, banks are taking their own initiatives 
to move ahead and win in a world where Open 
Banking is the norm. One of which is Taiwan’s 
Taishin Bank, Winner of Best Open Banking Initiative 
at the recent Global Retail Banking Innovation 
Awards 2019. 

Taishin Bank’s Richart was developed as an 
open bank, which integrates all the services that 
customers need in one platform.

From account opening, saving money, investing, to 
foreign currency exchange, Richart and its partners 
created a user-centric digital environment to 
respond to users’ expectations, providing customers 
with more innovative and complete financial 
services with partners from different industries, 
including the telecom company, FinTech start-ups 
and insurance companies.

Through its strategy, Taishin Bank conquered three 
major pain points of its customers: 

Information isolation
In the past, customers need to fill out replicated 
application forms when they apply for different 
financial services. To save time for customers, 
Richart used open API to transfer customers’ 
information between different partners and help 
customers fill out forms automatically. Once 
customers become Richart members, they will 

https://lp.pepper.co.il/change-in-banking/&sa=D&ust=1571037505225000&usg=AFQjCNEVKUcxQbAd1vRZgu9xwGzZfruXdA
https://www.cmo.com/features/articles/2019/1/22/traditional-apac-banks-invest-in-digital-experiences.html%23gs.9hngba&sa=D&ust=1571037505225000&usg=AFQjCNFteITcVBxdI1pdKPpSmV-yyUbQKQ
https://www.mckinsey.com/~/media/McKinsey/Industries/Financial%2520Services/Our%2520Insights/Reaching%2520Asias%2520digital%2520banking%2520customers/Asias-digital-banking-race-WEB-FINAL.ashx&sa=D&ust=1571037505225000&usg=AFQjCNHVM6VGFdNN-gBlAwghe797KLSa5g
https://fintechnews.sg/21781/fintech/singapores-path-to-digital-economy-still-facing-some-roadblocks/&sa=D&ust=1571037505225000&usg=AFQjCNHrlDIRtbu8jxUn5uyHnToBYpTXlQ


10   The Digital Banker | Jan - Mar 2020 Issue

no longer need to fill out forms when they apply 
for other financial services on Richart App. By 
simply clicking a few buttons, customers can easily 
complete their application of various financial 
services such as insurance purchasing, foreign 
currency exchange, and investing.

Service isolation
Taishin Bank provided customers with a service 
that meets all their needs in one versatile platform. 
Customers in Taiwan usually have 5 or 6 different 
accounts to manage different services such as 
insurance, foreign currency, investment etc. – 
but with Richart, they only needed one account. 
Customers no longer need to memorise several 
different accounts and passwords. In addition, they 
are able to manage and keep track of different 
financial products in one App and one account. 

Channel isolation
Taishin Bank has also extended Richart’s financial 
services to LINE, the most popular instant 
messaging APP in Taiwan, allowing more than 
6 million customers to enjoy its services more 
easily and conveniently. With this breakthrough, 
customers can now enjoy financial service to check 
their transactions and reach out to Richart customer 
service through a common channel they use every 
day without logging in the banking App. 

Through the competitive and integrated products 
Richart provides with its partners, they have 
attracted more than 1,400,000 applications for 
Richart’s saving accounts – more than 70% of them 
are aged 35 or under, and more than 74% of them 
are first-time customers for Taishin Bank.

Also, via the partnerships with FinTech startups 
and companies from different industries, they were 
able to provide their customers a more complete 
financial services without building up a whole new 

system. Costs related to system infrastructure, 
maintainance, and labour have been reduced by 
30%.

As such, Richart has become the most popular 
digital bank in its market. According to a 2018 
customer satisfaction survey, over 95 % of its 
customers showed high satisfaction and strong 
willingness to continuously use Richart and 
recommend it to their friends.

Open Banking Will Make You Win 
The old rules of banking don’t apply anymore. As 
digital banking grows and fintechs continue to 
introduce innovation to the market at a breakneck 
speed, embracing this brave new world of open 
banking will prove to be a long-term win, even for 
traditional banks. 

According to a survey by Accenture, 90% of bankers 
believe open banking will boost organic growth by 
up to 10%. That does not mean though that it will be 
a smooth ride. Indicators coming out of European 
banks reveal that resistance among incumbent 
banks will be great and that change might come 
slower than what’s ideal or is required. The onus will 
be on those banks who can see the future before it 
happens and are bold enough to take action, now. 
The future is open. Wide open. 

“90% of bankers 
believe open banking 
will boost organic 
growth by up to 10%.”
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Sweeping numerous awards and outstanding recognitions at the Digital CX Awards 
2020 by The Digital Banker, Standard Chartered took home the crown as the Best CX 
Institution of the Year. A rare feat even among the world’s biggest banks, Standard 
Chartered bagged an award in almost all categories it participated in – from Strategy 
to Product Innovation to Technology and even Islamic Finance – Standard Chartered 
showed everyone that when it comes to providing the best customer experience, it 
leaves no stone unturned.

Rising to the top among the more than 200 
nominations in the various awards categories 
received this year, Standard Chartered’s 
achievements are truly something the entire team 
can be proud of. Among the highly reputable line 
up of judges who helped select this year’s award 
winners are respected subject-matter experts from 
companies such as Forrester, EY, Fuji Xerox, Bain & 
Company, Wipro Digital and KPMG.

“We are passionate about implementing new digital 
capabilities in servicing and transacting to simplify 
our clients’ digital banking activities. By putting 
the control and convenience in our clients’ hands, 
various products and services within our business 
have truly been game-changers. Winning these 

awards further fuel our passion to do more, to do 
better and to do everything that it takes to give the 
best to our customers,” said Millie Gillon, Global 
Head, Client Experience at Standard Chartered.  

Nicole Kwa, Head, Wealth Propositions & Solutions, 
Wealth Management at Standard Chartered 
Singapore also added: “We constantly seek ways 
to differentiate our services and disrupt through 
digitalisation so as to better meet the needs of 
our clients. But beyond smart technology and 
processes, we also want to retain the “human touch” 
for clients who prefer more personal or require 
inclusive services. Having this kind of recognition is 
a great honour on our part.” 

Outstanding Initiatives that set 
Standard Chartered apart 
Standard Chartered Fixed Income Mobile
Standard Chartered’s new Fixed Income Mobile 
platform is a purpose-built disruptive and 
innovative solution, extending mobile-first trading 
capabilities to clients in several fast-growing but 
under-served markets. By offering clients the ability 
to browse the list of available T-bills and bonds 
and submit orders from the convenience of their 
mobile phones, Standard Chartered has delivered a 
customer-centric application. Clients and Standard 
Chartered will both benefit from digitised and 
streamlined processes, as well as increased asset 
class awareness to help clients preserve and grow 
their wealth.

“By putting the 
control and 
convenience in our 
clients’ hands, various 
products and services 
within our business 
have truly been 
game-changers.”

Standard Chartered is the
Best CX Institution of the Year
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To date, FI Mobile has served clients in Kenya, 
Nigeria and Ghana. Leveraging Standard 
Chartered’s in-house design team and depth of 
product experience, FI Mobile presents investment 
opportunities directly to the client. Along with the 
ability to submit unsolicited orders it has eased the 
friction in investing in Fixed Income assets, thereby 
increasing order flows and associated revenues. 

Improved Net Promoter Score 
Improving the client satisfaction score and 
delivering client-centric improvements has been an 
area of focus for Standard Chartered Singapore. 
Through a multi-pronged approach to better  
understand client experiences, the Bank was able 
to bring about tangible change to certain channels 
and platforms, and they were able to respond with 
features that augment and make banking smoother 
for the client. This has resulted in an increase of 13 
points in Standard Chartered Singapore’s NPS score.

Enhanced Digital Capabilities for UAE Market
The bank has been investing significantly in digital 
technologies that enhance client experience. Over 

the last year, the bank has delivered 3 capabilities 
that brought digital banking to a whole new level of 
convenience in the UAE. 

• Card Controls – a feature that allows clients to 
control everything related to their credit card 
spending instantly, and on the go. It includes 5 
main sub-features:

 - Temporary lock (instant lock/unlock of card 
usage)

 - Overseas transactions (control which 
countries to allow/disallow spending in)

 - Transaction Limit (set a limit on a single 
transaction amount)

 - Payment Channels (switch on/off online, 
contactless, and chip payments based on 
personal security preference)

 - Control which transaction categories to 
receive SMS alerts for
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• Real-time P2P – a new remittance mechanism 
that transfers amounts across countries in less 
than 3 minutes. Not only does it cover a wide 
range of countries, but also digital wallets

 
• nGEN – an onboarding feature that allows New 

and Existing clients to apply for credit cards, get 
instant approval, and start using the card within 
minutes – by just adding its virtual credentials 
into a digital wallet.

These new initiatives brought about a better client 
experience, and higher adoption of digital services 
for Standard Chartered UAE. Mobile banking is 
close to 50% and digital active stands at over 65%. 
Over 95% of transactions are completed on digital 
channels, and 75% of the top 8 service requests are 
processed digitally. 

State of the Art Digital Capabilities for 
Islamic Banking
Standard Chartered was the first international bank 
in Malaysia to be awarded Islamic Banking licence. 
Islamic Banking operates under the brand name of 
‘Saadiq’ – which means truthful in Arabic. It is the 
only international bank catering to all Islamic client 
segments which include Retail, SME, and Corporate. 
Under Retail Banking, Standard Chartered offers 
the complete range of Islamic products like Credit 
Cards, Auto Finance, Home Finance, Current 
& Saving accounts and also distribute Wealth 
Management products such as  Takaful, Sukuk, and 
Mutual Funds. 

Standard Chartered offers a wide range of digital 
capabilities to its Islamic banking clients in UAE 
and is expected to continue to do so as the digital 
adoption and engagement rates within the Islamic 
banking segment continues to grow. By providing 
comprehensive Islamic banking services, the digital 
active rate in UAE is over 65% and the mobile active 
is close to 50%. The number of Islamic banking 
clients who engage digitally is close to 40%.

Member-Gets-Member Loyalty Program
Standard Chartered’s clients live in a highly digital 
world but tried-and-tested behaviours such as 
recommendations from friends and family still 
hold weight. In this project, the team had digitally 

powered word-of-mouth referrals for a seamless 
new-to-bank client onboarding experience. 

Standard Chartered has provided a member-gets-
member referral platform where existing clients of 
the bank can easily refer their friends and relatives 
through online banking and Standard Chartered 
mobile. Additionally, they are able to track the 
status of their referrals on their own. The team has 
built a simple and intuitive user journey, where both 
the referrer and referee are rewarded when the 
referee opens a new bank account with Standard 
Chartered. 

The bank account opening process is real-time, 
leveraging APIs with the Singapore government’s 
MyInfo portal. The program was so successful 
that it contributed to 50% of new credit card 
sales. Furthermore, the gamification aspect of this 
program has engaged  existing clients and kept 
Standard Chartered Singapore top of mind.   

Making Social Media a Channel for Service 
Standard Chartered identified an opportunity to 
significantly improve the way clients interacted with 
the bank on social media for servicing activities.  To 
turn things around, the team moved to an in-source 
model via its contact centre. Part of the strategy is 
to re-skill qualified contact centre agents to handle 
the social media channel. Furthermore, due to 
the reduction in call volumes and the increase in 
customer interactions in digital channels, Standard 
Chartered was able to re-deploy its excess capacity 
into social channel management. 

Standard Chartered has extended its operating 
hours on social media from weekdays, 9am-5pm to 
seven days a week, 8am-12mn and have committed 
to achieving 80% of cases being responded to within 
10 minutes and resolving issues for its customers 
end-to-end. 

Social media is a key, strategic channel for the Bank, 
and part of a larger cross-channel build. With a 
holistic approach for social engagement including 
publishing, listening, servicing and sales, the Bank 
is responsive to clients in real-time. To continuously 
improve efficiency and customer experience, 
Standard Chartered engages with new technology, 
including AI-powered solutions.
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Award Category Entity

Outstanding Customer Experience for
Financial Inclusion

Excellence in Net Promoter Score

Best Digital Customer Experience
in Retail Banking 

Best Client Onboarding Initiative

Best Customer Experience in Islamic Banking

Best Customer Experience in Takaful 

Best Customer Loyalty Program 

Best Customer Experience – Credit Card 

Outstanding Digital Customer Experience – 
Account Opening 

Outstanding Digital Customer Experience – 
Customer Onboarding 

Best Digital Customer Experience
in Retail Banking 

Best Digital Customer Experience 
in Wealth Management

Best User Experience – Mobile 

Best Customer Experience – Social Media 

Best Customer Experience in Islamic Banking 

Best Employee Experience 

Winner

Winner

Winner

Winner

Winner

Winner

Highly Acclaimed

Highly Acclaimed

Highly Acclaimed

Highly Acclaimed

Highly Acclaimed

Highly Acclaimed

Highly Acclaimed

Highly Acclaimed

Highly Acclaimed

Highly Acclaimed

Standard Chartered

Standard Chartered

Standard Chartered Singapore

Standard Chartered UAE

Standard Chartered Singapore

Standard Chartered Saadiq UAE

Standard Chartered Saadiq Malaysia

Standard Chartered Singapore

Standard Chartered Singapore

Standard Chartered Africa-Middle East

Standard Chartered Africa-Middle East

Standard Chartered Pakistan

Standard Chartered Singapore

Standard Chartered Singapore

Standard Chartered

Standard Chartered Saadiq Bangladesh

DIGITAL CX AWARDS 2020 - STANDARD CHARTERED BANK
IS MOST AWARDED ORGANISATION
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Digital Bank Licensing 
in Singapore: The Real Score

The profile of applicants vying to be Singapore’s first digital bank are a veritable list 
of who’s who in the world of business and global commerce. Notwithstanding the 
fact that many of them are relatively new in the financial services business, these 
companies might just end up bringing the most transformative change in banking and 
finance sector in Singapore. 

As of 31 December 2019, the Monetary Authority 
of Singapore (MAS) has confirmed that it had 
received “21 applications for digital bank licences,” 
comprising 7 applications for the digital full bank 
(DFB) licences, and 14 applications for the digital 
wholesale bank (DWB) licences.

MAS further added that, “the new digital 
bank licences have attracted strong interest 
from a diverse group of applicants. These 
include e-commerce firms, technology and 
telecommunications companies, FinTechs (such 
as crowd-funding platforms and payment services 

Image: joyfull / Shutterstock.com
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providers) and financial institutions. The majority of 
applicants are consortiums, with entities seeking to 
combine their individual strengths to enhance the 
digital bank’s value proposition.”

The number of applicants seems quite high 
considering the strict eligibility criteria that MAS 
has laid out for applicants of digital bank licence in 
Singapore, which includes the ability to “meet the 
applicable minimum paid-up capital requirement 
at the onset and the minimum capital funds 
requirement on an ongoing basis.” 

For Digital Full Bank (DFB) applicants, this includes 
a commitment of funds or “concrete fundraising 
plans to meet the minimum paid-up capital of S$1.5 
billion that is required when the DFB becomes a full 
functioning DFB,” according to MAS website. 

What’s All The Fuss About
Digital Banks?
While all these latest developments seem to be 
exciting and all brand new, Singapore’s local 
banking sector are already in the thick of the digital 
banking game for quite some time. Currently, there 
are four local banks and nine qualifying full banks in 
Singapore providing full range of banking services. 
Additionally, there are 99 licenced wholesale 
banking entities in Singapore. 

Taking advantage of Singapore’s high internet and 
mobile subscription penetration rates, standing 
at 91% and 154% of the population respectively, 
local banks have launched and continue to improve 
their online banking and mobile apps strategy. As 
a result, Singaporeans are ditching bank visits and 
opting to go mobile instead.

According to a study, mobile banking usage has 
overtaken branch visits by 15%. In addition, 
customers who expressed openness to digital 
banking, 66% said they will remain with their current 
bank even if all of its physical branches were closed 
while only 52% indicated they would do so with 
an entity outside of the banking sector, perhaps 
an indication that existing local banks are making 
headway in their quest to go digital. 

Of course, behaviours could change. And with the 

amount of resources that would-be digital banks 
are willing to put in, there is no telling where we 
could end up with 3 to 5 years from now. After 
all, digital banking is more than just an internet 
or a mobile version of banking services. It goes 
far deeper than that in that it is underpinned by 
the unprecedented utilisation of customers’ data, 
making the relationship between a digital bank and 
its customers more intimate and highly personal. 

In fact, according to some reports, it is not 
impossible that one day, you may be able to pay 
for your annual holiday vacation by instalments or 
perhaps buy an insurance for a movie ticket. These 
types of financial services could come as a result of 
partnership of multiple entities with different core 
strengths, vying to present a compelling USP to its 
customers. 

“By having access to data, which traditional banks 
do not have today, digital banks could come up 
with unique products and services that may be 
unconventional, but could prove to be wildly 
popular for customers,” says Nirav Patel, Managing 
Director of The Digital Banker, a globally trusted 
news, business intelligence and research partner to 
the worldwide financial services sector.

The Contenders 
The roster of companies competing to gain a 
foothold in a strategic market such as Singapore 
are major league players in their respective fields. 
While no official word has been released on who, 

“By having access 
to data, which 
traditional banks 
do not have today, 
digital banks could 
come up with 
unique products and 
services.”
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specifically, these players are, some of them already 
came out publicly with their bids. 

Grab-Singtel tie up 
Grab and Singtel has confirmed that they are 
making a bid for a digital full bank licence. Grab, 
a ride-hailing firm, will hold 60% stake in the 
consortium while Singtel, the Republic’s largest telco 
will hold the remaining 40%. 

According to its joint statement: “The digital 
bank will aim to cater to the needs of digital-first 
customers, who have come to expect greater 
convenience and personalisation, and small and 
medium-sized enterprises, which cite lack of access 
to credit as a key pain point.”

Razer Youth Bank
Razer Fintech, who will take up a 60% majority stake, 
will lead a consortium of strategic partners who will 
take up the remaining equity interest in Razer Youth 
Bank. The strategic equity partners include: Sheng 
Siong Holdings, FWD, LinkSure Global, Insignia 
Ventures Partners and Carro. 

Image: mimisim / Shutterstock.com

“Should Razer Fintech and its consortium be 
awarded the licence by the MAS, Razer Fintech is 
planning to extend its current fintech offerings 
to digital banking services by building the world’s 
first global youth bank, Razer Youth Bank, to be 
headquartered in Singapore, leveraging on the 
strength of Razer as a lifestyle brand synonymous 
with the youth and millennials, Razer’s global 
presence and the innovative digital payments 
platform Razer Fintech has built,” the company said 
in a press release.

Ant Financial
Billionaire Jack Ma’s Ant Financial has also submitted 
an application for a wholesale digital bank licence. 
Currently, the fintech giant is behind MyBank, one 
of China’s operational virtual banks and also among 
those granted a digital bank licence in Hong Kong. 
Its bid in Singapore is one that has been in the 
pipeline for quite some time as Ant Financial has 
previously stated its interest to bid for Singapore 
banking licence.
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BEYOND
BEYOND association, led by V3 Group and EZ link, 
also placed a bid for a full digital banking licence. 
The strategic alliance is also joined by MSIG 
insurance, Singapore Business Federation (SBF), 
Heliconia and Far East Organisation. 

According to Gan Chee Yen, the chairman-designate 
of BEYOND: “Our proposal represents the combined 
strengths of some of Singapore’s most established 
companies and their reach to SMEs and their 
workforce.”
 
“Together with my fellow incoming board members 
who have in-depth experience in risk management 
and digital banking operations in the UK and North 
Asia, we have developed a suite of innovative 
products and services that cater to the needs of the 
silver generation and SMEs operating in different 
industries,” he said.

Zall Consortium 
China-based Zall Smart Commerce Group is bidding 
for a digital wholesale bank licence in Singapore. 
According to report, “Hong Kong-listed Zall operates 
Asia’s largest business-to-business (B2B) trade 
platform in China and South-east Asia. In 2018, the 
group achieved a gross merchandise value of more 
than 600 billion yuan (S$117 billion), serving over 
one milllion SME customers worldwide.” 

According to our research, Zall is leading a 
consortium comprising Global eTrade Services 
(GeTS), a Singapore supply chain platform provider, 
and Marubeni Corporation, a Japanese trading 
conglomerate. 

The Incumbents 
It’s true that digital banks will be able to offer 
the same type of services that traditional banks 
do. In fact, MAS’ intention is for a digital full bank 
to eventually be able to conduct all banking 
transactions as existing banks. In Singapore, the 
current main local players are Oversea-Chinese 
Banking Corporation (OCBC), United Overseas Bank 
(UOB) and DBS Bank. 

One key differentiating factor of traditional banks 
is the presence of a physical structure such as a 

“People’s preference 
to have ‘human 
interaction’ as part of 
a collective cultural 
norm bodes well for 
the traditional banks’ 
business model.”

bank branch. People’s preference to have ‘human 
interaction’ as part of a collective cultural norm 
bodes well for the traditional banks’ business model 
– something that digital banks will have a hard time 
to topple over. This crucial difference equips the so-
called incumbents with significant advantages over 
new industry participants. In its report, ‘Banking 
in Asia Pacific’, EY listed down these resultant 
advantages:  

Large customer bases. Banks have well–
established customer relationships, giving them 
access to deep customer data. In the open data 
environment, these are key assets banks can use 
to enhance the user experience and deliver deeper 
insights to identify cross–and up–sell prospects and 
to constantly enhance offerings.
 
Scale, underpinned by strong balance sheets. 
Lending, funded by a strong balance sheet, is still 
the major source of growth for financial services 
entities. Scale is critical to being anything other 
than a niche offering and delivers banks a massive 
advantage over new entrant rivals, particularly 
for corporate clients. Incumbent banks with deep 
pockets, established histories and trusted client 
relationships, continue to be the preferred source of 
funds for corporates. 

Compliance expertise. While FinTechs may 
be quicker and more agile in testing new ideas, 
incumbent banks are well practiced in delivering 
products and services in compliance with stringent 
regulatory frameworks. Banks’ compliance 
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But this is not to say that bank branches are the 
traditional banks’ key engine of growth. Over the 
last couple of years, local players are investing in 
technology, efficiency and customer experience to 
further entrench their positioning. In fact, even as 
the total assets of local banks continue to increase, 
their physical bank branches are in constant 
decrease. 

Fig. 1: Number of Commercial Bank Branches per Hundred Thousand Adults in Singapore

Fig. 2: Total Assets of Banks in Singapore
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capabilities will prove a strong asset as the open 
data environment is increasingly regulated.
 
A trust advantage. Customers still trust their 
bank to keep their money safe and, more recently, 
to protect their data. This a key differentiator for 
banks as financial services move to an open data 
environment, an environment that hinges on 
customer trust to realise its true potential.

Source: Statista

Source: Statista
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In improving customer experience, data still 
remains the ‘secret sauce’ in enabling companies to 
come up with better offerings. This is particularly 
true in banking. 

In an interview with this magazine, Anurag Mathur, 
Head of International Retail Banking & Wealth 
Management for Asia Pacific at HSBC and The 
Digital Banker’s Retail Banker of the Year in 2019 
commented: “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,” he concludes.
 
For DBS Bank’s Head of Digital Wealth, Evy Theunis, 
it all boils down to being customer obsessed: “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.”

“In improving customer 
experience, data still 
remains the ‘secret 
sauce’ in enabling 
companies to come up 
with better offerings.”
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2020 and Beyond
Once MAS announces the successful applicants in for digital full bank (DFB) digital wholesale bank (DWB) licences 
in June 2020, expect the winds of change to gather up speed. As it is, MAS already envisions a “Smart Financial 
Center” for Singapore with a vibrant fintech ecosystem and a dynamic regulatory environment that lets it thrive. 

The overall market condition provides a conducive environment to make it happen:

While digital banking has already been making 
headway in regions such as North America and 
Europe, and while places in Asia such as Malaysia, 
Taiwan and Hong Kong have all introduced digital 
banking licences in the past 12 months or so, 
Singapore’s entry into the fray paints an unusually 
exciting future for all stakeholders. 

Here’s why: Singapore’s stature in the 
global community, in terms of its business 
competitiveness, regulatory environment and 
political stability, presents a significant opportunity 
to shake things up – for the better. As we head into 
the digital future, the combination of disruptive 
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banking innovations and firm foundational 
infrastructure by the government, can only produce 
the best outcome for the banks, the economy, 
and most importantly, the millions of average 
consumers and small businesses that stand to 
benefit the most.

In the words of Ravi Menon, Managing Director, 
MAS: “Singapore’s FinTech journey is about 
innovation, inclusion and inspiration. Everything we 
do in FinTech must always have a larger purpose – 
to improve the lives of individuals, to build a more 
dynamic economy, to promote a more inclusive 
society.” 
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The Highs and Lows of
AI in Banking

The Age of AI is finally upon us. Arguably the single biggest technology revolution of 
the 21st century, artificial intelligence (AI) is now coming to full maturity with many 
companies and organisations racing fast to harness its full potential. And the financial 
industry is currently leading the charge. 

This technology, which enables machines to 
provide human-like intelligence on a quantum 
level in order to augment human intelligence and 
decision making, is now being used to cut costs, 
improve compliance, increase revenue and improve 
customer experience. 

Its business value is so huge that anyone who fails 
to put a solid strategy behind it is expected to be 

edged out by competition. In fact, the business 
value that could be gained through the use of 
artificial intelligence in the banking industry is 
forecasted to grow significantly in the next 10 years. 

According to industry forecasts, by the year 2030, 
the use of AI in the banking industry will generate 
around 99 billion U.S. dollars in value in the Asia 
Pacific region alone.
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AI is set to have a truly positive impact to people – 
but it won’t come without its own set of challenges. 
As of late, we see many banking organisations 
launching their respective AI initiatives in order 
to be more efficient. By implementing intelligent 
automation, manual repetitive tasks are being 
reduced, interactions with customers are being 
improved, and sustainability initiatives are getting 
further along. The key challenge has always 
been the know-how, and to a certain degree, 
people’s biases around AI, mainly due to lack of 
understanding and wrong impressions propagated 
through media and other forums.

AI in 2020
Whether we like it or not, AI is here and will 
continue to impact people’s lives. It will bring new 
opportunities for businesses and the workforce 
alike. It will create new experiences for customers 
that are more aligned with their expectations. Some 

of the notable trends we see in 2020 are: 

Open source frameworks will grow. 
Thanks to open source software, the barrier to entry 
in AI is lower than ever before. Nowadays, there 
are a number of open-source tools to choose from, 
including Keras, Microsoft Cognitive Toolkit, and 
Apache MXNet. Before these, Google has already 
warmed the market with it released its TensorFlow 
machine learning library as an open source back in 
2015. 

Predictive maintenance algorithms will gain traction
Cost pressures will continue to drive many 
companies to find ways to save millions of 
dollars in unexpected failures. As such, predictive 
maintenance algorithms, which constantly collect 
data to predict equipment failures before they 
occur, will gain traction. With continued drop 
of sensor costs and increasing availability of 
required skillsets, investments in this area will grow 
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dramatically. 

Auto claims processing and settlement will improve
In the past, humans manually analyse accident 
images and review driver behaviour based on 
available documentary record. This will change. With 
many insurers and fintech companies now using AI 
to compute a car owner’s “risk score”, expect the 
whole system to be overhauled resulting to faster 
claims processing and better customer experience. 

Language translation will become more responsive 
to business needs
Natural language processing for the purpose of 
language translation accurate enough to respond to 
business needs has always been a challenge. Thanks 
to companies such as Google and Baidu, this might 
be a thing of the past. With much resources being 
poured into improving translation frameworks, 
expect great improvements in language capabilities, 
allowing wider adoption across industries. 

Proactive cyber threat monitoring 
The financial industry has been rocked with multiple 
cases of breach in cybersecurity. It resulted to 
an immeasurable amount of loss in revenue, not 
to mention the trust and confidence of many 
customers in these institutions. With advancements 
in computing power, proactive hunting of threats 
using machine learning is now possible and will 
continue to grow as more businesses realise its 
intrinsic value. 

The China Factor 
By now, China’s ambition to lead the world in the 
area of artificial intelligence is no longer a secret. It 
is determined to outpace not only the US but every 
global economy in AI. According to Kai-Fu Lee, a 
known AI expert and a Taiwanese-born American 
computer scientist, businessman, and author, China 
is now producing more than 10x more data than the 
US. By all indications, China looks set to catch up to 
the US by 2025 and lead the world by 2030 in terms 
of technical capabilities, available talent and most of 
all, data. 

Most of these capabilities are coming together, 
thanks to China’s big tech companies who 
are bringing their AI capabilities to the global Image: Sean Xu / Shutterstock.com
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“Proactive hunting 
of threats using 
machine learning 
is now possible and 
will continue to grow 
as more businesses 
realise its intrinsic 
value.”

heavily on Baidu for autonomous driving, Tencent 
for AI in healthcare, and Alibaba for smart cities. 
Government support for and intervention in AI 
development will likely have an immediate impact 
on the fast-growing Chinese tech market (where 
an entire city is being built from scratch around AI-
centric solutions),” the report said. 

While Baidu, Alibaba and Tencent are operating on 
a much bigger scale, the number of AI startups  and 
corporations making headways in various sectors 
continue to climb. Recent figures reveal that the 
number of AI corporations in Beijing amounted to 
422 while the number for Shenzhen totalled 167 as 
of May 2019.

In addition, there are a number of well-funded 
Chinese AI startups 2019. As of June 2019, 
SenseTime received total funding amounting to 
around 2.64 billion U.S. dollars, holding the top 
rank as the most funded artificial intelligence (AI) 
startup in China. Among the top five most funded AI 
startups were Megvii, UBTech Robotics, AIWAYS, and 
Horizon Robotics.

Across many industries, China, and by extension, 
Chinese AI companies, are emerging as a formidable 
force in artificial intelligence globally. 

How Banks Can Win Through AI
Every bank, in some shape or form, has been 
impacted by AI. Be it back, middle or front office, 
nothing has been left untouched. It’s probably 
common for many banking customers to have 
interacted with a customer service chatbot but 
what may not be as apparent is that many financial 
institutions have probably used complex machine 
learning to detect money launderers or sifted 
through mountains of data to ward off fraud and 
other anomalies before they wreak havoc, which is 
much more difficult to control. 

Here are the areas where banks can win big today 
through AI. 

Customer Experience and Front Office Support 
Client’s customer support expectations are always 
evolving. While many Millennials will not visit a 
brick and mortar bank branch for anything, their 

marketplace - Baidu, Alibaba and Tencent 
(collectively called BAT). 

These three Chinese big tech companies combined 
are positioning themselves to be the AI platform of 
the future, giving its American counterpart, GAFA 
(Google, Amazon, Facebook and Apple) a run for its 
money. 

With its breadth of resources, Baidu, Alibaba and 
Tencent are now able to compete with US tech 
giants for global AI talent. Reports reveal that 
“Baidu USA was offering a base salary of $130K 
to $175K per annum for a machine learning 
engineer…according to a petition filed with the US 
labor department for non-immigrant workers. (For 
comparison, Google was offering around $110K for 
an ML engineer, although experience levels and job 
requirements likely vary.)” 

In addition, many of the BAT’s AI products are 
competing directly with what GAFA are working 
on such as smart speakers, AI in e-commerce, 
autonomous vehicles and more. 

But what’s interesting to note is that Baidu, Alibaba 
and Tencent has strong support from the Chinese 
government. According to CBInsights, “China wants 
to be a world leader in AI in the next decade, and 
BAT is crucial to helping it get there.”

The Chinese science ministry announced that “the 
nation’s first wave of open AI platforms will rely 
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expectations of its digital representative is a 
different story. Artificial intelligence has brought on 
a lot of these changes. With AI-enabled chatbots and 
voice assistants, information sought by customers 
can now be dispensed faster, cheaper and more 
accurately. We’re also seeing AI helping biometric 
authorisation as well as ‘physical’ help for those who 
fancy an occasional bank branch visit through an 
AI-enabled robotic assistant. 

AML and KYC Compliance
AI can help detect fraud, identify patterns and 
“find the needle in the haystack”, in a manner of 
speaking. It can help in: transaction monitoring 
(identify non-obvious connections between 
individual transaction chains); entity resolution 
(creates a single unified view of a customer across 
local and international databases); identifying 
ultimate ownership (extract information to identify 
who has ownership or management stake); and 
media monitoring (categorise news articles and 
generate a match relevance score). 

Risk Management and Lending 
AI has the capability to objectively assess 
information and come up with equitable credit 

underwriting. By achieving a credible credit 
scoring and lending efficiently, AI can help banks 
assess and manage risks and how they build and 
interpret contracts. This is good news as there is a 
tremendous upside in this proposition in terms of 
new business opportunities and promoting people 
to do higher value work engagements. 

Outstanding Machine Learning 
Initiatives 
As they say, it is not a matter of if, but a matter of 
when and how. Many notable banking institutions 
are now in the thick of implementing machine 
learning initiatives as part of their overall artificial 
intelligence strategies. From stories about 
automation and how it would augment human 
capabilities, to fintech collaborations, to how 
banks are now using machine learning to provide 
frictionless, 24/7 customer interactions, there are 
plenty of case studies to learn from. 

Taipei Fubon Bank
Taipei Fubon Bank has 4.11 million regular account 
holders and around 390,000 wealth management
customers. Every year, some 1% of regular deposit 
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customers get “promoted” to wealth management 
status through various methods and gain access 
to the services afforded to wealth management 
customers. To come up with a more efficient and 
scientific method to identify the potential value 
of customers and boost their activity with the 
bank (leading to higher status), Taipei Fubon Bank 
resorted to machine learning technology to predict 
customer value.

Because the value of customers has been 
underestimated, many customers were not 
cultivated by the wealth management team and 
only had access to the services and experiences 
made available to regular account holders, 
focused primarily on online services such as online 
banking and mobile banking. They did not receive 
personalised wealth management services or 
investment recommendations.

After the value of customers was identified more 
accurately, the customers who were promoted 
to wealth management status received priority 
treatment in offline (branches) and online 
channels. Offline, they were offered exclusive 
financial planning services supported by dedicated 
financial consultants, received invitations to VIP 
events, and receive gifts when visiting a branch. 
Online, they were sent regular newsletters 
with the latest investing, product and market 
information. They also received personalised 
product recommendations, wealth management 
perks and special offers. These multitude of online 
and offline activities and benefits forged a powerful 
omnichannel VIP experience for customers.

Taishin Bank
When it comes to enhancing customer engagement, 
relying only on traditional, structured customer 
data, from demographics to transaction history, has 
its limits. Unstructured conversation data from call 
centers reveal opportunistic life transitions, such as 
starting a family and buying a house are defining 
moments of the human experience, that would 
complete the whole personalised customer journey. 

Beginning as a cross-business-unit collaboration, 
Taishin Bank developed and applied speech-to-
text and text-mining technologies across business 

units – from call center to business intelligence 
development, digital banking, payment services, and 
information technology. They leveraged speech-to-
text and text-mining technologies to create a hybrid 
data source, composed of static and dynamic, 
structured and unstructured data. Collectively, the 
bank increased work efficiency at the customer call 
center through the automation of call type labeling. 
They’ve also enhanced customer experience of 
Taishin’s web and mobile applications by resolving 
trending issues in customer calls. Furthermore, the 
monetisation of hybrid data is increasing due to its 
life storytelling marketing strategies by proactively 
reaching out to each customer at the point of their 
life transitions.

Bank of Ayudhya Public Company Limited 
(Krungsri Bank) 
“Analytics-Based Decision Platform” is an initiative 
of Krungsri Bank that brings in the most efficient 
approach for providing the best recommendation 
tailored for each Krungsri customer. Leveraging on 
machine learning algorithm, the platform produces 
smart prediction and consistent recommendation 
for interacting with each individual customer across 
all touchpoints. With the efficiency of this data-
driven platform, Krungsri has developed a positive 
customer experience that ultimately wins the 
customers’ long-term engagement.

As behaviours and lifestyles of each customer will 
change over time, they need a bank that is capable 
of learning and adapting to their needs. This 
platform was built to continuously learn from all 
customers and produce insights required to meet 
and go beyond customers’ expectations.

“AI is set to have 
a truly positive 
impact to people – 
but it won’t come 
without its own set of 
challenges.”
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Standard Chartered Bank: 
Simplifying Innovative Banking

The future of banking is one that is driven by a culture of innovation, efficiency and 
automation. And by all measures, Standard Chartered Bank is leading this change. 
One of the most reputable names in the industry when it comes to technology and 
innovation, Standard Chartered Bank, through its Enterprise Data Management, 
Foundation Services and Technology Strategy (FSTS) team, bagged several major awards 
at the Digital CX Awards 2020 by The Digital Banker. 

Among the awards received by the team are: 
Winner, Excellence in API Banking; Highly 
Acclaimed, Best Technology Implementation 
– Back-Office and Highly Acclaimed, Best User 
Experience – Internet. These prestigious awards 

are no small feat as they had to compete with more 
than 200 nominations in various awards categories.

The win was even more impressive considering the 
calibre of judges at this year’s awards ceremony, 
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which include seasoned professionals from 
companies such as Forrester, EY, Fuji Xerox, Bain & 
Company, Wipro Digital and KPMG. 

“A key focus for the Bank is in building our open 
banking capabilities. We are enabling partners and 
other fintech companies to discover and build with 
our APIs to create better customer solutions,” said 
Sham Arora, StanChart’s CIO, Foundation Services & 
Technology Strategy.

“Another area of focus is securing customers’ 
sensitive information given our role as custodians 
of trust. We have therefore invested heavily to 
identify and secure client data across the bank’s 
estate. To be able to be recognised by our peers in 
the industry, while pursuing our objectives for the 
benefit of our customers is absolutely rewarding.”  

The Quest to Simplify Open Banking 
through aXess 
“Open banking is about putting more choices in the 
hands of our clients. They can decide what data they 
want to share, increasing their options of suitable 
services or products and how they are delivered. 
From the Bank’s perspective, this also opens many 
opportunities, because we can now offer banking 
services through other platforms which are already 
integrated in our clients’ lives, whether its social 
media or ecommerce, for example. This connectivity 
is made possible through APIs” - Dr Michael Gorriz, 
Group Chief Information Officer of Standard 
Chartered. 

Standard Chartered Bank’s mission to simplify 
banking, through the use of technology and 
innovative solutions, is a much-documented tale 

“Open banking is 
about putting more 
choices in the hands 
of our clients. They 
can decide what 
data they want to 
share, increasing their 
options of suitable 
services or products 
and how they are 
delivered.”
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“By relentlessly 
focusing on delivering 
the benefits of 
Open Banking to its 
customers, StanChart 
has been able to 
provide remarkable 
digital experiences.”

within the industry. By making banking easy for 
millions of customers across Asia, Africa, and the 
Middle East, StanChart is well on its journey to make 
banking seamless.

Driven by a rapidly evolving technological landscape, 
customers now demand access to banking products 
and services wherever and whenever they need it, 
instantly and seamlessly. Competition from fintechs 
and new entrants in the form of technology giants 
are now more intense. 

One of the radical shifts in this evolution is the 
banks offering services to where the client needs 
them, fast, at low-cost, and in real-time. For 
example, clients can now trade in dynamic market 
conditions anytime, anywhere with the availability 
of the most updated FX rates on their mobile 
phones. This shift is enabled by APIs (Application 
Programming Interfaces) – what many refer to as 
Open Banking. 

By relentlessly focusing on delivering the benefits of 
Open Banking to its customers, StanChart has been 
able to provide remarkable digital experiences. 
Through its Open Banking platform, aXess, the bank 
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cases presented on the platform give ideas and 
inspiration for how the APIs can be leveraged in 
various business situations. 

Working with customers, StanChart has embedded 
its APIs in their flows and user journeys creating 
solutions for their customers and deepening 
customer relationships in the process.

aXess has also been the focal point for transforming 
the architecture and culture of the bank. The 
bank now adopts an API-first approach using 
microservices-based architecture, resulting in 
increased agility. Problem solving is done at aXess 
Labs through increased use of Hackathons enabled 
by an internal engineering platform. StanChart’s 
tech community can also access its APIs, libraries, 
apps (marketplace) and talent site for matching 
skills and opportunities to accelerate innovation. 

has accelerated its participation in partnerships, 
platforms and ecosystems which were not possible 
before.

Currently, aXess has over 100 APIs that are actively 
used by clients and partners, including services 
targeted at Corporate banking and retail banking, 
such as FX, retail products and custody services, 
and categorised by different regions, catering to 
local demands. Third party developers visit aXess to 
explore, understand how to use the APIs, test them 
through sandboxes and co-create solutions with 
StanChart experts. 

With the new API platform, customers are able to 
quickly find and identify APIs that support their 
business objectives and get quick access to sandbox 
data and supporting documentation. Customers 
can also quickly engage StanChart’s Labs teams 
to help with integration, support, and testing. Use 

“A key focus for the 
Bank is in building 
our open banking 
capabilities. We are 
enabling partners 
and other fintech 
companies to 
discover and build 
with our APIs to create 
better customer 
solutions.”



The Digital Banker | Jan - Mar 2020 Issue   33

Safeguarding Customer Data
Another important facet of banking innovation is 
the protection of customer data. In a data-driven 
world, securing customers’ sensitive information 
and ensuring the quality of the data is of absolute 
importance. StanChart has approximately 1,200 
different systems across multiple markets in the 
bank that contains millions of fields, in addition to 
a 3 petabyte data lake. To ensure the data can be 
used and analysed, it embarked on a major project 
to automate the classification and protection of 
data.

This involved the deployment of an automated data 
classification framework to classify data across 
1,200 systems, which included:

1. Matching of personal data based on column 
names - using algorithms such as Bag of Words, 
Levenshtein

2. Exact and probabilistic matching of personal 
data-based data signatures - based on training 
data sets created using known Personally 
Identifiable Information (PII) fields. 

3. Pattern-based data classification leveraging 
some of the out of the box meta data tool 
capabilities 

This framework enabled them to deploy a 
repeatable process to identify existing PII data 
sets across various systems and platforms in the 
bank. Users can upload a schema or datasets to 
this application, and it will automatically identify 
potential PII columns based on either column 
names, data content or pattern.

This data classification framework enabled the bank 
to execute its data classification strategy with up to 
75% savings in productivity.

The efforts driven by Standard Chartered in 
simplifying open banking through aXess is a clear 
indication of the bank’s innovative prowess and 
capabilities in this space. With numerous digital 
initiatives in the pipeline, Standard Chartered is 
looking to attain more pioneering achievements in 
months and years to come.
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DBS Bank: 
The world’s 
best bank just 
raised the ante 
on customer 
experience

Judging by its initiatives over the past 
year, DBS Bank doesn’t rest on its laurels 
when it comes to delivering simple and 
seamless digital banking experience for its 
customers. As the first bank in the world 
to simultaneously hold four of the most 
prestigious global best bank honours at 
the same time, including one given by The 
Digital Banker in 2019, DBS has proven 
once again that it’s at the top of its game. 
Bagging 9 major awards at the Digital 
CX Summit & Awards 2020 by The Digital 
Banker, there is no doubt that DBS is the 
banking leader in customer experience. 
The awards include: 

• Winner, Best Bank for Customer Experience
• Winner, Best Product or Service Innovation
• Winner, Excellence in Omni-Channel Customer 

Experience
• Winner, Best Employee Experience
• Highly Acclaimed, Best Digital Bank for Customer 

Experience
• Highly Acclaimed, Best Digital Customer Experience 

in SME Banking
• Highly Acclaimed, Outstanding Chatbot Customer 

Experience
• Highly Acclaimed, Best User Experience – Internet
• Highly Acclaimed, Best Digital Customer Experience 

Overall
Image: Fotos593 / Shutterstock.com
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Emerging on top among the more than 200 
nominations in various awards categories received 
this year, DBS Bank’s achievements are the envy 
of its peers. Among the highly respected line up of 
judges who helped select this year’s award winners 
are elite industry professionals from companies 
such as Forrester, EY, Fuji Xerox, Bain & Company, 
Wipro Digital and KPMG. 

“At DBS, we believe our people anchor everything 
we do, and if we get our people agenda right, that 
forms the best foundation for a successful business. 
Being recognised as the best in the industry 
not only in customer experience but employee 
experience as well, gives us great pride and honour. 
Most especially, our fulfilment comes from the 
fact that we have designed employee experience 
programmes and campaigns with a strong focus 
on building a future-ready workforce, ensuring 
employees feel connected and making employees 
feel valued,” said Karen Lee, Executive Director, 
Technology & Operations at DBS Bank.

Improving usability of digital banking 
platforms
DBS’ digital innovations are conceptualised with 
reference to the hierarchy of the customer digital 
needs pyramid. The pyramid is three-tiered, 
with stability forming the most essential basic 
requirement for mobile banking services, followed 
by functionality and usability. The bank has always 

grounded its digital proposition with stable and 
reliable systems. Demonstrating that it is at the 
forefront of digital banking, DBS was also one of the 
first to adopt digital security tokens and transaction 
signing pins as multi-factor authentication methods. 
To ensure that its mobile banking functions exceed 
its customers’ expectations, DBS conceptualised 
a digital landscape that offers an extensive list of 
channels, services and a simplified UI.
With the launch of the revamped digibank mobile 
app, customer feedback has revealed an overall 
positive response and receptiveness towards its 
usability. Many customers have pointed out that 
they appreciate the novel features and aesthetic 
upgrades which have enhanced their overall 
experience, leading to improved monthly customer 
satisfaction scores.

As a boost to its mobile-first strategy, just recently, 
the bank has observed a new record in which the 
total financial transaction value on mobile banking 
has exceeded Internet banking. Internet banking 
has always been ahead in terms of financial 
transaction value because customers have the 
impression that internet banking is more secure. 
Mobile banking, the younger brother of Internet 
banking, has been associated with low risk services 
like checking account balances and transaction 
history. The reversal in transaction value lead is 
evidence that more customers are headed towards 
mobile banking, affirming DBS’ Mobile First strategy 
set a few years ago. 

“At DBS, we believe 
our people anchor 
everything we do, 
and if we get our 
people agenda right, 
that forms the best 
foundation for a 
successful business.”
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HSBC Singapore: A Holistic 
Approach to Customer Experience

One of the most envied organisations when it comes to customer experience has 
proved once again that it is second to none. Winning five highly coveted awards in 
various Customer Experience categories, HSBC Singapore remains the paragon of 
excellent service and innovative digital experiences in a highly competitive retail 
banking environment. Their holistic approach to customer experience truly sets them 
apart.

At the Digital CX Awards 2020 by The Digital 
Banker, HSBC Singapore was declared Winner in 
the following categories: Best Brand Customer 
Experience, Best Customer Experience - 
Mortgage Product, Best Customer Experience 
– Branch. It was also adjudged Highly Acclaimed, 
Best Customer Loyalty Program. One of the 

most prestigious awards given, CX Professional of 
the Year was also won by HSBC Jade Relationship 
Manager, Diana Cheng. 

Coming out on top among the more than 200 
nominations in various awards categories received 
this year, HSBC Singapore’s achievement is a source

Image: Hatchapong Palurtchaivong / Shutterstock.com
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of pride. Among the highly respected line up of 
judges at this year’s awards ceremony are industry 
veterans from companies such as Forrester, EY, Fuji 
Xerox, Bain & Company, Wipro Digital and KPMG. 

“We’re always motivated to create real and 
meaningful connections with our customers and 
leave a positive impact on our community. We’re 
glad that through some of our programs, we’re able 
to achieve this. The fact that we’re being recognised 
for making a difference is especially encouraging,” 
said Alice Fok, Head of customer propositions & 
marketing, Retail Banking & Wealth Management, 
HSBC Singapore. 

Commenting on the success of ‘Swing for Power’ 
initiative, which helped HSBC Singapore win the 
Best Brand Customer Experience award, Tony 
Cripps, Group General Manager and Chief Executive 
Officer of HSBC Singapore said: “At HSBC, we’re 
always looking for ways to give back to our local 
communities. This year, we decided to harness 
the collective power of the people to support the 
amazing work that RDA is doing for those in need. 
The success of the Swing for Power initiative was 
achieved by mobilising the public for the common 
good. We are heartened by the results from this 
initiative and we hope that the contribution will 
benefit more Singaporeans with disabilities.”

Best Customer Loyalty Program - HSBC Jade 
Passport

HSBC Jade Passport offers seamless banking to 
HSBC’s hight net-worth Jade customers across Hong 
Kong SAR, mainland China and Singapore. Jade 
Passport allows Jade customers who are principally 
qualified in one of these markets, the ability to 
enjoy reciprocal access to benefits across the 
three locations. Customers have praised HSBC for 
being the first in the market to offer such a loyalty 
program and they have seen growing interest from 
new customers who have a personal or business 
interest across these 3 markets. 

Best Customer Experience (Mortgage Product) - 
HSBC Automated Facility Offer

The HSBC Automated Facility Offer letter cuts 

the time taken to generate a facility letter from 4 
hours to less than 1 minute, providing its mortgage 
customers with a new first-class experience. 
Through digitalisation, HSBC automated the 
generation of a facility letter very quickly.  With 
this, it has also provided customers with flexibility 
to change their loan packages should they change 
their mind. A new facility letter can then be 
generated quickly with minimal waiting time. The 
implementation saw a significant reduction in 
manual efforts.  More importantly, it has spurred 
the growth of HSBC’s lending business with the 
increased business volume.

Best Customer Experience (Branch) - Retail 
Banking and Wealth Management Branch 
Network

Combining technology and digital innovations 
with the enhancement of staff capabilities, HSBC 
Singapore - Retail Banking and Wealth Management 
Branch Network is building the business by
placing the customer at the centre of everything 
it does. The culture and capabilities (both digital 
and people) are synergistic to deliver the best in 
class service to its customers. An array of digital 
innovations and enhancements has been deployed, 
alongside uplifting people capabilities, helped 
HSBC Singapore to be recognised for this award. 
As a result, the bank has experiences significant 
improvement in its customer satisfaction scores and 
digital engagement.

“HSBC Singapore 
remains the paragon 
of excellent service 
and innovative digital 
experiences in a 
highly competitive 
retail banking 
environment.”
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Best Brand Customer Experience - Swing for 
Power

In order to improve brand affinity in Singapore, 
HSBC created ‘Swing for Power’, a CSR program 
that bought Singaporeans together to improve the 
community.

The fact that many Singaporean families live in 
darkness is hidden from public knowledge. 10%-15% 
of households in Singapore are low income, and 
with the rising cost of living, these families have no 
choice but to cut spending on their electricity bills. 
This option, however, isn’t possible for charities 
serving the community. Under extreme financial 
strain, charities struggle to meet their electricity 
payments. 

Unknown to many, there is a lot of power in a golf 
swing; a good hit sends the ball off at 94 mph. What 
if there is a way to capture this power and use it 
to power households or charities? Thus, ‘Swing for 
Power’ was born. The initiative included on-ground 
activations, interactive bus shelters and an online 
game allowing Singaporeans to participate by 
swinging a real or virtual golf club. With every swing, 
participants would generate real power for the 
community.

The most critical part of the strategy was to ensure 
that the power generated was donated back to 
the community. For this, HSBC Singapore, with its 
partners, decided that the campaign contributions 
would be donated to the Riding for The Disabled 
Association (RDA). The RDA provides horse riding 
therapy for those with both physical and intellectual 
disabilities. The RDA generously offers sufferers 
with sessions to help improve self-confidence and 
motor coordination. The service is in high demand 
with a 6-9 month waiting list. Such a contribution 
helped facilitate in speeding up with wait list having 
an immediate and significant impact to the disabled 
community. 

Through the collective engagement of over 8,000 
participants, ‘Swing for Power’ was able to harness 
24,267 hours of electricity powering up the RDA 
facility for 33 months. 

CX Professional of the Year - Diana Cheng

HSBC Jade Relationship Manager Diana Cheng 
has built a strong customer base for the past 10 
years in HSBC on the strong belief aligned with 
HSBC corporate values of customer centricity 
- meeting customer needs and providing “First 
Class Customer Experience”. A strong advocate of 
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excellent customer service together with a leverage 
on digital tools, Diana delivers her own brand of 
highly personalised service to her portfolio of HSBC 
JADE (High Net Worth) customers who expects a 
discerning and distinguished service. Her customers 
have deepened their relationship with HSBC with 
a broad range of products/holdings through the 
years, and the consistent performance in her 
balanced scorecard across business growth and 
customer satisfaction KPIs testifies to her ability as a 
customer professional in her field. 

“Through the 
collective 
engagement of over 
8,000 participants, 
‘Swing for Power’ 
was able to harness 
24,267 hours of 
electricity powering 
up the RDA facility for 
33 months.”
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UOB: Building 
purpose-built 
products for 
unparalleled 
customer 
experience

Recognising the varied needs of customers 
across different life stages, United 
Overseas Bank’s (UOB) focus on customer 
centricity underpins its innovation drive. 

The Bank’s focus on the customer has resulted in 
the launch of several initiatives, including a one-of-
a-kind portfolio advisory tool, an accelerated miles 
programme and an AI-powered digital banking service. 
At the Digital CX Awards 2020 by The Digital Banker, 
UOB brought home 8 major awards, namely:

• Winner, Best Technology Implementation - 
Front-End

• Winner, Best Use of AI for Customer Experience
• Highly Acclaimed, Best Product or Service 

Innovation
• Highly Acclaimed, Best Customer Insight and 

Feedback Initiative
• Highly Acclaimed, Best Digital Customer Experience 

in Wealth Management
• Highly Acclaimed, Outstanding Customer 

Experience in Financial Inclusion
• Highly Acclaimed, Best Digital Customer Experience 

in Life Insurance
• Highly Acclaimed, Best Employee Experience

With these 8 awards, UOB is one of the most 
recognised organisations, standing out against the 200 
nominations in various award categories received this 
year, The adjudication panel that helped select this Image: Dzerkach Viktar / Shutterstock.com
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year’s award winners are longtime subject-matter 
experts from companies such as Forrester, EY, Fuji 
Xerox, Bain & Company, Wipro Digital and KPMG.

“Our greatest accomplishments can only be 
measured by the impact and positive experience we 
give to our customers. These awards only help to 
strengthen our resolve to do just that. In UOB, we 
always anticipate our customers’ needs. If we can 
come up with a product or service that can enable 
our customers to track their finances effortlessly, 
which will guide them to relevant financial solutions 
that can help them meet their financial needs, then 
that will be our focus. We truly value our customers’ 
needs,” said Chung Shaw Bee, Managing Director, 
Head of Deposits & Wealth Management for 
Singapore and the region at UOB.

Award-winning Initiatives that make a 
difference 
UOB Bond Explorer
UOB Bond Explorer is a first-of-its-kind bond 
portfolio analytical and comparison tool that 
contains innovative functionalities from online bond 
factsheets to interactive interest rate sensitivity 
analysis and performance analysis. It is a purpose-
built digital advisory platform that allows UOB’s 

customers to make the most informed decisions 
about their bond portfolio.

With UOB Bond Explorer, the bank’s customer 
relationship managers can now perform 
sophisticated analysis and evaluation of portfolio of 
bonds in the presence of their customers, providing 
efficiency and convenience to customers. 

UOB Mighty Insights
UOB Mighty Insights is Singapore’s first artificial 
intelligence (AI)-based digital banking service that 
makes it simpler for UOB’s customers to manage 
their personal finances. With this digital service, 
customers are provided insights to help them track 
their savings and expenses effortlessly and to be 
guided to relevant financial solutions that can help 
them meet their financial needs. 

Since the launch of UOB Mighty Insights, the 
number of Monthly Active Users has increased 40% 
year-on-year, and the average login frequency has 
increased 20% year-on-year. Of 400 UOB Mighty 
customers surveyed, 83% stated that they were 
highly satisfied with their digital banking experience 
on the UOB Mighty platform – an increase of 16% 
since the introduction of UOB Mighty Insights. 
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KrisFlyer UOB Account
The KrisFlyer UOB Account enables customers to 
earn accelerated KrisFlyer miles when they spend 
on their KrisFlyer UOB card and save through 
the KrisFlyer UOB Account. The miles earned are 
credited directly to customers’ Krisflyer account with 
no conversion fee, making it seamless and effortless 
for customers to accumulate miles. This industry-
first product provides a comprehensive banking 
solution to customers for whom travel is a lifestyle 
priority. 

UOB Lady’s Card
The UOB Lady’s Card was relaunched on 8 Mar 2019 
in conjunction with International Women’s Day and 
as part of UOB’s 30th Anniversary celebrations. 
Recognising the evolving and varied needs of 
women across different life stages, UOB Lady’s Card 
is the only Credit Card in the market to empower 
women with the freedom of choice to define how 
they want to be rewarded and have the flexibility 
to change their choice of reward category every 
quarter. 

Since the relaunch, total card applications have 
exceeded the preceding month-on-month average 
by over 200%. Online card applications exceeded 
year-on-year performance by more than 300% 
during the campaign period. The continuous rise in 
card applications reflects the positive reception of 
the new UOB Lady’s Card.

UOB Portfolio Advisory Tools 
The UOB Portfolio Advisory Tool (PAT) is a first-of-
its-kind purpose-built digital wealth management 
platform that provides customers with portfolio 
analysis and insights. The suite of digital tools has 
been designed to enable customers to monitor, 
manage and optimise their investment portfolios, 
empowering them to make well-informed decisions 
to achieve their financial goals. 

Within the first three months of launch, the 
UOB PAT had benefitted more than 5,155 UOB 
wealth management customers. Out of the 5,155 
customers, 1,458 had invested or rebalanced their 
wealth portfolios based on the review assessments 

by UOB PAT – this conversion rate of 30% is 
significantly higher than UOB’s usual closure rate for 
regular sales appointments, reflecting its relevance 
and effectiveness for customers.  

UOB Fund Explorer
UOB Fund Explorer is the bank’s first-to-market, 
one-stop shop for reviewing funds. The fund 
analytical and comparison tool enables users to 
extract key information pertaining to funds, to 
analyse and to compare single funds and portfolio 
of funds across multiple risk parameters, exposures 
and performance indicators.

UOB Insurance Explorer
UOB Insurance Explorer is a market-first insurance 
advisory tool that empowers clients to make sound 
insurance decisions through providing a holistic 
view of one’s financial plan beyond a single-product 
perspective. It is an all-in-one digital platform that 
facilitates policy aggregation, cash-flow analysis, 
insurance coverage overview, gap analysis and 
coverage simulations. 

Professional Conversion Programme (PCP)
UOB’s PCP is an initiative developed to strengthen 
the digital capabilities of UOB’s front-line staff. 
Introduced in November 2017, its aim was to 
prepare mid-career professionals, managers, 
executives and technicians (PMETs) for future roles 
and responsibilities in financial services, in line 
with the nation’s ambition to be at the forefront of 
technological developments. 

The programme covered design thinking, customer 
journey design, channel management, and 
scenario analysis and planning, conducted through 
classroom learning, workshops and on-the-job 
training. These were supported through the learning 
journal initiative that involved participatory learning 
by the staff and coaching from supervisors. 

UOB is the first local bank in Singapore expected 
to complete its PCP for 100% of its customer-facing 
staff by 2020. Currently. 80% of its branch staff have 
completed the journey and have been equipped 
with the right skillsets for their evolving work roles.
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Taipei Fubon Bank: Using ‘Robo’ to 
Help Clients Boost their Wealth

In this day and age, every company in the finance industry knows that a smart 
approach is to leverage the power of fintech to be able to provide premium services 
while boosting the bottom line. However, only a few companies have the combined 
technical proficiency and unwavering grit to do it. Taipei Fubon Bank is one of them 
– and does it with flying colours. Because of this, Taipei Fubon Bank was awarded 
Winner, Best Customer Experience – Social Media; Highly Acclaimed, Best Robo Advisory 
Experience and Highly Acclaimed, Best Use of Data and Analytics at the Digital CX 
Awards 2020 by The Digital Banker.

Emerging triumphant among the more than 200 
nominations in various awards categories received 
this year, Taipei Fubon Bank’s win is no small feat 
considering  the  top calibre line up of judges at  this

year’s  awards ceremony. Among them are 
seasoned professionals from companies such as 
Forrester, EY, Fuji Xerox,  Bain & Company, Wipro 
Digital and KPMG. 
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“Within our organisation, we always strive to provide 
better service for our customers. One of the most 
significant actions we took was to leverage fintech 
and ETFs with low cost to boost our business and 
serve our customers better. We feel absolutely 
honoured to receive this award as it is a clear 
testament of the success of our mission, which we 
continue to improve and build upon each day,” said 
Daniel Cheng, Senior Vice President, Digital Banking 
Department at Taipei Fubon Bank.

Michael Lee, Vice President for Marketing Support 
Department-Retail Banking also added: “As we 
continually communicate with our customers, 
we will continue to adopt different marketing 
communications at different touch points to ensure 
that we   respond   to  their  needs in a timely 
manner. This award serves as our inspiration to 
use data analytics in a manner that is responsible, 
accurate and value adding.”

Building an ecosystem for users’ life 
and financial needs via LINE
To make the dream of becoming users’ best friend 
come true, Taipei Fubon Bank partnered with LINE, 
Taiwan’s biggest communication app platform, to 
manage its official account.
 
By founding an ecosystem related to users’ life and 
financial needs   via LINE, Taipei Fubon Bank was 
able to provide functions and services users
need to bring profits to the company, lower the gap 
between consumers and the bank, and create a win- 
win proposition for both.

The services include card-application, 1 click to 
adjust credit, online coupon to offline spending, AI 
consumer service, robo-advisor, digital account, and 
so on. The bank approaches its users and get  their 
feedback through a series of anthropomorphic and 
phenomenon-based marketing strategies and action 
plans.

Taipei Fubon Bank has gained 1 million friends on 
first day and reached 4 million friends in the past 8 
months. Over 20% of 0.4 million J card applications 
were from LINE, and this brought in over 30 million 
business revenue.

“Nano helps 
Taiwanese customers 
enjoy the premium 
world-class wealth 
management service.”

Owing to the combination of CRM data and 
information users gave via LINE, the bank can 
analyse users’ exact needs for target marketing 
and personalised services to bring in profits. By 
engaging consumers smartly, Taipei Fubon Bank has 
not only increased its revenue from cards but also 
managed to cross-sell other products and services 
such as insurance, deposit, foreign currency, and 
investments.

 
Nano Investment – the largest robo-
advisor service in Taiwan
Taipei Fubon Bank, one of the most trusted banks 
in Taiwan, used  emerging  financial technologies 
to create the ultimate consumer experience  of  
“banking in all aspects of life”.

Taipei Fubon Bank collaborated with the largest 
online asset management company in UK and 
Europe, Nutmeg, and launched “Nano investment”, 
the first customised global ETF robo-advisor product 
in Taiwan in April 2019. Nano helps Taiwanese 
customers enjoy the premium world-class wealth 
management service and earn stable portfolio 
growth with the recipe of “SELECT” (Simple, Easy, 
Long-term, Expertise, low-Cost and Technology).

Nano Investment builds highly customised 
portfolios for customers. Additionally, Nano 
Investment adopts online interactive conversation 
to help customers complete the KYC and 
onboarding processes in an easy and natural way 
with the use of artificial intelligence. 

Among the key features of “Nano Investment” are as 
follows:
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Online Interactive Conversations. Taipei Fubon 
Bank adopts online interactive conversation to 
help customers complete the KYC and onboarding 
processes in a more easy and natural way. 

Low-cost ETF. “Nano Investment” is the only 
intelligent investment service with a low-cost ETF 
portfolio in Taiwan.

Fractional Shares. Nano Investment uses the 
technology of “Fractional Shares” to improve 
portfolio efficiency and lower the threshold for 
customers to initiate their investment plans.  

Automatic Rebalancing. Nano Investment 
rebalances clients’ portfolios automatically while the 
climate of global capital market changes to deliver 
stable and sustainable return to investors.

Since launching the service, Nano Investment has 
demonstrated Taipei Fubon Bank’s strength in 
fintech. To date, Nano Investment has acquired 
more than 18,000 customers invested and over 98% 
of these customers enjoyed positive returns from 
their portfolios, even during an ongoing volatility 
due to the trade war between United States and 
China and the panics of COVID-19.

Nano Customer Journey – 
Visualisation Dashboard
The Nano dashboard relies on data visualisation 
technology to “interact” with Nano Investments 
customer data and analyse the customer journey 
through changes in data in real time. At the same 
time, it adjusts to changing conditions based on 
channel, product and customer considerations. This 
high-speed tool that people can use to invest on 
their own, backed by the effective management of 
the customer journey, has already begun enhancing 
customer experience. It has also helped provide 
regular account holders with high-quality financial 
services.

Through customer journey analysis, the following 
benefits were achieved:

1. Enhanced customer experience
• No breakpoints in the customer experience. 

Through the monitoring systems, abnormal 
values are detected immediately and 
specific points in the customer experience 
are addressed, leading to improvements 
in processes and ongoing gains in capacity 
and effectiveness.

• Better communication with customers. 
System continues to communicate with 
customers based on their customer 
journeys, with different marketing 
approaches used at different contact points 
on the journey.

2. Triggered management teams to be more 
efficient
Unlike a lengthy communication process 
happening in the past, the real-time dashboard 
used by Nano Investments that compiles 
information on customer segments, products 
and channels and relies on data to manage 
these different areas, gives each department a 
clear picture of up-to-the-minute performance. 
Managers can quickly make key decisions 
without the need for extensive meetings, 
resulting in better customer experience and 
more efficient management.
  

3. Created competitive advantages   
Nano Investments’ customer journey 
dashboard monitors customer profiles, product 
results and channel management to gauge 
performance. When indicators in any of those 
three areas trend lower, the responsible unit 
can react immediately and take corrective 
action. This rapid response time and attention 
to all contact points gives the system a real 
competitive advantage.
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UnionBank: A Game-Changer in 
Business Banking Experience 
in the Philippines

Image: Z. Jacobs / Shutterstock.com

By putting client experience at the forefront of its design process, Union Bank of 
the Philippines (UnionBank) continues to push the envelope in business banking 
experience in the Philippines. Bringing home plum awards and besting its competition 
locally as well as those in the region, UnionBank is proving to be a game-changer that 
everyone should look out for. 

At the Digital CX Awards 2020 by The Digital 
Banker, UnionBank was adjudged Winner in the 
categories, Outstanding Blockchain Initiative 
for Customer Experience and Best Customer 
Loyalty Program. The bank was also hailed Highly 
Acclaimed for Outstanding Customer Experience 
for Digital Payments and Best Bank Account 
User Experience. Truly a momentous achievement 
considering the fact that this year’s awards received 
more than 200 nominations in various awards 
categories. 

This year’s select panel of judges include industry 

experts from companies such as Forrester, EY, Fuji 
Xerox, Bain & Company, Wipro Digital and KPMG. 
These individuals are known for their extensive 
experience in executing and advising on major 
transformation projects for FSI organisations 
globally. 

“All our efforts are geared towards creating superior 
banking experience for our customers. With 
initiatives that are centred around convenience, 
efficiency, and security – even in the most basic 
banking function, we can help our customers stay 
on top of their game, anytime, anywhere. Winning 
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this award makes us feel more motivated to further 
improve and help more people,” said John Cary 
Ong, Executive Vice President, Transaction Banking 
Center at UnionBank. 

“Teched up” SME Customers
Tech Up is an advocacy of UnionBank that aims 
to digitally transform processes and businesses 
in the Philippines by embedding its customers 
with the bank’s tools to help them make their lives 
easier. On November 2019, UnionBank flew nine 
Filipino business owners to Singapore to attend 
the Singapore Fintech Festival. This initiative forms 
part of the bank’s thrust to help business owners 
be exposed and learn new trends flourishing in the 
fintech space. The winners were selected based on 
the following criteria: 

• their current relationship with the bank
• their forecasted business growth
• technology open or aligned

Through the help of its partners including the 
Monetary Authority of Singapore, the bank helped 
their sponsored SMEs to gain access to workshops 
and networking sessions that aim to build up 
opportunities on a global scale:

Business Sans Border project – partnered with 
the Monetary Authority of Singapore (MAS), 
this workshop showcased the opportunities for 
streamlined payments from one country to the 
other and how this project will help improve 
revenue streams for businesses. This project is led 
by UnionBank’s Fintech startup, UBX.

UnionBank GlobalLinker’s Trade Connect – this 
award-winning global SME Meetup, a key highlight 
of the event, was about cross boarder meetup 
between business owners from India, Singapore, 
Malaysia and the Philippines.

In 2018, one of UnionBank’s delegates, Ms. Audrey 
Regis, was only part of the winner’s circle. In 2019, 
she was invited by the MAS to become a speaker 
for the event. From locally selling goods in the 
Philippines, because of Trade Connect, she is now 
able to sell her goods in countries as far as India 
and Japan.

Financial Supply Chain 
on Blockchain
UnionBank is also a trailblazer for launching the 
first financial supply chain system on blockchain in 
the Philippines – a platform that enables seamless 
transactions without compromising security, 
efficiency and customer experience in the supply 
chain.

In an age where exchanges of goods and services 
has never been more closely connected, Financial 
Supply Chain has never been so crucial. Financial 
Supply Chain on Blockchain enables transparency 
while protecting sensitive data and information 
through distributed ledgers and smart contracts. 
This enables UnionBank to offer non-traditional 

“UnionBank flew nine 
Filipino business 
owners to Singapore 
to attend the 
Singapore Fintech 
Festival. This initiative 
forms part of the 
bank’s thrust to help 
business owners be 
exposed in the fintech 
space.”
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payment options to small and medium enterprises, 
distributors, suppliers and dealers while digitising 
the invoice presentment and demand order 
processing.

During its initial implementation, the UnionBank 
team immediately realised the benefits of the 
project when its first transaction reached P63 
million in total payments from a single buyer, which 
proves user acceptance of the system. 
The development (in partnership with IBM) of the 
Financial Supply Chain System on Blockchain gives 
the distributors, dealers and suppliers that are 
enrolled in the system the confidence to avail non-
traditional financing options on a single click of a 
button. This provides efficiency in managing their 
receivables and payables as manual processing 
takes too much time. 

The initiative also helped enhance customers 
experience as they can now view all their balances, 
request for multiple financing options and initiate 
any transactions via a single system without any 

manual intervention, all powered by Blockchain. The 
technology promotes transparency, security and 
immutability through distributed ledgers and smart 
contracts - features that greatly help reduce the risk 
of fraud such as double financing.

The implementation enabled UnionBank disrupt 
how financing if done in the Philippines by offering 
non-traditional and multiple financing options 
through a single platform.

“Financial Supply 
Chain on Blockchain 
enables transparency 
while protecting 
sensitive data and 
information.”
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NETS: Innovating Through 
Consumer-Centric Design 

Founded in 1985 by a consortium of local banks, Singapore electronic payment service 
provider NETS, has gone leaps and bounds in advancing the adoption of electronic 
payments in Singapore. Its latest innovation, NETS Click enables the digitisation of NETS 
Bank Cards on third party merchant mobile applications for secure seamless payments. 
And for that, they’ve won much-deserved awards.  

Having been honoured Highly Acclaimed, 
Best Customer Experience - Debit Card and 
Outstanding Customer Experience for Digital 
Payments at the Digital CX Awards 2020 by The 
Digital Banker, NETS continue to innovate through 
consumer-centric design. 

The prestigious awards, running on its second 
year now, received more than 200 nominations 

for various awards categories. Getting through 
successfully is an accomplishment as this year’s 
panel of judges include subject-matter experts 
known for their integrity and unbiased adjudication 
from companies such as Forrester, EY, Fuji Xerox, 
Bain & Company, Wipro Digital and KPMG. 

“NETS is in the business of making transactions 
more convenient and simpler for everyone. In line 
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“NETS Click features 
a highly advanced 
security design 
incorporating multi-
layered mobile 
digital security. 
Most importantly, it 
was developed with 
a human-centred 
product design.”

with Singapore’s push to become a cashless society 
by 2025, we are proud to introduce NETS Click as 
a new in-app payment option for commuters to 
pay for their ComfortDelGro taxi rides in a quick 
and seamless way. NETS Click has successfully 
addressed the monumental challenge of delivering 
simplicity on top of advanced technological 
enablers and for that, we are extremely delighted,” 
said Kenny Lee, VP, VAS & Partnership, Merchant 
Products & Partnership at NETS. 

NETS Click - secure seamless payments 
to third party merchants
NETS Click enables the digitisation of NETS Bank 
Cards on third party merchant mobile applications 
for secure seamless payments.
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technological enablers. The NETS Click project team 
successfully rolled out a one-time registration step 
that is even simpler than existing payment details 
entry process by other payment providers.

After registration, NETS Click essentially eliminates 
the need for consumers to fill out tedious payment 
details forms during the check-out process, 
replacing it with a seamless one-click payment 
experience. 

Merchants enabling NETS Click on their mobile 
applications are also able to retain payment 
transactions that would have otherwise dropped 
off due to less seamless check-out experiences. 
The enhanced consumer experience also helps 
merchants drive consumer retention, usage and 
loyalty.

“Merchants 
enabling NETS Click 
on their mobile 
applications are able 
to retain payment 
transactions that 
would have otherwise 
dropped off due to 
less seamless check-
out experiences.”

The product was conceived and built in-house with 
a lean project team comprising cross-functional 
domain experts from product, technology, security 
and compliance teams. The design is aligned to 
concepts of EMVCo’s Secure Remote Commerce 
(SRC) and fulfils equally stringent industry security 
requirements.

NETS Click features a highly advanced security 
design incorporating multi-layered mobile digital 
security, EMV-based tokenisation technology, bank 
card and consumer verification methods. Most 
importantly, it was developed with a human-centred 
product design. The result is a simple and friendly 
user journey incorporating advanced mobile 
runtime threat detection coupled with host-based 
AI-driven fraud and security monitoring.

Despite the complex technical implementation 
and intricate project management to align across 
multiple workgroups comprising banks, partners 
and internal stakeholders, the project team 
launched NETS Click without delays and within 
planned budget.

Commercially launched on 1st Nov 2019 with 
ComfortDelGro taxi, NETS Click has contributed 
close to a 10% increase in NETS total transaction 
value from ComfortDelGro in just a matter of 30 
days from launch.

Teamwork works 
Before NETS Click’s success, the team had to 
overcome complex challenges. One of the most 
significant challenges that the project team faced 
was to create a product that delivers simplicity in 
design, despite running on complex and advanced 
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AFFINBANK: An Innovative Colony 
Enabling SMEs to Fly High

Entrepreneurs are the backbone of a growing economy – and Affin Bank Berhad 
(AFFINBANK) makes this a meaningful journey for them. The AFFIN Bank Group is 
a financial services conglomerate focusing on commercial, Islamic and investment 
banking services, asset management and underwriting of life and general insurance 
business. Its tagline of “Banking Without Barriers” signifies the removal of boundaries 
within the processes of the Bank as well as its attitude in servicing its customers. Proof 
of this is its initiative called, ‘SMEColony’, the first bank-intermediated platform for SME 
community development in Malaysia. 

The initiative was so successful that it was awarded 
Winner of “Best Digital Customer Experience in 
SME Banking” at the Digital CX Awards 2020 by 
The Digital Banker. The much talked-about CX 
awards event, running on its second year now, 
received 200+ nominations for various awards 
categories. Its distinguished panel of judges include 
industry veterans known for their integrity and 
unbiased adjudication from companies such as 
Forrester, EY, Fuji Xerox, Bain & Company, Wipro 
Digital and KPMG. 

“This award goes out to all our inspiring 
entrepreneurs who continue to inspire us every 
day. Our mission is to create a meaningful journey 
for our SMEs to help them improve their business 
knowledge, enhance financial well-being and 
expand commercial networking. SMEColony is a 
multi-partner platform built with an SME-centric 
approach – and we’re indeed honoured and happy 
to be recognised for that,” said Lim Kee Yeong, 
Director of SME Banking for AFFINBANK.

“The growth of 
small and medium 
enterprises (SMEs) in 
Malaysia is nothing 
short of impressive.”
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Leveraging on digital and mobile 
technology 
The growth of small and medium enterprises (SMEs) 
in Malaysia is nothing short of impressive. According 
to data released by the Department of Statistics 
Malaysia (DOSM), SMEs registered a growth of 6.2% 
in 2018, slightly above the long-term average growth 
of 6.0% (2001 - 2017). The SMEs GDP contribution 
increased to 38.3% as compared to 37.8% in 2017. 

One key contributor of the robust growth of SMEs 
in Malaysia is the adoption of digital and mobile 
technology, which is gaining strong traction among 
Malaysian entrepreneurs. However, the same 
pattern has not been quite apparent within the 
banking sector serving SMEs. 

Recognising the significance of SMEs in Malaysian 
economic growth, AFFINBANK decided to take 
stewardship in building a strong affinity with the 
SME community including the start-ups. As such, 
AFFINBANK began its unique journey to nurture 
start-ups into the ecosystem over 2 years ago 
resulting in notable and public recognition. With 
an aim to continue its mission of a differentiated 
journey in meeting the needs of SMEs while 
providing unique solutions, the SMEColony mobile 
app was developed.
 
SMEColony is the first, and perhaps the best 
bank-intermediated platform to date, designed 
exclusively to serve the SME community. Available 
in both mobile and web,  the core propositions of 
SMEColony are targeted to (i) improve business 
knowledge with rich and insightful content; 
(ii) enhance financial well-being via advisory 
services and comprehensive solutions; and (iii) 
expand commercial networking through events, 
talks and functions. SMEColony offers the SME 
community digital customer experience and allows 
them to engage and seek business solutions via 
AFFINBANK and its partners at no admission cost or 
subscription fees. 
 

Helping SMEs Win 
SMEs need to understand how emerging trends 
could affect their business while seeking the right 
resources and solutions that are vital for their 
business growth. The creation of the SMEColony 
app helps fulfil such crucial needs. The platform 
offers credible business resources tailored for 
the SME community. It allows SMEs to engage 
and enable them to seek solutions proactively, 
leveraging on the resources of a large conglomerate 
such as AFFINBANK. SMEColony adopts a multi-
partner approach to strengthen and widen 
opportunities for SMEs while the bank acts as an 
intermediary. An open platform of SMEColony 
allows the SME community to get connected without 
barriers. The result? A truly thriving SME community 
able to take on more challenges and opportunities 
that can help propel Malaysia’s economy further.
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At TMRW, the first mobile-only digital bank designed for the ASEAN millennial, the 
digital service strategy is built through a bottom-up approach. They started with a deep 
understanding of how millennials typically interact with one another and designed 
the service model to mimic this manner of interaction. TMRW’s unique service delivery 
model puts them at the top of the digital banking game and have won them accolades 
from all corners of the world. Recently, they have also bagged several major awards at 
the Digital CX Awards 2020 by The Digital Banker.  

Awards received include: Winner, Best Digital 
Bank for Customer Experience, Outstanding 
Chabot Customer Experience and Outstanding 
Leadership in Customer Experience – Institution. 
They’ve also been awarded Highly Acclaimed, 
Outstanding Customer Experience Account 
Opening. This feat of accomplishment was achieved 
with over 200 nominations received for various 
awards categories. 

Judging this year’s awards are subject-matter 
experts known for their integrity and unbiased 
adjudication from companies such as Forrester, 

EY, Fuji Xerox, Bain & Company, Wipro Digital and 
KPMG.

 “We are truly honoured to be recognised as 
the leader in customer experience. By bringing 
technology into the core of what we do, we can 
bring in an assortment of capabilities in our 
customer service delivery, such as multilingual 
response management, human support through 
chat and voice and deep-linked screens for ease of 
usage interactions. This motivates us to do more,” 
said Delwyn Phoon, First Vice President, TMRW 
Digital Bank at United Overseas Bank.

TMRW Intelligent Assistant - setting a 
new benchmark in customer service
TMRW’s distinct service delivery model brings 
together a complex orchestration of chatbot, 
live chat, and VOIP voice call similar to some 
of the leading messaging platforms – creating 
an experience unmatched by any typical bank. 
TMRW’s chatbot Tia (TMRW Intelligent Assistant) 
is right at the center of this experience. Tia also 
has the distinction of being the first chatbot in the 
Thai banking industry with full Natural Language 
Processing (NLP) capabilities in Thai language and 
the only banking chatbot in Thailand with dual 
language capabilities (Thai and English).

TMRW’s digital customer service model boasts 

TMRW by UOB: Best-in-Class 
Experience for the Digital 
Generation

“To achieve a truly 
simple account 
opening process for 
TMRW Indonesia, the 
team leveraged on 
permissible remote 
KYC guidelines set 
out by the local 
regulators.”
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of many firsts in the Thai banking and ASEAN 
banking industry in terms of capability, design and 
performance. Among them are: 

1. Chatbot orchestration. First digital service 
model that uses chatbot to orchestrate the 
delivery of customer service as a combination 
of self service, FAQ responses and human 
support through voice or chat – all without the 
user having to ever exit or switch away from the 
TMRW app.

2. Sentiment detection for improved 
confidence with bot usage. One of the 
largest challenges associated with a chatbot 
implementation is its ability to handle 
customer’s sentiment. The world of NLP 
acknowledges that sentiment detection remains 
the largest challenge faced by this technology 
and the most important one to surpass in 
order for acceptance of chatbots as a norm in 
customer service. Tia runs multiple algorithms 

in the background to detect sentiments when 
responding to customer queries to detect a 
variety of human emotions such as humour, 
disappointment, anger, fear and anxiety. 

3. Ability to understand slang, typographical 
errors and short phrases in Thai language. 
The team spent approximately 8 months 
engaging the services of over 100 native Thai 
language speakers and collecting more than 
25,000 words, sentences and phrases to train, 
test and ascertain Tia’s ability to understand 
the user’s input in Thai, even with inclusion of 
typos or slang words. After the official launch 
of TMRW in March 2019, Tia has been trained 
with over 10,000 phrases monthly taking its 
NLP comprehension to more than 100,000 Thai 
words and phrases.   

4. First chatbot orchestration to move 
conversation from text chat to voice within 
the same interface. Every query is different 
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when measured on the scale of user anxiety or 
emotion. Queries on card lost or fraud generally 
tend to involve a higher degree of anxiety and 
the best efforts to handle them through text 
chat may still leave the user feeling unassured. 
This is precisely the reason why Tia brings in a 
voice agent into the conversation the moment 
the user says he is worried about a fraud in 
his account, without attempting to resolve the 
query by herself or passing it to a text chat 
agent. 

5. Highly scalable and re-deployable operating 
model. Tia’s architectural design allows TMRW 
to scale Tia’s ability to handle newer queries 
and additional languages with ease. Tia is 
now being trained in Bahasa Indonesia and 
soon will handle customer enquiries in English 
and Bahasa in tandem with TMRW’s launch in 
Indonesia in 2020. 

6. Zero production downtime. Tia has had 
zero production down time since its launch, 
indicating her ability to handle hundreds of 
concurrent conversations with customers, 
without negative impact on her ability to 
respond on time and accurately to each and 
every one of them.

Remote Video Account Opening in 
Indonesia
After the successful public launch of TMRW 
in Thailand in March 2019, the TMRW team 
quickly adapted and planned for an Indonesian 
implementation. Indonesian regulations are, 
however, more favourable to remote account 
opening. This presented the TMRW team an 
opportunity to offer a more convenient account 
opening process than Thailand.

To achieve a truly simple account opening process 
for TMRW Indonesia, the team leveraged on 
permissible remote know-your-customers (KYC) 
guidelines set out by the local regulators. They 
then scanned the market to see what is available, 
what works and what does not. TMRW Indonesia 
adapted its Thailand implementation model, with a 
key difference - the Indonesia model will feature full 
remote video authentication.

The video authentication is designed as a two-
step process. Customers start off by answering 
three simple questions - one’s full name as shown 
on identification card, date of birth and mother’s 
maiden name. When that is done, a video chat 
request is triggered by the TMRW app to initiate 
the video authentication. Here, the customer would 
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“TMRW’s distinct 
service delivery model 
brings together a 
complex orchestration 
of chatbot, live chat,
and VOIP voice 
call – creating an
experience 
unmatched by any 
typical bank.”

need to perform a short video selfie while holding 
up their eKTP Card. This video authentication 
process takes less than a minute.

During its tests, more than 85% of the respondents 
were able to complete the video authentications on 
first try, and close to 98% were able to complete on 
the second try. 

New-to-bank customers can now verify and 
authenticate themselves on the TMRW mobile 
app – anytime, anywhere. They do not have to 
wait in line or spend their precious time traveling 
to the branches. This offers customers a superior 
customer experience compared to traditional 
account opening, as they can apply and get their 
Savings Accounts approved within minutes.
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Transforming banking experience for private bank clients is easier said than done – 
but with Standard Chartered Private Bank, consider the matter resolved. Being one             
of the most innovative and forward-thinking banking organisations around, 
SC Private Bank continues to challenge conventional thinking, and as a result, reaps 
rewards and accolades for its wealth of services, including some of the most coveted 
awards around customer experience at the Digital CX Awards 2020 by The Digital 
Banker. 

Among the awards received by the team are: 
Winner, Best Private Bank for Customer Experience 
and Best Digital Customer Experience in Private 
Banking; Highly Acclaimed, Best Product or 
Service Innovation and Best Use of Technology for 
Customer Experience – Overall. These awards are 
truly a mark of excellence as SC Private Bank had to 
compete with more than 200 nominations in various 
awards categories. 

The win was even more remarkable considering the 
judges at this year’s awards ceremony include highly 
reputable industry experts from companies such 
as Forrester, EY, Fuji Xerox, Bain & Company, Wipro 
Digital and KPMG. 

“Our vision is to transform the existing online 
experience for Private Banking clients.  In addition 
to viewing their portfolios, we want clients to 
be able to interact securely with their Private 
Bankers, get investment publications, and authorise 
transactions digitally.  We are making steady 
improvements and feel honoured to be recognised 
for our progress so far” said Jonathan da Silva – 
Head, Strategic Initiatives and Analytics, Private 
Banking.

SC Private Bank App – Advanced 
Client-Banker engagement platform
The SC Private Bank App aims to transform the 
existing internet banking experience for private 
bank clients from a portfolio view tool to an 
advanced Client-Banker engagement platform. 
Besides viewing their portfolios or past transactions, 
clients are able to interact with their Private Bankers 
and share information securely via chat within the 
bank’s mobile application. They can do so using 
their mobile, tablet or web devices, allowing them to 
discuss investment ideas and exchange views with 
their private banker on-the-go. 

When chatting with their private banker, Clients can 
snap, and share documents directly to their bankers 
through the app. This means clients can now submit 
client instructions to their private banker through 

Standard Chartered Private Bank: 
Ushering Digital Transformation in 
Private Banking

“The app was 
conceptualised 
through a strong 
collaboration 
between business, 
technology and 
design teams.”
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the SC Private Bank app via chat for investment 
trade execution. They can also receive the latest 
publications or market views on the go and organise 
them into folders for ease of management.

Through this initiative, SC Private Bank has seen 
tremendous business value by way of increased 
usage of the platform (+30%) and improved client 
and RM satisfaction across multiple locations. 
Clients have reported positive experience with the 
app as it has been updated with the latest tools 
such as biometrics login capabilities, eStatement 
and eAdvices retrieval, secured document sharing 
and RM chat and more. 

The app was conceptualised through a strong 
collaboration between business, technology and 
design teams. Overall time to market took 6 months 
from conceptualisation, design, build and launch. 
From a risk management angle, clients are now able 
to send messages or documents via chat securely 
through SC Private Bank’s platforms, which are 
stored within the bank’s servers. Sensitive files 
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or documents can be shared securely within the 
bank’s infrastructure instead of relying on e-mails to 
external domains.

Summary of enhanced capabilities:

1. Secure Communication Tools. In-app secure 
Chat capabilities between RM and Client to 
share trade ideas, investment publications and 
other documents

2. Enhanced Mobile Capabilities. E-statement 
and e-advices self-retrieval on mobile and tablet 
devices

3. Enhanced Portfolio Views. Consolidated 
portfolio views across multiple booking centres 
with breakdown of asset allocation and 
liabilities

4. Increased Mobility for Front Office. Launch 
of Private Banker App on Corporate Phones 
For front office to get access to client portfolios 
on-the-go

5. Improved Risk Management. Surveillance 
capabilities on RM-Client messages 
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Since the launch of the new web and mobile 
application, SC Private Bank has recorded significant 
benefits, including: 

• Average monthly logins increased by 30% 
globally across SG, HK, UK and UAE 

• No. of clients opting for paperless increased by 
15%

• Marginal increases of 4% in client adoption 
rates across all locations

• More than 70% of polled clients (950 Clients) 
rated at least 4 of 5 stars within the app on web 
and mobile 

  

“Clients are now able 
to send messages or 
documents via chat 
securely through 
SC Private Bank’s 
platforms, which 
are stored within the 
bank’s servers.”
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MJBL: Delivering Dependable 
Digital Capabilities in Lao

In the ASEAN region, there are a few companies that not only pursue commercial 
objectives but also help support strong bilateral ties between countries. One of the 
them is MARUHAN Japan Bank Lao (MJBL). Using MARUHAN Japan Group’s unparalleled 
resources, capacity, and expertise to revolutionise the ASEAN banking industry, 
MJBL delivers products and services that facilitate and encourage investment and 
contribute to the continuing growth and development of Lao PDR. Its corporate social 
responsibility programs also aim to promote growth and well-being in communities 
throughout the country. And when it comes to providing excellent customer 
experience, its star also shines bright. 

Just recently, MARUHAN Japan Bank Lao was 
awarded Highly Acclaimed, Best User Experience 
– Mobile and Best Bank for Customer Experience 
at the Digital CX Awards 2020 by The Digital 
Banker. The prestigious CX awards event, running 
on its second year now, received more than 200 
nominations for various awards categories. This 
year’s distinguished panel of judges include industry 
veterans known for their integrity and unbiased 
adjudication from companies such as Forrester, 
EY, Fuji Xerox, Bain & Company, Wipro Digital and 
KPMG.

“To be a key player in the local banking industry, 
our contribution and commitment hold great 
importance. Having received eminent recognitions 
from our local authority such as BOL, as well as 
these awards by our peers in the industry, makes 
us extremely proud. Our initiatives have crafted a 
new frontier in banking innovation in Lao, especially 
in the digital space, customer experience and 
product innovation, and we will never waiver in this 
mission,” said Richard Lee, Head of Performance 
Management, Retail Banking at MARUHAN Japan 
Bank Lao. 
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Leveling Up Convenience for 
Customers
With the new leadership team that came on 
board in July 2019, MJBL has since launched a 
transformation program aimed to deliver leading 
customer experience through best-in-class digital 
capabilities. It leveraged on ATMs, mobile banking, 
agency and Merchant/Partner to ultimately drive 
75% of transactions through non-branch channels. 

For example, MJBL has simplified deposit account 
opening. What used to take up to 3 hours 
processing, has been reduced to just 30 minutes! 
It has also set a goal of deploying digital channels 
and adopting paperless banking in high population 
density areas. These significant changes are being 
implemented under 3 guiding principles: Simple, 
easy and fast. Of course, with no compromise 
on compliance and risk as all changes being 
implemented are consistent with local regulatory 
requirements. 

On top of these core initiatives, MJBL is also the 
only local bank with exclusive partnership to open 
banking booth with priority lanes at the only cinema 
group in Lao. The goal is to level up convenience 
and innovation for customers and erase the notion 
that dealing with banks is usually rigid, inflexible 
and old fashioned. This unique approach has 
brought good publicity for MJBL within the capital, 
Vientiane as well as trading town of Pakse.

MJ Saduak – Simplicity and Innovation 
MJ Saduak (‘Saduak’ means Simple) is MJBL’s first 
mobile banking app. MJ Saduak is equipped with 

Chatbot (called “Noy”), an interactive feature that 
allows quick response and feedback on all banking 
information enquiries. “Noy” is the first and only 
active Chatbot that’s available in Lao currently. 
MJ Saduak is built with simple financial aid tool, 
a first-of-its-kind in Lao, that manages wealth 
innovatively as it tracks savings and spending. It 
is also equipped with face recognition capability 
making it highly secure and convenient. MJ Saduak 
helps ease the opening of e-wallet online and has 
the ability to upgrade to CASA anytime. In addition, 
MJBL is also a founding partner Bank with Lao 
National Payment Network (LAPNet), which aims 
to achieve faster, reliable and more convenient 
payment system in Lao, and one of the first batch 
of pilot Banks to offer unlimited ATM fund transfer 
facilities in Lao. As such, MJBL can tap into tap into 
the extensive 750 ATMs network throughout the 
country and expand its reach exponentially allowing 
them to serve a wider network of customers and 
bring convenience to a whole new level. 

“MJBL has simplified 
deposit account 
opening. What used 
to take up to 3 hours 
processing, has been 
reduced to just 30 
minutes!”
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IndusInd Bank: Making Customer 
Onboarding a Win-Win Proposition

A brand is defined by its customers’ experience. Going by that principle, India’s 
IndusInd Bank is clearly one powerful brand. Proof of this is the remarkable onboarding 
program the Bank has implemented for affluent customers. This digital onboarding 
journey helps new customers navigate seamlessly - from initiation to account set-up, 
all the way to the first 90 days of engagement with the bank. As such, IndusInd Bank 
was adjudged the Winner for “Outstanding Digital Customer Experience - Customer 
Onboarding” at the Digital CX Awards 2020 by The Digital Banker.

The prestigious summit and awards, running on 
its second year now, received 200+ nominations 
for various awards categories. Its panel of judges 
include subject-matter experts known for their 
integrity and unbiased adjudication from companies 
such as Forrester, EY, Fuji Xerox, Bain & Company, 
Wipro Digital and KPMG.

“At IndusInd Bank, we constantly strive to leverage 
on the latest technology in order to bring forth 
path breaking solutions for our customers. The 
successful execution of the digital on-boarding 
program is a testament to this effort. This award 
reaffirms our vision to create and transform key 
customer journeys and make them more Seamless, 
Easier, Faster and Transparent,” said Sumant 
Kathpalia, MD, CEO for IndusInd Bank
.

The Goal - transform the Customer 
Onboarding process 
IndusInd Bank Limited is India’s new generation 
bank established in 1994. The bank offers 
commercial, transactional and electronic banking 
products and services. As on 31 December 2019, 
IndusInd Bank has 1,851 branches/ banking 
outlets, and 2,721 ATMs spread across India, with 
representative offices in London, Dubai and Abu 
Dhabi.

In 2018, the bank had embarked upon a mission to 
evaluate and re-engineer key customer journeys 
based on the principle of SEFT - an acronym 
for Simple, Easy, Fast and Transparent. One 
of the customer interaction journeys that the 
Bank prioritised to transform was the customer 
onboarding process, especially for Affluent clients. 

Image: SNEHIT PHOTO / Shutterstock.com
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In the past, the onboarding process was tedious 
and complex, as it involved process handshakes 
and handovers between multiple functional units 
ranging from frontline sales to branch operations to 
local processing hub and finally, a central operations 
unit. These multiple checkpoints in the customer 
journey were causing some degree of drop-offs or 
failed conversions due to manual interventions and 
delays. This was also creating a non-standardised 
customer experience which was dependent on a 
paper-based process and the quality of interaction 
with employees at the branches.

The goal was to create an onboarding program that 
provides customers with a frictionless digital
journey - based on the principles of SEFT - from 
program discovery to account setup to engagement 
and account activation, all within the first 90 days of 
the relationship.
  

Keystones of the Project 
Implementation 
Customers don’t decide to start a new banking 
relationship just for the sake of novelty. Hence, 
the bank’s immediate goal was to provide a 
delightful onboarding journey when a potential 
customer expressed an interest to do so.

Based on industry data, a tedious experience 
prompts almost 20% of potential customers to 
abandon the account opening process midway. In 
a bid to create a great first impression (and higher 
conversion), the Bank embarked on a project to 
implement a digital onboarding program for its 
affluent customers and launched the initiative in 
2019.

They have successfully implemented a robust 
omni-channel onboarding program across channels, 
which has increased conversion rates significantly. 
The seamless Digital-Human onboarding has also 
created new business opportunities within the first 
90 days of a customer’s onboarding journey. Some 
of the key features of the program include:

“Based on industry 
data, a tedious 
experience makes 
almost 20% of the 
potential customers 
abandon the account 
opening process 
midway.”Mr. Sumant Kathpalia

MD, CEO for IndusInd Bank
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• Enabling prospective customers to initiate 
their relationship journey with IndusInd Bank 
seamlessly across multiple channels - mobile, 
tablet or desktop.

• Improving customer experience with intuitive 
navigation of the journey through smart form 
factors.

• Avoiding unnecessary re-routing of customers 
to back-ended or branch-based physical 
channels as it acts as a journey-breaker.

• Build compliant and reliable online identity 
verification that eliminates paper-based KYC.

• Incorporating autofill of existing customer 
information to avoid asking the same questions 
from existing customers who have been using 
other products of the bank like standalone 
Credit cards / Investments.

• Providing instant account “Number of Choice” 
(e,g, customer’s date of birth or mobile number) 
so that the customer can start using the 
account.

• Providing the customers the ability to reach out 
to their RM and Service Manager via a direct 
link in the Mobile App - so that everyone knows 
their Relationship Team.

• Inviting customers to explore other program 
benefits and services through digital campaigns 
which have embedded links for independent 
activation or assisted digital activation. Clicking 
these links triggers an actionable for the RM 
/ Service Manager to help the client via an 
assisted digital journey.

• Using intelligent analytics to target campaigns 
on cross-selling sticky products and 

engagement hooks like term deposits, health / 
home protection, credit card.

• Simultaneous digital messaging to the 
customers’ Service Manager if the customer 
encounters any hurdles in product activation or 
raises a service request. The Service Manager, 
upon seeing the notification, presses into action 
to help resolve the client’s issues and take the 
customer forward in the onboarding journey.

• Allowing customers able to bring their family 
members as well as business relationship 
onboard the program as a household group 
and enjoy the program benefits across all 
accounts.

• The result is an absolute win-win - for the 
customer and the bank. Because of the 
successful implementation of its omni-
channel onboarding program, there have been 
remarkable benefits, in terms of customer 
experience and business opportunities.

Benefits for Customers: 
• The A/C opening is now much more seamless, 

faster and error-free as the application process 
goes through input of client information 
digitally via Mobile/ Tab / Desktop based 
platform. The process ease has helped bring 
down dropout ratio of customers during 
account opening to almost NIL.

• The validation process of customer’s identity 
moved to a biometric or mobile OTP based 
verification using the country’s central unique 
identification database system. This eliminated 
the need for paper-based proofs of identity- 
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“Based on the 
successful 
implementation, 
the bank is now 
moving towards 
onboarding 200,000 
new customers per 
month through digital 
onboarding in this 
year.

reducing the returns or rejection of applications 
by nearly 50% thereby bringing down customer 
hassle of re-submitting documents.

• A/C opening turnaround time has been reduced 
from 2 days to few minutes.

• After A/C opening, the focus has shifted to 
sending relevant communication to customers 
to help them start using their account through 
digital channels. An intelligent rule-engine sits 
on top of the legacy banking systems and using 
API integration, checks for customer’s profile 
and/or transaction behaviour. Using advanced 
decision science based on data, the bank 
sends communication to clients basis a more 
targeted approach. Customers now find the 
communication more contextual and relevant, 
making them read and take desired action.

• Besides the seamless digital engagement, 
whenever a customer gets stuck in the process 
of using their account program’s features / 
available services, there is a team of service 

managers ready to help them instantly. This 
has helped the bank reduce drop-offs and 
complaints by 50%.

Benefits for the Bank:
• The onboarding journey encouraged many 

prospective customers to open a hassle-free 
account with the bank who earlier were anxious 
about the lengthy documentation process. New 
affluent customers onboarding rate increased 
by 20%.

• The customers who onboarded digitally 
maintained 30% higher relationship balances in 
their accounts.

• Household penetration into digitally onboarded 
customers is significantly higher than before

• Digital channels usage and other product 
conversion rates during the bank’s onboarding 
process have increased appreciably since this 
implementation.

• This has eliminated the need for a very large 
manual back-end operations setup for the bank.

• Early NPS trends indicate better results than 
before the onboarding implementation.

Based on the successful implementation, the bank 
is now aiming to onboard 200,000 new customers 
per month through digital onboarding in this year.

The successful execution of the program has helped 
the bank significantly enhance the volume and 
quality of new customers per month. It has also 
improved client stickiness, relationship deepening, 
and transaction intensity for new clients.

“Winning this award means a lot to us. It is not just 
gratifying but also encouraging for us, to continue 
our endeavors on this path of transforming our 
customers’ key journeys ever more fervently,” said 
Samir Dewan, Head of Affluent Banking & Customer 
Experience for IndusInd Bank.
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Standard Chartered Korea’s 
‘Leapfrog’ amongst the 
Best of the Best

Over the past year, the Standard Chartered Korea digital team and group team have 
worked tirelessly in developing an all new and next-generation mobile app – one it can 
be immensely proud of. 

Known as ‘leapfrog’ the relatively new mobile app 
was awarded Best User Experience – Mobile at the 
Digital CX Awards 2020, hosted by The Digital 
Banker. 

The Digital CX Awards is a gathering of the best-
in-class worldwide banks that are recognised as 
pioneers at the cutting edge of customer experience 
innovation. Co-judging by subject matter experts 
from EY, KPMG, Bain & Company, Forrester 
and Wipro Digital augments this remarkable 
achievement for Standard Chartered Korea – 
especially amongst such avid global competition. 

Best User Experience – Mobile
The new mobile app adorns an aesthetically 
pleasing user interface and offers users a state 
of the art mobile experience that dramatically 
simplifies the way customers manage their finances 
on the go. The all new and next generation version 
of the SC Mobile App delivers a reimagined ‘3.0’ 
experience which represents a quantum leap and a 
new global standard in digital banking. Many of the 
mobile app’s exciting new features are trailblazers 
in their own respect and allow Standard Chartered 
Korea to boast first to market status.
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It’s all About the Metrics
The bank’s digital sales regained momentum post 
launch, with Digital Retail and Wealth products 
rising 44% and 36% against the Q2 2019 average. 
Subsequent to launch - App downloads stood at 1M, 
as of 2nd March 2020 and continues to grow. Eight 
hundred thousand clients currently actively use 
this feature with the number of users continuing to 
grow. 

Multi-aggregation Technology
Standard Chartered is the first bank in Korea to 
have launched a mobile app affording customers an 
easy way to get a snapshot of their finances through 
multi-aggregation technology. This tech enables 
customers to monitor their entire financial portfolio 
at other financial institutions. 

Further user benefits come in the way of 
money transfers, which the new app has made 
exceptionally easy: a simple sliding gesture to 
transfer money allows customers to send money 
directly to their friends via contacts or KakaoTalk 
messenger, the no.1 messenger app in Korea all this 
without requiring their bank account information. 

Everything in One Place 
Standard Chartered Korea’s multi award-winning 
‘Self Bank’ app, mobile sales and onboarding app- 
designed for non-face-to-face digital interactions- 
and digital wealth capabilities have been combined 
into the new mobile app. The result for the end user 
is end-to-end customer journeys from real-time 
onboarding and retail products purchases, to day-
to-day transactions and wealth tracking.
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Enhanced Security and Access
The bank set out to create new ways to authenticate 
its customers for easier access with greater 
security. Customers can now choose their preferred 
way of accessing the app among various digital 
authorisation technology, such as fingerprint, face 
recognition, iris recognition, mobile token and a 
blockchain based digital certificate. 

The Challenger Landscape in Korea
Challenger banks and fintech players in Korea began 
establishing their businesses in 2017. Similar to the 
vast majority of challenger banks across the world- 
the offering is a pure-play mobile / online banking 
application with an innovative UI/UX, combined with 
simplified processes. There are a select number 

of challenger players that have recently achieved 
a level of success in Korea’s digital banking space. 
Such success can almost undoubtedly be attributed 
to the increasing trend of the Korean mobile 
market moving towards a single integrated mobile 
application.

With an accurate assessment of the threats 
posed by such challengers, Standard Chartered 
Korea’s response was to create something that 
is meticulously designed and engineered for the 
new digital age. The bank’s team purposefully 
refined every detail from the ground up to provide 
customers full control of their finances in a 
single application. The new mobile app signifies 
a tremendous step toward the bank’s goal of 
providing superior user experience.
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10 Most Promising 
FinTech Startups 
Worth Over $1B

Not so long ago, the distinction between a financial services company and a 
technology company is clear and well-defined. Nowadays, the lines between the two 
are so blurred to the point that many of each other’s services overlap – thankfully, 
to the benefit of the customers. It is so common for many technology companies 
nowadays to apply for financial services license, while traditional financial services 
organisations now call themselves tech innovator.

Fintech, or financial technology, is at the core of 
this transformation. As key players from both 
industries try to outcompete each other in terms of 
maximising operational efficiency, lowering costs 
and improving customer experience, there will be 
inevitable winners are losers. Only time will tell 
which companies will emerge on top but for now, 
these are the 10 most promising fintech startups to 
watch in 2020.

1. Plaid
Plaid serves as a mediator between finance/
payment apps and customer bank accounts. 
Plaid allows easy fund tracking and transfers. 
And it has a major appeal, where it doubled its 
customer count in 2019. The company has since 
expanded to Europe, where it now operates in 
Ireland, France, Spain, and the UK! Its excellent 
performance made it an acquisition target by 
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Visa. In addition, it has appeared 5 times in the 
Forbes’ Fintech 50 list! 
Current market value is $5.3 billion.

2. Stripe
Stripe provides an economic infrastructure that 
ensures safe and secure payment and online 
business management for businesses of all 
sizes. Right from its inception in 2010, the aim 
of its founders, Patrick and John Collison, was 
to provide payment solutions for SMEs and help 
them grow their business, using a secure billing 
system that could detect and protect them 
from fraudulent activities on the internet. With 
Stripe, merchants can connect to buyers, create 
complex billing systems, use SQL-powered 
analytics, create and distribute cards, and also 
perform other financial management functions 
necessary for by their business. Stripe provides 
these services so seamlessly, that tech giants 
Microsoft and Amazon, including 1000,000 
other companies rely on their services. 
Current market value is $35.5 billion.

3. Monzo
Ever since its UK banking license restriction 
was lifted in 2017, Monzo has gained more 
popularity and acceptance.  The company’s 
statistics claim that one in every twenty adults 
in the United Kingdom uses Monzo online 
banking platform. Monzo became a billion 
dollars company in 2018 after its fundraising 
campaign got £85mn from US venture capital 
investors. As of October 2019, the digital-only 
bank had over 140,000 customers. With an 
estimated 55,000 new signups every week, the 
number is bound to keep increasing. Monzo 
is committed to helping people make smarter 
decisions with their money. Hence, it already 
has a feature that prevents users from spending 
their funds on gambling, and the company aims 
to extend the same blocking functionality to the 
purchase of junk food. 
Current market value is $2.5 billion.

4. Coinbase
Coinbase is one of the largest crypto-currency 
exchange services in the world. Headquartered 
in San Francisco, California, Coinbase is a 
secure platform that makes it easy to buy, sell, 

and store cryptocurrency like Bitcoin, Bitcoin 
Cash, Ethereum, Ethereum Classic, Litecoin, 
Tezos, and many others. It brands itself as a 
regulation-compliant company offering security 
and convenience. In addition, the company 
offers auxiliary services such as personal 
electronic wallets, and new currencies to those 
seeking added privacy. 
Current market value is $8.1 billion.

5. TransferWise
TransferWise was established with the main 
aim of cutting the outrageous bank charges 
people pay to transfer money abroad. It was 
established in 2010 by Kristo Käärmann and 
Taavet Hinrikus, who were fed up with the 
bank charges they had to pay to transfer 
funds between the UK and Estonia. With over 
six million customers using their service, 
TransferWise distributes up to 4 billion dollars 
every month across 750 currencies. It charges 
a decent transfer rate, which is lower than the 
typical bank rate. 
Current market value is $3 billion.

6. NuBank
Nubank was created to provide efficient, fair, 
and transparent banking services for Brazilians, 
who are tired of the traditional banking 
system, which charges them exorbitant fees 
and high-interest rates despite being poor 
at service delivery. Nubank offers free digital 
accounts with no maintenance charges, credit 
card services, personal loans, and world-class 
customer service. It was established by David 
Valez, Cristiana Junqurai, and Edward Wible in 
2013. Its operations kickstarted in 2014, and 
as of 2018. Nubank became the third Brazilian 
bank to hit the one billion dollar mark. 
Current market value is $10 billion.

7. Ripple
Ripple enables banks, payment providers, 
digital asset exchanges and companies to send 
money globally using advanced blockchain 
technology. It provides real-time gross 
settlement system, currency exchange and 
remittance. It facilitates international payments 
for 300 institutional clients including Santander 
and Standard Chartered. In 2019, it sold 
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over $500 million worth of XRP, allowing the 
company to expand and invest in MoneyGram 
too!
Current market value is $10 billion.

8. Robinhood
Robinhood is a commission-free investment 
portal that provides users with investment 
opportunities in the US stock market, options, 
ETFs, and ADRs. It was established in 2013 by 
Vladimir Tenev and Baiju Bhatt. Robinhood 
has so far registered about 6 million users 
who enjoy a range of other banking services, 
including savings and checking accounts, debits, 
and also the purchase of cryptocurrencies. All 
these are done through the Robinhood App or 
website without requiring any foreign exchange 
fees or account minimums. 
Current market value is $7.6 billion.

9. Lemonade
Lemonade is a leading casualty and property 
insurance company that was built on a unique 
model of charging a flat rate and paying claims 
and premium within minutes, unlike what’s 
obtainable in the traditional insurance industry. 
Lemonade uses a highly sensitive artificial 
intelligence bot, Maya, and chat messengers, 
via which clients can receive quotes, advice, and 
insure their assets within minutes. Lemonade 
believes in giving back to the society; hence, a 
considerable part of the leftover money in the 
users’ insurance pool goes to charity. 
Current market value is $2 billion.

10. Klarna
Klarna is a Sweden-based online banking 
platform that provides payment solutions to 
different online stores. It eliminates payment 
hassles for online shoppers by allowing them 
to pay for their purchases after 30 days, or in 
instalments for three months. Klarna grew to 
become the biggest fintech company in Europe 
in August 2019, after it received a 460-million-
dollar funding, which raised its financial 
strength to 5.5 billion dollars. It partners with 
reputable vendors like ASOS and over 1,500 
other retailers. It has 80 million active users in 
250 countries, and with 50,000 new customers 
every week, Klarna is on the path for even 
bigger growth.
Current market value is $5.5 billion.

It is so common for 
many technology 
companies nowadays 
to apply for financial 
services license, while 
traditional financial 
services organisations 
now call themselves 
tech innovator. 
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This is most pronounced when considering 
security controls, cyber-hygiene, and reducing risk 
exposure that a more remote workforce creates. 
Are organisations prepared for such a distributed 
workforce and the potential risks that come with it? 

When it comes to IT administration teams, 
outsourced IT, and third-party vendors who 

might have privileged access to systems and 
infrastructure, they need secure, granular access 
to critical infrastructure resources regardless of 
location and without the hassles of a virtual private 
network (VPN). Ideally, how privileged users access 
these systems shouldn’t be different, regardless of 
whether they are in an on-premise data center or 
accessing remotely.

“Unlike a VPN that 
generally gives users
visibility to the 
entire network, 
organisations should 
only grant access to 
resources on a 
per-resource basis.”

While many organisations already have telecommute policies and solutions in place, 
they are most commonly for either fully-remote workers or for employees who 
typically work in the office but need flexibility for unusual situations. The current 
environment most companies now face may put their remote workplace capabilities to 
the test.

6 Steps to Secure Privileged Access 
for Remote Admins
by Nate Yocom 
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Ditch the VPN
Last year it was reported that Citrix was breached 
through a password spraying attack that also sought 
to leverage VPN access. ARS Technica also reported 
last year that energy companies have specifically 
become targets of attacks that use password 
spraying and VPN hacking.

Unlike a VPN that generally gives users visibility to 
the entire network, organisations should only grant 
access to resources on a per-resource basis. This 
gives privileged internal IT admins access to only 
as much  infrastructure as necessary, while limiting 
access by an outsourced team to only the servers 
and network hardware their role requires.

Privileged users should authenticate through Active 
Directory, LDAP, or whatever the authoritative 
identity store is, or grant granular, federated 
privileged access to resources for business partners 
and third-party vendors.

Guard against cyber-attacks by combining risk-level 
with role-based access controls, user context and 
MFA to enable intelligent, automated and real-time 
decisions for granting privileged access to users 
who are remotely accessing servers, on password 
checkout or when using a shared account to log into 
remote systems.
 

Secure Privileged Access for On-Site 
and Remote Administration
Here are six ways any organisation can create 
consistency in their privileged access management 

(PAM) approaches to secure remote access to data 
center and cloud-based infrastructures through a 
cloud-based service or on-premises deployment.

1. Grant IT administrators secure, context-aware 
access to a controlled set of servers, network 
devices and Infrastructure-as-a-Service (IaaS).

2. Enable outsourced IT without the need of 
including administrators in Active Directory.

3. Control access to specific data center and cloud-
based resources without the increased risk of 
providing full VPN access.

4. Secure all administrative access with risk-aware, 
multi-factor authentication (MFA).

5. Single secure access point for administrators to 
manage infrastructure using shared accounts or 
their own Active Directory account.

6. Enable secure remote access to data center and 
cloud-based infrastructures for internal users, 
third party vendors and outsourced IT through 
a cloud service or on-premises deployment.

Many organisations may think they are ready for 
a larger remote workforce, including privileged 
administrators. But relying on VPNs rather than 
maintaining consistent security processes, policies, 
and postures will create more exposure and risk. 
Step up your secure remote access game and 
enable intelligent, automated, real-time decisions 
for granting privileged access.
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DIGITAL CX AWARDS 2020 DIGITAL CX AWARDS 2020

RHB Bank Berhad
RHB Way is a programme to build an exceptional 
service culture through a highly engaged workforce to 
differentiate RHB. It is anchored around the bank’s Brand 
Promise, “Together We Progress” and focuses on 3 Service 
Commitments; to Build Trust, Deliver Convenience and Create 
Value. The programme’s key objectives are to change the 
mindset and behaviour of all RHBians, to always have the 
customer at the centre of everything they do.

EXCELLENCE IN NEXT-GEN 
CUSTOMER SATISFACTION

STRATEGY 
AWARDS

EXCELLENCE IN NEXT-GEN CUSTOMER SATISFACTION

BEST CX BUSINESS 
MODEL

HIGHLY ACCLAIMED
BEST CX BUSINESS MODEL

BEST CX BUSINESS MODEL

Taishin Bank
Taishin Bank is a pioneer in the industry‘s investment in 
wealth management services. Over the years, it has created 
a serious professional team, a diversified product platform 
and exclusive membership exclusive reward. Taishin Bank 
also innovatively launched household membership and 
YBO (Young Banker Officer) program- allowing wealth 
management to extend from individuals to the whole family, 
enabling more complete planning of asset accumulation and 
transfer.

CIMB Bank Berhad
CIMB Bank Berhad geared itself to achieve CX leadership 
by first establishing a Group governance structure that was 
flexible enough to meet local requirements and subsequently 
strengthen overtime to ensure sustainability. The ultimate 
goal is to establish the bank as a CX Subject Matter Expert 
within and outside the financial industry.
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DIGITAL CX AWARDS 2020

United Overseas Bank Limited
Fund Explorer is UOB’s first-to-market fund analytical and 
comparison tool that is truly a one-stop avenue for funds. Not 
only can users extract key information pertaining to funds, 
users can also analyse and compare both single funds and 
portfolios of funds across multiple risk parameters, exposures 
and performance indicators.

STRATEGY 
AWARDS

OUTSTANDING CUSTOMER EXPERIENCE
FOR FINANCIAL INCLUSION

Standard Chartered Bank
FI Mobile is a purpose-built disruptive and innovative solution, 
extending mobile-first bond trading capabilities to clients in 
Kenya, Nigeria and Ghana in December of 2019. Leveraging 
the bank’s in-house design team and depth of product 
experience, FI Mobile delivers a market-leading, innovative 
and client-centric mobile solution.

RCBC BANKARD
RCBC and RCBC Bankard believe in taking the right kind of 
risk and providing the un-carded segment access to credit.  
Through the “CASA + Credit Card bundle”, a client who opens 
a deposit account is given a credit card.  Compared to other 
banks, a stifling deposit hold-out arrangement wasn’t done.  
The client still has access to the deposited amount but is 
encouraged to be responsible in handling the credit through 
RCBC Bankard’s built-in budget management tools.  With this 
program in place, RCBC and RCBC Bankard paved the way for 
Filipino millenials to have a delightful customer experience in 
accessing credit.

OUTSTANDING CUSTOMER 
EXPERIENCE FOR 
FINANCIAL INCLUSION

HIGHLY ACCLAIMED
OUTSTANDING CUSTOMER 
EXPERIENCE FOR 
FINANCIAL INCLUSION

HIGHLY ACCLAIMED
OUTSTANDING CUSTOMER 
EXPERIENCE FOR 
FINANCIAL INCLUSION
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DIGITAL CX AWARDS 2020 DIGITAL CX AWARDS 2020

HSBC China Company Limited
CDI is the first and the only internal system integrating all 
kinds of external data collectively and smartly. With its current 
capability, CDI helps to reduce Credit/Fraud loss by around 
87k USD per month. CDI also enriches internal databases 
and facilitates a far more comprehensive risk assessment 
of customers. CDI can be used in common scenarios for the 
bank’s customers and to support credit/fraud decisioning.

STRATEGY 
AWARDS

EXCELLENCE IN API BANKING

BEST USE OF CUSTOMER FEEDBACK

Foundation Services and Technology Strategy 
Standard Chartered Bank
aXess is Standard Chartered Bank’s open banking initiative to 
enable partners and FinTechs to discover and build with its 
unique API capabilities. It goes beyond just an API platform 
by bringing to market a network of labs to support innovation 
and co-creation with partners, and an academy to gain skills 
needed to support open banking.

Standard Chartered Bank (Malaysia)
As part of the Standard Chartered Bank commitment to a 
superior customer experience, the bank believes it must start 
with listening to what its customers are telling them. Then, 
whenever appropriate, a processes was developed to initiate 
a genuine conversation. It is through this 2-way interaction 
that real positive change can occur. Standard Chartered is 
humanising digital banking.

EXCELLENCE IN 
API BANKING

HIGHLY ACCLAIMED
EXCELLENCE IN API BANKING

HIGHLY ACCLAIMED
BEST USE OF 
CUSTOMER FEEDBACK
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DIGITAL CX AWARDS 2020

CIMB Thai Bank Public Company Limited 
CIMB Biz Account is the best value proposition in the market 
for Thai SME current account, offering Fixed Deposit-like 
interest rates with superior flexibility and liquidity, all 
managed on a digital platform. Account opening is quick and 
simple, with no minimum balance requirements, and no cash 
management fees.

STRATEGY 
AWARDS

BEST PRODUCT OR SERVICE INNOVATION

DBS Bank
DBS has utilised palm vein technology for easier and secure 
payments that are made with just a scan of the customer’s 
palm, allowing them to shop without cash, cards or mobile 
phones. Aligned with our sustainability agenda, we are plastic-
bag free and only issue electronic receipts to our customers.

BEST PRODUCT OR 
SERVICE INNOVATION

HIGHLY ACCLAIMED
BEST PRODUCT OR 
SERVICE INNOVATION
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DIGITAL CX AWARDS 2020 DIGITAL CX AWARDS 2020

United Overseas Bank Limited
UOB is proud to introduce Mighty Insights, Singapore’s 
first artificial intelligence (AI)-based digital banking service 
that will make it simpler for our customers to manage their 
personal finances. With this digital service, our customers to 
track their savings and expenses effortlessly while receiving 
recommendations on the next action to take.

STRATEGY 
AWARDS

BEST PRODUCT OR SERVICE INNOVATION

Standard Chartered Private Bank
The SC Private Bank App is part of the private bank’s vision 
to transform the online experience for its clients. Besides 
viewing portfolios or past transactions, clients will now 
be able to interact with their Private Bankers to discuss 
investment ideas and exchange views securely via chat within 
the Bank’s platforms.

HIGHLY ACCLAIMED
BEST PRODUCT OR 
SERVICE INNOVATION

HIGHLY ACCLAIMED
BEST PRODUCT OR 
SERVICE INNOVATION
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DIGITAL CX AWARDS 2020

CIMB Bank Berhad
It is essential to consistently build a culture of continuous CX 
measurement around the service model and become a value 
driven, customer-obsessed organisation – CIMB focuses on 
establishing the right Design principles, optimising insights 
derived from customer feedback, and to Deliver actions to 
drive greater improvements on NPS over time.

STRATEGY 
AWARDS

EXCELLENCE IN NET PROMOTER SCORE

Standard Chartered Singapore
As part of the Standard Chartered commitment to a 
superior customer experience, the bank believes it must 
start with listening to what its customers are telling them. A 
processes was subsequently developed to initiate a genuine 
conversation. It is through this 2-way interaction that real 
positive change can occur. Standard Chartered is humanising 
digital banking.

EXCELLENCE IN NET 
PROMOTER SCORE

HIGHLY ACCLAIMED
EXCELLENCE IN NET 
PROMOTER SCORE
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United Overseas Bank Limited
Always Singapore’s most generous rebate card, the UOB 
One Card allows you to enjoy up to 10% cash rebate on Grab 
transactions, up to 6% on cash rebate on Singapore Power 
utilities bills and up to 5% rebate on all other spend. That’s up 
to S$2,400 rebate in a year!

STRATEGY 
AWARDS

BEST CUSTOMER INSIGHT AND FEEDBACK INITIATIVE

Cathay United Bank 
To become an expert in customer experience, CUB applied 
the NPS system in 21 transaction and service processes 
across 5 digital platforms to regularly inspect customer 
feedback and make continuous improvements accordingly. 
Online application NPS won many favourable comments 
from customers, with the score increasing 4% on average in 3 
months.

RHB Bank Berhad
At RHB, Customer Insight and Feedback has formed an 
integral component of the bank’s service differentiation. This 
culture of listening to their customers is premised on 4 pillars: 
1. They take every opportunity to listen
2. They listen with intent
3. 3. They build relationships
4. They act on the insights and feedback 

This is how RHB designs the experiences that truly serve their 
customers’ needs.

BEST CUSTOMER INSIGHT 
AND FEEDBACK INITIATIVE

HIGHLY ACCLAIMED
BEST CUSTOMER INSIGHT 
AND FEEDBACK INITIATIVE

HIGHLY ACCLAIMED
BEST CUSTOMER INSIGHT 
AND FEEDBACK INITIATIVE
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HSBC Bank (Singapore) Limited
HSBC Jade Passport offers seamless banking to Jade 
customers with a minimum investable asset of US$1million 
across Hong Kong SAR, mainland China and Singapore. Jade 
customers in these markets are able to establish connected 
relationships across all three markets and given Jade status 
and benefits that each market has to offer.

STRATEGY 
AWARDS

BEST CUSTOMER LOYALTY PROGRAM

Union Bank of the Philippines 
Top SME customers were “Teched up” by UnionBank. They 
flew out their customers to the Singapore Fintech Festival 
on November 10 -14, 2019 that allowed them to learn best 
practices and obtain insights to ‘level up’ their businesses. 
This was made possible in collaboration with the Monetary 
Authority of Singapore and Digivation Inc.

Standard Chartered Singapore
Improving the client satisfaction score and delivering client-
centric improvements has been an area of focus for Standard 
Chartered Singapore. Through a multi-prong approach in 
understanding clients’ frustrations and pain points, the Bank 
was able to bring about tangible change to certain channels 
and platforms. By truly understanding clients’ moments of 
truths and difficulties, the bank was able to respond with 
features that augment and make banking smoother for the 
client. This has resulted in an increase of 13 points in our NPS 
score.

BEST CUSTOMER 
LOYALTY PROGRAM

HIGHLY ACCLAIMED
BEST CUSTOMER 
LOYALTY PROGRAM

HIGHLY ACCLAIMED
BEST CUSTOMER 
LOYALTY PROGRAM
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STRATEGY 
AWARDS

LOAN OFFERING OF THE YEAR

BEST BRAND CUSTOMER EXPERIENCE

KASIKORNBANK PCL
MADFUND is designed for a seamless customer experience 
from loan application to credit approval to instant drawdown 
with a deeply integrated digital lending between KBANK and 
Lazada platforms which is accessible on Lazada Seller Center 
app. Moreover, there is no document nor collateral required 
for MADFUND.

LOAN OFFERING OF 
THE YEAR

BEST BRAND CUSTOMER 
EXPERIENCE

HSBC Bank (Singapore) Limited
In order to improve brand affinity in Singapore, HSBC 
Singapore created ‘Swing for Power’; a CSR program 
leveraging HSBC’s sponsorship of the Women’s World 
Champions. The value driven- initiative allowed the bank to 
create real and meaningful connections with Singaporeans 
and make positive change to the community.
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Standard Chartered Singapore
Standard Chartered constantly seeks ways to differentiate 
its services and disrupt through digitalisation so as to better 
meet the needs of clients. With better use of our data, the 
bank can identify more opportunities and develop superior 
solutions and processes to make banking simpler and faster 
for clients.

PRODUCT 
AWARDS

BEST CUSTOMER EXPERIENCE – CREDIT CARD

Standard Chartered Bank (Malaysia)
Standard Chartered Bank has a vision of a digital future for 
our customers. The customer experience of the bank’s credit 
cards is critical and with that in mind, StanChart has enabled 
a 100% digital journey for their customers -- from onboarding 
to servicing to usage. Convenience at their fingertips, anytime 
and anywhere.

BEST CUSTOMER 
EXPERIENCE –CREDIT CARD

HIGHLY ACCLAIMED
BEST CUSTOMER EXPERIENCE 
– CREDIT CARD

BEST CUSTOMER EXPERIENCE - MORTGAGE PRODUCT

BEST CUSTOMER EXPERIENCE 
– MORTGAGE PRODUCT

HSBC Bank (Singapore) Limited
The launch of the HSBC Automated Facility Offer letter cuts 
time taken to generate a facility letter from 4 hours to less 
than 1 minute, providing the bank’s mortgage customers with 
a new #FirstClassExperience and a step closer to obtaining a 
home loan.
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PRODUCT 
AWARDS

BEST CUSTOMER EXPERIENCE – DEBIT CARD

KASIKORNBANK PCL
JOURNEY CARD - MAXIMISE YOUR JOURNEY.  Fulfill your 
journey with special FX rates and exclusive premium privileges 
that have never experienced before.  Introducing the 1st 
Platinum debit card product for travel lovers in Thailand 
market.

BEST CUSTOMER 
EXPERIENCE – DEBIT CARD

HIGHLY ACCLAIMED
BEST CUSTOMER EXPERIENCE 
– DEBIT CARD

NETS
NETS Click is likely the world’s first domestic debit card 
scheme secure-remote-commerce implementation enabling 
NETS Bank Cards to be digitised on merchant mobile 
applications for online payments. The consumer centric 
design incorporates advanced mobile security, EMV and AI-
fraud prevention technologies and supports Singapore’s drive 
towards a smart and cashless society.

BEST CUSTOMER EXPERIENCE - INVESTMENT PRODUCT

BEST CUSTOMER EXPERIENCE 
– INVESTMENT PRODUCT

Standard Chartered Bank (Malaysia)
A smart savings platform that helps you save and invest 
towards a tangible outcome. It does so by placing your life’s 
goals at the center of the bank’s trusted advisory process and 
building investment portfolios around it.  All of this from the 
convenience  of your cellphone to ensure your bank is there, 
when you need it. 24/7.
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Union Bank of the Philippines 
Designed to create superior business banking experience, 
The Portal banks on convenience, efficiency, and security to 
improve even the most basic business banking function. With 
The Portal, clients can manage multiple organisations, keep 
track of multiple account balances, and stay on top of their 
business, anytime, anywhere!

PRODUCT 
AWARDS

BEST BANK ACCOUNT USER EXPERIENCE

CIMB Thai Bank Public Company Limited
CIMB Biz Account is one of the strongest value propositions 
in the market for Thai SME current account holders, offering 
Fixed Deposit-like interest rates with superior flexibility and 
liquidity, all managed on a digital platform. Account opening 
is quick and simple, with no minimum balance requirements, 
and no cash management fees.

BEST BANK ACCOUNT 
USER EXPERIENCE

HIGHLY ACCLAIMED
BEST BANK ACCOUNT USER 
EXPERIENCE

OUTSTANDING CUSTOMER EXPERIENCE FOR LOANS

OUTSTANDING CUSTOMER 
EXPERIENCE FOR LOANS

KASIKORNBANK PCL
MADFUND is designed for a seamless customer experience 
from loan application to credit approval to instant drawdown 
with a deeply integrated digital lending between KBANK and 
Lazada platforms which is accessible on Lazada Seller Center 
app. Moreover, there is no document nor collateral required 
for MADFUND.
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DIGITAL CX
AWARDS

OUTSTANDING DIGITAL CUSTOMER EXPERIENCE
– ACCOUNT OPENING

HSBC China Company Limited
HSBC China is leading the way to future banking onboarding: 
applying new technology such as machine learning, facial 
recognition to optimise account opening process. Omni-
channel onboarding assures accessibility and consistently 
high customer experience.

OUTSTANDING DIGITAL 
CUSTOMER EXPERIENCE 
– ACCOUNT OPENING

HIGHLY ACCLAIMED
OUTSTANDING DIGITAL 
CUSTOMER EXPERIENCE 
– ACCOUNT OPENING

TMRW by UOB
Customers in Indonesia will enjoy a simple and seamless 
experience when opening a TMRW account. The account 
opening takes place entirely on the TMRW app and with 
video authentication, opening an account can now take place 
anytime and anywhere without having to visit a branch.

HIGHLY ACCLAIMED
OUTSTANDING DIGITAL 
CUSTOMER EXPERIENCE 
– ACCOUNT OPENING

Standard Chartered Africa-Middle East
UAE customers can now apply for multiple cards (up to 4 
credit cards) directly via SC Mobile Banking and Internet 
Banking application. NTB customers using nGEN will receive 
a digital credit card instantly. eKYC/Onboarding process 
has been reengineered to eliminate all manual tasks. Facial 
recognition, combined with liveness checks, replaces manual 
photo verification. OCR & MRZ based content extraction and 
cross-verification between documents over manual document 
verification. This launch reduces TAT of processing an 
application from 6 days to 6 minutes!
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DIGITAL CX 
AWARDS

KASIKORNBANK PCL
MADFUND is designed for a seamless customer experience 
from loan application to credit approval to instant drawdown 
with a deeply integrated digital lending between KBANK 
and Lazada platforms- which is accessible on Lazada’s Seller 
Center app. Moreover, there is no document nor collateral 
required for MADFUND.

HIGHLY ACCLAIMED
BEST DIGITAL 
CUSTOMER EXPERIENCE 
– LOAN APPLICATION

BEST DIGITAL CUSTOMER EXPERIENCE
– LOAN APPLICATION

BEST DIGITAL 
CUSTOMER EXPERIENCE 
– LOAN APPLICATION

CIMB Bank Berhad
CIMB’s InstaApproval is the 1st complete online, paperless 
auto and mortgage financing solution in Malaysia. The process 
involving biometric identification reduces the turnaround time 
from typically one day to 1-minute. It is currently available at 
eight property developers and seven key automotive partner 
showrooms. More partners will be added to this platform in 
the near future.
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DIGITAL CX
AWARDS

OUTSTANDING CUSTOMER EXPERIENCE
FOR DIGITAL PAYMENTS

Hang Seng Bank Limited
Hang Seng One Collect is an all-in-one payment collection 
service which enables merchants to accept a wide range of 
digital payment methods through one integrated point-of-sale 
(POS) terminal. It enables the Hong Kong bank’s customers to 
manage a diverse range of payment options efficiently and to 
reduce their running cost for collecting receivables.

OUTSTANDING 
CUSTOMER EXPERIENCE 
FOR DIGITAL PAYMENTS

HIGHLY ACCLAIMED
OUTSTANDING CUSTOMER 
EXPERIENCE FOR DIGITAL 
PAYMENTS

Union Bank of the Philippines
By putting client experience at the forefront of the design 
process, we were able to co-create a digital payments solution 
that brings together UnionBank’s award-winning cash-
management products into single platform. By improving on 
essential banking functions, we allow clients to focus on what 
matters most: their business.

HIGHLY ACCLAIMED
OUTSTANDING CUSTOMER 
EXPERIENCE FOR DIGITAL 
PAYMENTS

NETS
NETS Click is likely the world’s first domestic debit card 
scheme secure-remote-commerce implementation enabling 
NETS Bank Cards to be digitised on merchant mobile 
applications for online payments. The consumer centric 
design incorporates advanced mobile security, EMV and AI-
fraud prevention technologies and supports Singapore’s drive 
towards a smart and cashless society.
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Alliance Bank Malaysia Berhad 
Alliance@Work focuses on serving the needs of the Business 
Owners by providing a suite of comprehensive services from 
Cash Management Solutions to business financing and payroll 
services for their employees. This holistic solution addresses 
most of the common pain points experienced by business 
owners and their employees.

DIGITAL CX
AWARDS

OUTSTANDING DIGITAL CUSTOMER EXPERIENCE
– CUSTOMER ONBOARDING

IndusInd Bank
IndusInd Bank Limited is nominating their Omni-channel 
Digital Onboarding program for Affluent Customers for the 
entry of ‘Outstanding Digital Customer Experience – Customer 
Onboarding’ . This Digital on-boarding journey helps new 
customers navigate seamlessly from initiation to account 
set-up and further to the first 90 days of engagement with the 
bank.

OUTSTANDING DIGITAL 
CUSTOMER EXPERIENCE – 
CUSTOMER ONBOARDING

HIGHLY ACCLAIMED
OUTSTANDING DIGITAL 
CUSTOMER EXPERIENCE – 
CUSTOMER ONBOARDING

HIGHLY ACCLAIMED
OUTSTANDING DIGITAL 
CUSTOMER EXPERIENCE – 
CUSTOMER ONBOARDING

Standard Chartered Africa-Middle East
During the year 2019, SIMBA SCMobile and eOps teams have 
implemented journeys across the African market within 
the span of a year. The works collaboratively as one team 
on many weekends, Public holidays and extended hours. 
By reusing the existing CDI services, Standard Chartered 
Africa-Middle East has  have delivered key Digital Banking 
functionalities across African markets in a much faster and 
cost-effective manner.
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DIGITAL CX
AWARDS

BEST DIGITAL CUSTOMER EXPERIENCE
IN SME BANKING

AFFIN Bank Group
SMEColony is the first bank-intermediated platform for SME 
community development in Malaysia, bringing SMEs into a 
meaningful journey for them to improve business knowledge, 
enhance financial well-being and expand commercial 
networking. SMEColony is a multi-partner platform built with 
an SME-centric approach delivered by AFFINBANK and like-
minded organisations.

BEST DIGITAL 
CUSTOMER EXPERIENCE 
IN SME BANKING

CIMB Bank Berhad
An elevated customer experience in commercial lending like 
no other. Bridging the information gap in existing databases 
and automating data entry that empowers relationship 
managers to make informed decisions on application/advisory 
for customers. CIMB Bank proudly presents CIMB ACE, its 
latest product transformation for a better, more holistic 
customer experience. Best Digital Customer Experience 
in SME Banking CIMB ACE, brings the bank’s customers 
to a new level of end-to-end customer experience in their 
financing application process. ACE will transform the way SME 
customers interact with their Relationship Managers for their 
commercial financing and advisory.

HIGHLY ACCLAIMED
BEST DIGITAL CUSTOMER 
EXPERIENCE IN SME BANKING

DBS Bank
Powered by IPA, DBS’ digital loan servicing model is an 
industry first for SME loans. It offers many first to industry 
concepts, such as connection of physical transactions to 
digital channels, omni channel accessibility, contextual 
notifications and predictive servicing. This provides a holistic, 
convenient, omnichannel experience for customers.

HIGHLY ACCLAIMED
BEST DIGITAL CUSTOMER 
EXPERIENCE IN SME BANKING
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DIGITAL CX
AWARDS

BEST DIGITAL CUSTOMER EXPERIENCE
IN RETAIL BANKING

Standard Chartered UAE
The bank implemented new digital capabilities in servicing 
and transacting to simplify clients’ digital banking activities. 
By putting the control and convenience in its clients’ hands, 
credit card management, peer to peer cross-border transfers 
and instant digital credit card issuance have been game 
changers- as seen by the high digital and mobile digital 
adoption rates at Standard Chartered UAE.

BEST DIGITAL 
CUSTOMER EXPERIENCE 
IN RETAIL BANKING

Standard Chartered Pakistan
Standard Chartered Saadiq Pakistan offers a multi-platform 
(on-line & mobile) digital capability which is unmatched in the 
Islamic Banking space in Pakistan. We offer the widest range 
of digital banking services to Islamic Banking clients. Our 
digital journey has resulted in high NPS and digital adoption 
with 85% of client transactions executed digitally.

HIGHLY ACCLAIMED
BEST DIGITAL 
CUSTOMER EXPERIENCE 
IN RETAIL BANKING

Cathay United Bank
Grasp the pulse of the market, listen to the voice of 
customers, build a perfect digital ecosystem, and create great 
consumer experience. CUB offers customers with excellent 
customised experience in every channel because Cathay 
United Bank believes every customer is a VIP in its digital 
channels.

HIGHLY ACCLAIMED
BEST DIGITAL 
CUSTOMER EXPERIENCE 
IN RETAIL BANKING
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DIGITAL CX
AWARDS

BEST DIGITAL CUSTOMER EXPERIENCE
IN WEALTH MANAGEMENT

KASIKORNBANK PCL
“Perfect Wealth” is the goal of KASIKORNBANK Private Bank. 
Only those free from financial burden achieve that goal. 
KASIKORNBANK PCL offers the international comprehensive 
wealth management service through approachable local 
private bankers.

BEST DIGITAL CUSTOMER 
EXPERIENCE IN WEALTH 
MANAGEMENT

HIGHLY ACCLAIMED
BEST DIGITAL CUSTOMER 
EXPERIENCE IN WEALTH 
MANAGEMENT

United Overseas Bank Limited
UOB Portfolio Advisory Tools (“PAT”), a first-of-its-kind 
purpose-built digital wealth management platform that 
empowers the bank’s clients to achieve their wealth goals 
more effectively. This suite of 3 complementary digital 
tools can help clients monitor, manage and optimise their 
wealth portfolios on a completely transparent, simple yet 
sophisticated manner.

HIGHLY ACCLAIMED
BEST DIGITAL CUSTOMER 
EXPERIENCE IN WEALTH 
MANAGEMENT

Standard Chartered Singapore
Standard Chartered is dedicated to seek ways in which it may 
differentiate its services and disrupt through digitalisation 
so as to better meet the needs of clients. But, beyond smart 
technology and processes, the banks also wants to retain 
the “human touch” for clients who prefer more personal or 
require inclusive services.
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Standard Chartered Private Bank 
The SC Private Bank App is part of the bank’s vision to 
transform the online experience for private bank clients. 
Besides viewing portfolios or past transactions, clients will 
now be able to interact with their Private Bankers to discuss 
investment ideas and exchange views securely via chat within 
the Bank’s platforms.

DIGITAL CX
AWARDS

MOST INNOVATIVE DIGITAL INNOVATION
IN FINANCIAL INCLUSION

Ngern Tid Lor Company Limited
“At Ngern Tid Lor, in everything we do, we strive to empower 
people and enrich lives. We believe that access to fair, 
transparent, and responsible financial services is everyone’s 
right. Therfore, we invest in experience design to accelerate 
the adoption to provide best digital user experience for 
under-banked in Thailand.”

MOST INNOVATIVE 
DIGITAL INNOVATION IN 
FINANCIAL INCLUSION

BEST DIGITAL 
CUSTOMER EXPERIENCE 
IN PRIVATE BANKING

BEST DIGITAL CUSTOMER EXPERIENCE
IN PRIVATE BANKING

HIGHLY ACCLAIMED
BEST DIGITAL 
CUSTOMER EXPERIENCE 
IN PRIVATE BANKING

KASIKORNBANK PCL
“Perfect Wealth” is the goal of KASIKORNBANK Private Bank. 
Only those free from financial burden achieve that goal, 
KASIKORNBANK PCL offers the international comprehensive 
wealth management service through approachable local 
private bankers.
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DIGITAL CX
AWARDS

BEST DIGITAL CUSTOMER EXPERIENCE
IN LIFE INSURANCE

Fubon Life Insurance
Fubon Life Insurance leads the industry in launching mobile 
premium payment service with the view of serving clients 
with a warm heart and innovation. This in turn provides 
policyholders with real-time, personalised and interactive 
financial insurance services.

BEST DIGITAL 
CUSTOMER EXPERIENCE 
IN LIFE INSURANCE

HIGHLY ACCLAIMED
BEST DIGITAL 
CUSTOMER EXPERIENCE 
IN LIFE INSURANCE

United Overseas Bank Limited
Insurance Explorer. A first-of-its-kind digital Insurance 
advisory tool that features many first-to-market features 
that speak directly to our clients in insurance advisory. This 
one-stop platform allows for policy aggregation, cash-flow 
analysis, insurance coverage overview, gap analysis and 
coverage simulations.

BEST DIGITAL CUSTOMER 
EXPERIENCE – CLAIMS

Fubon Insurance
Fubon Insurance will continue to uphold the initial intention 
of creating the synergy between insurance and Fintech, 
and abide by the promise to customers. Fubon Insurance is 
committed to become the leader of the insurance industry 
and creating a people-oriented “heart-warming” service!

BEST DIGITAL CUSTOMER EXPERIENCE
- CLAIMS
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Standard Chartered Bank (Malaysia) 
Standard Chartered Bank has a vision of creating a digital 
future for its customers. The customer experience of its credit 
cards is critical and with that in mind, the bank has enabled a 
100% digital journey for them -- from onboarding to servicing 
to usage. Convenience at their fingertips, anytime and 
anywhere.

DIGITAL CX
AWARDS

BEST DIGITAL CUSTOMER EXPERIENCE
- UNDERWRITING

Krungsri Consumer
Krungsri Consumer’s Simple App project has been a huge 
transformation of consumer finance underwriting- from 
traditional underwriting process with a typical turnaround 
time of 3 working days to a digital 30-minute approval result. 
This was substantiated by 66% of customers’ extremely 
positive feedback through a survey.

BEST DIGITAL 
CUSTOMER EXPERIENCE 
– UNDERWRITING

HIGHLY ACCLAIMED
BEST DIGITAL 
CUSTOMER EXPERIENCE 
– UNDERWRITING
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DIGITAL CX
AWARDS

BEST DIGITAL CUSTOMER EXPERIENCE
OVERALL

Hang Seng Bank Limited
As the first corporate live chat with co-browsing feature in 
HK to support authenticated banking services, ‘Live Engage’ 
delivers personalised digital service experience for SME 
customers by handling general enquiries and solving business 
operation issues in real time which assist customers to 
expand and grow their business in a faster and customised 
way.

BEST DIGITAL CUSTOMER 
EXPERIENCE OVERALL

HIGHLY ACCLAIMED
BEST DIGITAL CUSTOMER 
EXPERIENCE OVERALL

DBS Bank Hong Kong
At DBS Bank (Hong Kong), “Live More, Bank Less” is not just 
a slogan – but also DBS’ value proposition to its customers. 
That’s why the bank has upgraded DBS Omni and Home360, 
its award-winning credit card and home mortgage mobile 
apps, to offer instantaneous banking solutions that make 
banking joyful.
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Hang Seng Bank Limited 
As the first corporate chatbot in HK to support authenticated 
banking services, BERI delivers seamless digital service 
experience for SME customers by handling general enquiries 
and performing personalised frequent business operations 
at a glance- in turn minimizing customers’ effort spent on 
information research.

TECHNOLOGY
AWARDS

BEST USE OF AI FOR CUSTOMER EXPERIENCE

United Overseas Bank Limited
UOB is proud to introduce Mighty Insights, Singapore’s first 
artificial intelligence (AI)-based digital banking service that 
will make it simpler for customers to manage their personal 
finances. With this digital service, UOB’s customers may 
track their savings and expenses effortlessly while receiving 
recommendations on the next action to take.

BEST USE OF AI FOR 
CUSTOMER EXPERIENCE

HIGHLY ACCLAIMED
BEST USE OF AI FOR 
CUSTOMER EXPERIENCE

Krungsri Consumer 
Krungsri Consumer has been heavily utilizing data and 
analytics with all possible sources of data and has come 
up with various initiatives such as Recommender System 
Suite, Geo-Insights, Micro Segmentation, Best-time-to-call AI, 
Voice Sentiment Analytics AI and Facial Recognition AI – all 
to systematically improve three business areas which are 
Business Growth, Productivity Improvement, and Customer 
Experience Enhancement.

HIGHLY ACCLAIMED
BEST USE OF AI FOR 
CUSTOMER EXPERIENCE
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TECHNOLOGY
AWARDS

OUTSTANDING CHATBOT CUSTOMER EXPERIENCE

TMRW by UOB
Tia is the first multilingual, conversational NLP chatbot in 
TMRW designed to fit into the lifestyle of ASEAN millennials. 
With capabilities like machine learning, human support 
through chat and voice, deep-linked screens, in-app 
webpages, sentiment determination, response sharpening 
and intelligent routing, Tia provides best-in-class experience 
for the digital generation.

OUTSTANDING CHATBOT 
CUSTOMER EXPERIENCE

HIGHLY ACCLAIMED
OUTSTANDING CHATBOT 
CUSTOMER EXPERIENCE

Security Bank
The Security Bank Website revamp in November 2017 
addressed a lot of issues and needs, backed by analytics to 
measure success. Adopting a Responsive Web Design allowed 
the bank to reach more of its ever-growing mobile customers, 
while keeping loyal clients even closer with a better browsing 
experience. Security Bank’s new conversational Facebook 
chatbot allowed the company to automate responses and to 
engage its audience at scale.

HIGHLY ACCLAIMED
OUTSTANDING CHATBOT 
CUSTOMER EXPERIENCE

DBS Bank
Joy is the first award-winning AI-enabled corporate banking 
chatbot. With contextual servicing (customer science), Joy 
offers personalised products and services, resulting in 
increased engagement with customers and an enhanced 
customer experience.



104   The Digital Banker | Jan - Mar 2020 Issue

DIGITAL CX AWARDS 2020

United Overseas Bank Limited 
Bond Explorer is a first-of-its-kind bond portfolio analytical 
and comparison tool that contains many first-to-market 
functionalities- from online bond factsheets to interactive 
interest rate sensitivity analysis and performance analysis. It 
is a purpose-built digital advisory platform enabling clients to 
make the most informed decisions about their bond portfolio.

TECHNOLOGY
AWARDS

BEST TECHNOLOGY IMPLEMENTATION 
- BACK-OFFICE

Foundation Services and Technology Strategy
Standard Chartered Bank
Securing customers’ sensitive information is an extremely 
important priority for all organisations. It is not a matter of 
choice anymore with new regulatory frameworks such as 
GDPR specifically focusing on customer data protection. To 
secure personal information of a customer there needs to be 
a mechanism to identify such data across the bank’s estate 
and then applying data protection techniques.

BEST TECHNOLOGY 
IMPLEMENTATION – 
FRONT-END

Cathay United Bank 
Embracing the wave of financial technologies, CUB has 
adopted digital technologies in multiple aspects to reshape 
financial service processes and customer experiences. 
The bank has built a brand new staff-oriented transaction 
platform that provides customers with innovative banking 
service experiences.

HIGHLY ACCLAIMED
BEST TECHNOLOGY 
IMPLEMENTATION
– FRONT-END

BEST TECHNOLOGY IMPLEMENTATION 
- FRONT-END

HIGHLY ACCLAIMED
BEST TECHNOLOGY 
IMPLEMENTATION 
– BACK-OFFICE
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TECHNOLOGY
AWARDS

OUTSTANDING BLOCKCHAIN INITIATIVE
FOR CUSTOMER EXPERIENCE

Union Bank of the Philippines
Financial Supply Chain on Blockchain -The First Financial 
Supply Chain System on Blockchain in the Philippines. 
A platform that enables seamless transactions without 
compromising security, efficiency and customer experience in 
the supply chain.

OUTSTANDING BLOCKCHAIN 
INITIATIVE FOR CUSTOMER 
EXPERIENCE

BEST CLIENT ONBOARDING 
INITIATIVE

Standard Chartered Singapore
Standard Chartered’s customers live in a highly digital world, 
but tried-and-true behaviours - like recommendations from 
friends and friends - still hold weight. In this project, the 
bank has digitally powered word-of-mouth referrals for a 
seamless new-to-bank client onboarding experience. Standard 
Chartered has built a simple and intuitive user journey 
available on both online and mobile banking, where both the 
referrer and referee are rewarded.

BEST CLIENT ONBOARDING INITIATIVE
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HSBC China Company Limited 
HSBC China constantly seeks ways in which to differentiate 
services and disrupt through digitalisation-so as to better 
meet the needs of clients. With better use of our data, the 
bank can identify more opportunities and develop superior 
solutions and processes to make banking simpler and faster 
for clients.

TECHNOLOGY
AWARDS

BEST USE OF DATA AND ANALYTICS

BEST USE OF DATA 
AND ANALYTICS

Taipei Fubon Commercial Bank Co., Ltd. 
Taipei Fubon Bank serves and communicates with customers 
seamlessly in real time through a 360-degree customer 
relationship system based on data visualisation. This 
technology integrates the resources of the Bank’s marketing, 
product and sales departments to create interactive indicators 
that help the Bank optimise the customer experience.

HIGHLY ACCLAIMED
BEST USE OF DATA 
AND ANALYTICS

RHB Bank Berhad 
To ease time, manual processes, eliminate fraud, collate 
scattered information and collide data from various systems, 
RHB CCC has developed an in house “Productivity and 
Information Bot” by adopting Robotic Process Automation 
(RPA) to increase productivity and efficiency, while providing 
information needed by CSA to perform effectively.

HIGHLY ACCLAIMED
BEST USE OF DATA 
AND ANALYTICS
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OMNI-CHANNEL
AWARDS

BEST CUSTOMER EXPERIENCE - BRANCH

HSBC Bank (Singapore) Limited
HSBC Singapore - Retail Banking and Wealth Management is 
stepping up the game in digital banking through enhanced 
and innovative digital solutions, combined with an upskilled 
workforce in line with the industry’s best practices. An array 
of digital solutions deployed together with alignment to IBF’s 
capability framework (financial services) promote technical 
competencies of frontline staff and uplifts the customer 
experience holistically.

BEST CUSTOMER 
EXPERIENCE – BRANCH

BEST CUSTOMER 
EXPERIENCE – ATM

PT Bank Muamalat Indonesia, Tbk
Infaq is a form of piety to God and also an enabler to realise 
social and economic justice for society. ATM Muamalat 
enables customers to perform Infaq- hence not just adding 
business value to the bank, but also adding value to the 
society welfare.

BEST CUSTOMER EXPERIENCE - ATM
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Security Bank 
The Security Bank website was revamped in November 
2017 addressed a lot of issues and needs, backed by data to 
measure success. Adopting a Responsive Web Design allowed 
the bank to reach more of its ever-growing mobile customers, 
while keeping loyal clients even closer with a better browsing 
experience.

OMNI-CHANNEL
AWARDS

BEST USER EXPERIENCE - INTERNET

BEST USER EXPERIENCE 
– INTERNET

HIGHLY ACCLAIMED
BEST USER EXPERIENCE 
– INTERNET

DBS Bank 
As the first bank in the world to simultaneously hold three of 
the most prestigious global best bank honours at the same 
time, DBS always seeks to raise the ante in delivering a digital 
banking experience so simple and seamless, its customers 
can Live More, Bank Less.

HIGHLY ACCLAIMED
BEST USER EXPERIENCE 
– INTERNET

Foundation Services and Technology Strategy
Standard Chartered Bank
aXess is Standard Chartered Bank’s open banking initiative to 
enable partners and FinTechs to discover and build with its 
unique API capabilities. It goes beyond just an API platform 
by bringing to market a network of labs to support innovation 
and co-creation with partners and an academy to gain skills 
needed to support open banking.
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TECHNOLOGY
AWARDS

BEST ROBO ADVISORY EXPERIENCE

Taipei Fubon Commercial Bank Co., Ltd.
“Nano Investment” is committed to make investment easy and 
inexpensive. The bank leverages the technology of “Fractional 
Shares” to deliver the service of globally diversified asset 
allocation and lower the investment threshold. The vision for 
this project is to help clients invest every penny to boost their 
wealth effectively, with low-cost financial instruments and a 
premium services.

Standard Chartered Singapore
The SC Private Bank App is part of the bank’s vision to 
transform the online experience for private bank clients. 
Besides viewing portfolios or past transactions, clients will 
now be able to interact with their Private Bankers to discuss 
investment ideas and exchange views securely via chat within 
the Bank’s platforms.

BEST USE OF TECHNOLOGY FOR CUSTOMER EXPERIENCE
 – OVERALL

HIGHLY ACCLAIMED
BEST ROBO ADVISORY 
EXPERIENCE

HIGHLY ACCLAIMED
BEST USE OF TECHNOLOGY 
FOR CUSTOMER 
EXPERIENCE – OVERALL
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OMNI-CHANNEL
AWARDS

BEST USER EXPERIENCE - MOBILE

Standard Chartered Bank Korea
The all-new and next generation version of our SC Mobile 
App comes with a reimagined ‘3.0’ experience providing 
our customers to take a quantum leap into the new global 
standard in digital banking with state of the art features which 
we can boast as being the first to bring to market.

BEST USER EXPERIENCE 
– MOBILE

HIGHLY ACCLAIMED
BEST USER EXPERIENCE 
– MOBILE

Standard Chartered Singapore
The SC Private Bank App is part of our vision to transform the 
online experience for private bank clients. Besides viewing 
portfolios or past transactions, clients will now be able to 
interact with their Private Bankers to discuss investment 
ideas and exchange views securely via chat within the Bank’s 
platform.

HIGHLY ACCLAIMED
BEST USER EXPERIENCE 
– MOBILE

MARUHAN Japan Bank Lao
MARUHAN Japan Bank Lao is also known as MJBL, with the 
new leadership members on board in July 2019, the Bank 
has since started the transformation program, and aims to 
deliver leading customer experience through best-in-class 
digital capabilities and available anytime, anywhere. We are 
leveraging on ATMs, mobile banking, agency and Merchant/
Partner to ultimately drive 75% of transactions through non-
branch channels.
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Taipei Fubon Commercial Bank Co., Ltd. 
To make the dream of becoming users’ best friend come 
true, Taipei Fubon Bank cooperates with LINE, Taiwan’s 
biggest communication APP platform, to manage the official 
account. We approach users and get their feedbacks by a 
serial of anthropomorphic and phenomenon-based marketing 
strategies and action plans. By founding an ecosystem related 
to users’ life and financial needs, we provide functions and 
messages users need and bring profits to our company.

OMNI-CHANNEL
AWARDS

BEST CUSTOMER EXPERIENCE – SOCIAL MEDIA

BEST CUSTOMER 
EXPERIENCE – SOCIAL 
MEDIA

Standard Chartered 
Standard Chartered has built a very comprehensive plan 
to fully leverage social media as a key channel for driving 
customer engagement, customer satisfaction and incremental 
sales for the bank. Our focus in enabling this channel for 
business is a key differentiator in the industry as we have 
introduced measures across the entire client journey to 
drive the desired outcomes. We have been very effective in 
transforming social media from a reactive communications 
channel to a proactive business channel for the Bank.

Standard Chartered Bank (Malaysia) 
Standard Chartered Wealth Management division was 
the pioneer of Facebook Live initiative on topic related to 
wealth management. The company has been organising 
monthly Facebook live session since January 2019 to enable 
customers/audiences to have direct assess to financial 
experts .This monthly FB initiative has managed an impressive 
545k reach, 131k views and 5.1k engagements. We believe 
this added channel that we have invested will help us engage 
clients better by providing further education to clients to 
achieve their financial goals.

HIGHLY ACCLAIMED
BEST CUSTOMER EXPERIENCE 
– SOCIAL MEDIA

HIGHLY ACCLAIMED
BEST CUSTOMER EXPERIENCE 
– SOCIAL MEDIA
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OMNI-CHANNEL
AWARDS

EXCELLENCE IN OMNI-CHANNEL
CUSTOMER EXPERIENCE

DBS Bank
Powered by IPA, DBS’ digital loan servicing model is an 
industry first for SME loans. It offers many first to industry 
concepts such connection of physical transactions to digital 
channels, omni channel accessibility, contextual notifications 
and predictive servicing. This provides a holistic, convenient, 
omnichannel experience for customers.

EXCELLENCE IN 
OMNICHANNEL 
CUSTOMER EXPERIENCE

HIGHLY ACCLAIMED
EXCELLENCE IN OMNICHANNEL 
CUSTOMER EXPERIENCE

Taishin Bank
Richart, a ground-breaking digital bank, provides services 
connected through all channels to create an ecosystem, giving 
our consumers flawless user experience. Through Richart, 
customers can manage different financial products in only 
one versatile open bank platform. Richart now owns the 
largest digital bank market share in Taiwan.

HIGHLY ACCLAIMED
EXCELLENCE IN OMNICHANNEL 
CUSTOMER EXPERIENCE

HSBC China Company Limited
Digital Acquisition & Growth Platform is a digital solution 
that enables staff to setup customer acquisition events in 
an internal platform and blasting events via mobile/ Wechat. 
This project provides our customers and prospects an end-
to-end event system with multiple authentication options, 
which largely improved customer experience and digital 
engagement capability.
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Krungsri Consumer 
AI Manow, the 1st smart virtual agent in the Thai financial 
service industry offered by Krungsri Consumer. It has 
proven to be an innovative self-service that seamlessly 
serves customer inquiries with high accuracy and enhanced 
customer experience- all with zero waiting time.

OMNI-CHANNEL
AWARDS

OUTSTANDING CUSTOMER EXPERIENCE
- CONTACT CENTRE

OUTSTANDING 
CUSTOMER EXPERIENCE 
– CONTACT CENTRE

DBS Bank Hong Kong 
Through FinTech innovation, DBS Bank Hong Kong is 
pioneering efforts to transform the way banks serve, engage 
and interact with their customers. Instead of blindly keeping 
up with trends, we seek to invest in the right technology to 
deliver the right service to our customers.

BEST BANK FOR CUSTOMER 
EXPERIENCE

MARUHAN Japan Bank Lao 
MARUHAN Japan Bank Lao is also known as MJBL, with the 
new leadership members on board in July 2019, the Bank 
has since started the transformation program, and aims to 
deliver leading customer experience through best-in-class 
digital capabilities and available anytime, anywhere. We are 
leveraging on ATMs, mobile banking, agency and Merchant/
Partner to ultimately drive 75% of transactions through non-
branch channels.

HIGHLY ACCLAIMED
BEST BANK FOR 
CUSTOMER EXPERIENCE

BEST BANK FOR CUSTOMER EXPERIENCE
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OMNI-CHANNEL
AWARDS

BEST USER EXPERIENCE - MOBILE

Standard Chartered Bank Korea
The all-new and next generation version of  SC Korea’s Mobile 
App comes with a reimagined ‘3.0’ experience providing 
customers to take a quantum leap into the new global 
standard in digital banking with state of the art features which 
the bank can boast as being the first to market.

BEST USER EXPERIENCE 
– MOBILE

HIGHLY ACCLAIMED
BEST USER EXPERIENCE 
– MOBILE

Standard Chartered Singapore
The SC Private Bank App is part of our vision to transform the 
online experience for private bank clients. Besides viewing 
portfolios or past transactions, clients will now be able to 
interact with their Private Bankers to discuss investment 
ideas and exchange views securely via chat within the Bank’s 
platform.

HIGHLY ACCLAIMED
BEST USER EXPERIENCE 
– MOBILE

MARUHAN Japan Bank Lao
MARUHAN Japan Bank Lao is also known as MJBL, with the 
new leadership members on board in July 2019, the Bank 
has since started the transformation program, and aims to 
deliver leading customer experience through best-in-class 
digital capabilities and available anytime, anywhere. We are 
leveraging on ATMs, mobile banking, agency and Merchant/
Partner to ultimately drive 75% of transactions through non-
branch channels.
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Taipei Fubon Commercial Bank Co., Ltd. 
To make the dream of becoming users’ best friend come 
true, Taipei Fubon Bank cooperates with LINE, Taiwan’s 
biggest communication APP platform, to manage the official 
account. We approach users and get their feedbacks by a 
serial of anthropomorphic and phenomenon-based marketing 
strategies and action plans. By founding an ecosystem related 
to users’ life and financial needs, we provide functions and 
messages users need and bring profits to our company.

OMNI-CHANNEL
AWARDS

BEST CUSTOMER EXPERIENCE – SOCIAL MEDIA

BEST CUSTOMER 
EXPERIENCE – SOCIAL 
MEDIA

Standard Chartered 
Standard Chartered has built a very comprehensive plan 
to fully leverage social media as a key channel for driving 
customer engagement, customer satisfaction and incremental 
sales for the bank. The bank’s focus in enabling this channel 
for business is a key differentiator in the industry as it has 
introduced measures across the entire client journey to 
drive the desired outcomes. SC has been very effective in 
transforming social media from a reactive communications 
channel, to a proactive business channel for the Bank.

HIGHLY ACCLAIMED
BEST CUSTOMER EXPERIENCE 
– SOCIAL MEDIA

Standard Chartered Bank (Malaysia) 
Standard Chartered Wealth Management division was 
the pioneer of Facebook Live initiative on topic related to 
wealth management. The company has been organising 
monthly Facebook live sessions since January 2019 to enable 
customers/audiences to have direct access to financial 
experts. This monthly FB initiative has managed an impressive 
545k reach, 131k views and 5.1k engagements. We believe 
this added channel will help the bank engage clients better 
by providing further education to help achieve their financial 
goals.

HIGHLY ACCLAIMED
BEST CUSTOMER EXPERIENCE 
– SOCIAL MEDIA
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INDUSTRY
AWARDS

BEST DIGITAL BANK FOR CUSTOMER EXPERIENCE

TMRW by UOB
Tia is the first multilingual, conversational NLP chatbot in 
TMRW designed to fit into the lifestyle of ASEAN millennials. 
With capabilities like machine learning, human support 
through chat and voice, deep-linked screens, in-app 
webpages, sentiment determination, response sharpening 
and intelligent routing, Tia provides best-in-class experience 
for the digital generation.

BEST DIGITAL BANK FOR 
CUSTOMER EXPERIENCE

HIGHLY ACCLAIMED
BEST DIGITAL BANK FOR 
CUSTOMER EXPERIENCE

Cathay United Bank
Grasp the pulse of the market, listen to the voice of 
customers, build a perfect digital ecosystem, and create great 
consumer experience. CUB offers customers with excellent 
customised experience in every channel because we believe 
every customer is a VIP in the bank’s digital channels.

HIGHLY ACCLAIMED
BEST DIGITAL BANK FOR 
CUSTOMER EXPERIENCE

DBS Bank
As the first bank in the world to simultaneously hold three of 
the most prestigious global best bank honours at the same 
time, DBS always seeks to raise the ante in delivering a digital 
banking experience so simple and seamless, its customers 
can Live More, Bank Less.
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Standard Chartered Private Bank 
The SC Private Bank App is part of the bank’s vision to 
transform the online experience for private bank clients. 
Besides viewing portfolios or past transactions, clients will 
now be able to interact with their Private Bankers to discuss 
investment ideas and exchange views securely via chat within 
the Bank’s platforms.

INDUSTRY
AWARDS

BEST PRIVATE BANK FOR CUSTOMER EXPERIENCE

BEST PRIVATE BANK FOR 
CUSTOMER EXPERIENCE

Taishin Bank 
Taishin Bank is a pioneer in the industry’s investment in 
wealth management services. Over the years, it has created a 
serious professional team, a diversified product platform and 
exclusive membership exclusive reward. At the same time, 
Taishin Bank also combines the latest FinTech, AI, big data to 
create a omni-channel service to provide personalise services 
for its clients.

HIGHLY ACCLAIMED
BEST PRIVATE BANK FOR 
CUSTOMER EXPERIENCE

Taishin Bank
Taishin Bank is a pioneer in the industry’s investment in 
wealth management services. Over the years, it has created a 
serious professional team, a diversified product platform and 
exclusive membership exclusive reward. At the same time, 
Taishin Bank also combines the latest FinTech, AI, big data to 
create a omni-channel service to provide personalise services 
for its customers. 

BEST CUSTOMER 
EXPERIENCE IN ALTERNATIVE 
WEALTH MANAGEMENT

BEST CUSTOMER EXPERIENCE
IN ALTERNATIVE WEALTH MANAGEMENT
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ISLAMIC FINANCE
AWARDS

BEST CUSTOMER EXPERIENCE IN ISLAMIC BANKING

Standard Chartered Saadiq UAE
Standard Chartered’s mission is to be a digital bank with a 
human touch – that defines its strategy, and guides the bank 
into the next generation of banking. SC is relentless about 
supporting clients’ needs for convenient, smart and easy-to-
use financial services. The bank’s Islamic banking products are 
fully digitally enabled so they have the same convenience and 
peace of mind. A wide range of digital capabilities are offered 
to Islamic banking clients in UAE, and will continue to be as 
the digital adoption and engagement rates within the Islamic 
banking segment continues to grow.

BEST CUSTOMER 
EXPERIENCE IN ISLAMIC 
BANKING

HIGHLY ACCLAIMED
BEST CUSTOMER EXPERIENCE 
IN ISLAMIC BANKING

Standard Chartered Saadiq Bangladesh
Standard Chartered Saadiq Bangladesh offers multi-platform 
digital capability which is unmatched in the Islamic Banking 
space in local financial industry. We offer the widest range of 
digital banking services to Islamic Banking clients. Our digital 
journey has been resulted in high digital adoption with 84% of 
client transactions being done digitally.

HIGHLY ACCLAIMED
BEST CUSTOMER EXPERIENCE 
IN ISLAMIC BANKING

PT Bank Muamalat Indonesia, Tbk 
Muamalat DIN (Digital Islamic Network) is a new Bank 
Muamalat’s Mobile Banking that innovatively designed to add 
ultimate benefit for both customers and Bank. It’s not just an 
apps, it’s your sharia lifestyle.
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Standard Chartered Saadiq Malaysia 
Standard Chartered Saadiq is the leading Islamic bank in the 
digital space. Saadiq offers the widest range of digital banking 
services to Islamic Banking clients. The Islamic bank’s digital 
capability has been recognised through various awards and 
accolades since 2017. Saadiq’s efforts have resulted in high 
digital adoption with active clients performing 95% of their 
total transactions digitally, thereby resulting in an enhanced 
client experience.

ISLAMIC FINANCE
AWARDS

BEST CUSTOMER EXPERIENCE IN TAKAFUL

BEST CUSTOMER 
EXPERIENCE IN TAKAFUL
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LEADERSHIP
AWARDS

OUTSTANDING LEADERSHIP IN CUSTOMER EXPERIENCE 
- INSTITUTION

TMRW by UOB
Tia is the first multilingual, conversational NLP chatbot in 
TMRW designed to fit into the lifestyle of ASEAN millennials. 
With capabilities like machine learning, human support 
through chat and voice, deep-linked screens, in-app 
webpages, sentiment determination, response sharpening 
and intelligent routing, Tia provides best-in-class experience 
for the digital generation.

OUTSTANDING LEADERSHIP 
IN CUSTOMER EXPERIENCE 
– INSTITUTION

HIGHLY ACCLAIMED
OUTSTANDING LEADERSHIP 
IN CUSTOMER EXPERIENCE 
– INSTITUTION

CIMB Bank Berhad
We geared ourselves to achieve CX leadership by first 
establishing a Group governance structure that was flexible 
enough to meet local requirements and subsequently 
strengthen overtime to ensure sustainability. The ultimate 
goal is to set our CX footprint as Subject Matter Experts within 
and outside the financial industry.

OUTSTANDING LEADERSHIP 
IN CUSTOMER EXPERIENCE 
– TEAM

Ngern Tid Lor Company Limited 
“At Ngern Tid Lor, in everything we do, we strive to empower 
people and enrich lives. We believe that access to fair, 
transparent and responsible financial services is everyone’s 
right. Therefore, we invest in experience design to accelerate 
the adoption to provide the best digital user experience for 
the under-banked in Thailand.”

OUTSTANDING LEADERSHIP IN CUSTOMER EXPERIENCE
- TEAM



The Digital Banker | Jan - Mar 2020 Issue   121

DIGITAL CX AWARDS 2020 DIGITAL CX AWARDS 2020

DBS Bank 
At DBS, we believe our people anchor everything we do, 
and if we get our people agenda right, that forms the 
best foundation for a successful business. To ensure DBS 
Technology and Operations’ employees are engaged and 
feeling fulfilled, we have designed employee experience 
programmes and campaigns with a strong focus on building 
a future-ready workforce, ensuring employees feel connected 
and making employees feel valued.

PLATINUM
AWARDS

BEST EMPLOYEE EXPERIENCE

BEST EMPLOYEE 
EXPERIENCE

Standard Chartered Bank 
The Guru Bar is a one-stop place where employees can get 
help and hands-on support from the bank’s very own Tech 
Gurus for hardware, software, IT issues, attend masterclasses, 
learn tricks, explore IT services and even purchase new 
products from an industry-first IT vending machine.

HIGHLY ACCLAIMED
BEST EMPLOYEE EXPERIENCE

United Overseas Bank Limited 
At UOB, people are our greatest asset and we are committed 
to build a future-proof workforce through continuous 
investment, engagement and development in our people. As 
quoted by Mr Wee Ee Cheong, Deputy Chairman and Chief 
Executive Officer, UOB, “Transformation is an ongoing journey 
and we will need to constantly build new capabilities and 
learn new skills to stay ahead.”

HIGHLY ACCLAIMED
BEST EMPLOYEE EXPERIENCE
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PLATINUM
AWARDS

CX PROFESSIONAL OF THE YEAR

Diana Cheng
HSBC Bank (Singapore) Limited
HSBC JADE PREMIER RELATIONSHIP MANAGER Diana Cheng 
is a customer professional in her own right with an intuitive 
understanding of her customers’ needs. Diana invests 
considerable time in ensuring her customers are able to 
utilise HSBC digital tools proficiently. She believes in a 
dedicated and tailored wealth management solutions that 
meet clients’ needs and helps them to achieve their targeted 
financial goals.

Diana joined HSBC RBWM in 2010, and has since developed 
many long term relationships with her valued clients. She 
now serves as a Director at HSBC Jade- a prestigious platform 
catering to the needs of high net worth individuals.

CX PROFESSIONAL 
OF THE YEAR

HIGHLY ACCLAIMED
CX PROFESSIONAL OF THE YEAR

Manpreet Singh
CIMB Bank Berhad
Manpreet is the pioneer in shaping CX in the format that 
we know it as of today. She is a visionary with the ability to 
paint and bring a CX Culture to life. Her achievement in CIMB 
includes transforming 36 customer journeys and leading the 
bank as Top regional NPS performer.
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PLATINUM
AWARDS

BEST CX INSTITUTION OF THE YEAR

BEST CX INSTITUTION  
OF THE YEAR

Neal Cross

LIFETIME INNOVATION 
AWARD

LIFETIME INNOVATION AWARD
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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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