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From  
The  Editor

Dear Colleagues,

It gives me great honor to bring to you this Awards Edition issue featuring the winners of our Global Retail 
Banking Innovation Awards 2019.

Now on its second year, this flagship event welcomed world leaders in Banking, FinTech and Technology to 
celebrate digital disruption, forge new partnerships and exchange ideas. The Digital Banker received over 400 
submissions from worldwide banks and recognised those that are bringing superior products and service 
innovation to the market. We commemorate our winners on pages 76-123.

This October issue uncovers the digital banking landscape across multiple geographies, the rise and longevity 
of challenger banks, the future of Open Banking, AI, Data and more. We look to the likes of Revolut, Monzo and 
N26 to understand what part of the value chain these rapidly growing neo banks are targeting next. How are 
incumbents leveraging ecosystems, open banking and working in platforms to remain relevant? Read more on  
pages 20-23.

If you want to get a closer feel of how Singapore’s virtual bank licensing will look, flick to pages 5-8.

An interview with Aalishaan Zaidi, Global Head, Client Experience – Channels and Digital Banking at Standard 
Chartered can be found on pages 41-43. The veteran banking leader talks to TDB about Standard Chartered’s 
digital plans and 2020 priorities.

What is evident on the back of the awards submissions we received, is that banks that are sincerely putting 
the customer at the forefront of their business, are those leading the digital evolution, embracing disruption 
and imbedding themselves into the customer journey. These are the players that invest heavily into hyper-
personalisation through advanced analytics, create products to meet customers’ burning needs – and think 
contextually to solve real customer pain points.

Meet our awards winners on pages 76-123 and get to know more about their exemplary initiatives that warrant 
global acclaim. 

A special thank you to our co-judges from KPMG, PWC, Forrester and Fuji Xerox for their tireless efforts in 
intricately evaluating numerous detailed submissions. 

From all at The Digital Banker, we wish you a productive end to 2019 and a hugely successful 2020 – we look 
forward to seeing you at our upcoming conferences and awards.

Sincerely,

Nirav Patel
MD, Asia Pacific
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easier for consumers.”
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The State of
Digital Banking in Asia

Digital banking or the digitalisation of banking services has not only made it more 
convenient for customers to conduct their banking anytime, anywhere (via mobile 
phones), it has also improved efficiency across all services, allowing them to make 
online payments, loan applications, withdraw money and more.

Research1 reveals that customers are now increasingly 
gravitating towards online-only banks because:

More personalised 14%

Lower account costs 18%

Access to easy-to-use mobile apps 22%

Affords greater control over my money 24%

It’s more efficient 44%

Simply put, digital banking makes life easier for 
consumers.

The process towards going digital involves 
digitisation and digitalisation. Digitising is all about 
converting paper and other physical documents into 
digital format while digitalising is far bigger. 

It’s a whole new way of thinking.  

Research1 reveals that customers are now 
increasingly gravitating towards online-only banks 
for the following reasons: it’s more efficient (44%); 
affords greater control over my money (24%); access 
to easy-to-use mobile apps (22%); lower account 
costs (18%); and, more personalised (14%). 



6   The Digital Banker | October 2019 Issue

“In Singapore, the 
announcement to issue as 
many as five new digital 
bank licences to non-bank 
firms, is expected to usher in 
a new era in banking.”
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Digital Banking in Asia –
The Big Picture
The success of China’s Tencent and Alibaba and 
India’s Paytm reveals that consumers are willing 
to procure banking products from tech giants, 
FinTechs, and digital-only banks. 

A recent analysis2 of APAC retail banks has seen 
industry-wide performance improvement on digital 
engagement and conversions leading to a fall in 
average industry bounce rates, from a high of 45% 
in July 2017 to 27% in July 2018. It was during this 
period when banks focused on digitising back-
end processes to expectations from the front-end 
customer experience. 

A 2018 survey3 by global business consultant 
McKinsey & Company reveals that Asians from 
emerging countries like China, Indonesia, Malaysia, 
India, Myanmar, Philippines, Thailand and Vietnam 
are shifting toward digital transaction channels. The 
study also found that 52% of urban bank customers 
used digital banking services in 2017.

In Singapore, the announcement to issue as many 
as five new digital bank licences to non-bank firms, 
is expected to usher in a new era in banking.

Monetary Authority of Singapore Chairman 
Tharman Shanmugaratnam says that “we welcome 
firms with innovative value propositions to apply for 
the new digital bank licences, even if they have not 
yet established a track record in banking.” 

Taking advantage of Singapore’s high internet and 
mobile subscription penetration rate, standing at 
84% and 144% of the population respectively, local 
banks have launched and continued to improve 
their mobile banking apps. As a result, Singaporeans 
are ditching bank visits and opting to go mobile 
instead.

According to a recent study4, 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 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.

On the ground level, there seems to be enough 
evidence that proves the point that in Asia, local 
banks are firmly resolved to leap into digital. 

Launched in October 2018, HSBC Singapore QuickFX 
is the first FX-focused mobile app developed by a 
retail bank in Singapore. It offers a holistic foreign 
exchange proposition for customers, covering 
both their transactional and investment needs. 
The market-leading app enables HSBC customers 
to leverage on the bank’s FX expertise anytime, 
anywhere at their convenience.

HSBC QuickFX app integrates the most 
comprehensive slew of FX solutions in an all-in-
one digital platform. These include real-time FX 
rates round-the-clock, instant global transfers and 
remittances, automated limit orders and currency 
conversions, and a unique customisable FX position 
watch-list. The app also gives customers easy, 
instant access to their multi-currency account, which 
is linked to their multi-currency debit card.  

Similarly, Maybank in Malaysia launched MAE, a 
first-of-its-kind e-wallet which allows new or existing 
users to open an account via their smartphones 
within 5 minutes and transact instantly, that is also 
bundled with an instant virtual Visa debit card, 
without needing to visit a branch, providing them 
ease of access, saving time and bypassing lengthy 
documentation submission processes.

MAE’s instant virtual Visa debit card allows users 
to pay for their shopping on e-commerce apps and 
websites the very instant the account is opened. 
Furthermore, users can also add their virtual Visa 
debit card to Maybank Pay or Samsung Pay to pay 
for their retail purchases at PayWave-supporting 
contactless terminals or use the QRPay function to 
pay cashless at over 200,000 merchants throughout 
Malaysia.

In Taiwan, Taishin Bank developed Richart with 
the goal of providing the best customer financial 
experience through mobile banking. Taishin 
found that aside from enjoying financial services 
online through digital channels, customers are 
also expecting a more convenient and integrated 
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“Now, more than 
ever, banks need to 
evolve.”

References:  
1 Pepper’s Change in Banking report
 2 Adobe Digital Insights (ADI) 
3 Personal Financial Services Survey – McKinsey and Company
4 Singapore’s Path to Digital Economy Still Facing Some Roadblocks, J.D. Power Finds
 

services easily accessible by smartphones and 
laptop.

As a result, Richart was developed as an open bank 
and aims to build a digital life circle for customers, 
providing them with a service that meets all their 
needs in one versatile platform via the collaboration 
with cross-industry companies. In addition, Richart 
also registered the highest online discussion and 
social impact among Taiwan’s digital bank market.

Not to be outdone, Myanmar’s Wave Money is the 
largest mobile financial services provider in the 
country, servicing 10 million customers on average 
monthly and it has 45,000 Wave shops nationwide. 

With Wave Money’s mission to push financial 
inclusion for all, it signed a partnership with 
Myanma Economic Bank (MEB) to provide Digital 
Pension Disbursement Partnership that extended 
the benefits of a game-changing mobile pension 
payment system to government retiree nationwide. 
The main goal of this collaboration is to deliver 
this service to all government pensioners to access 
their funds through mobile money easily and 
conveniently.  

Previously, retirees had to wait for an average of 3 
hours using their E-pension card to withdraw their 
pension funds, which is very inconvenient for elderly 

people. By using this Digital Pension Payment, 
pensioners can now access funds anywhere, 
anytime. It also saves time, improves security and 
provides a means for saving and managing money 
more effectively than traditional methods.

Evolve or else 
The examples above are just but a few of the many 
developments happening in the region. To get 
ahead in the future, banks need to truly embrace 
digital business and not just digitalise processes. 
This involves the use of intelligent automation, 
open APIs and cybersecurity. Banks must rethink 
the customer value proposition by using platforms 
that utilise customer data in a manner that leads to 
better customer engagement and offerings. Now, 
more than ever, banks need to evolve. 

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
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DBS Named Best Bank in the World 
by The Digital Banker

What a year it has been for DBS – one marked by  numerous awards, product launches 
and service innovations. The bank’s effort in pioneering innovation is well-documented 
and substantiated by its emphatic success in winning numerous  significant awards 
given out by  The Digital Banker over the past year.

Most recently, at the ceremony for the Digital 
Banker’s Global Retail Banking Innovation Awards 
2019 held on  26th September , Piyush Gupta, CEO 
of DBS Group, was named CEO of the Year, whilst 
DBS was awarded the main title of Best Bank in the 
World. 

Strong Financials 
DBS celebrated a stellar 2018. Total income reached 
a new high of SGD $13.2 billion and net profit rose 
28% to a record SGD $5.63 billion. In particular, DBS’ 

wealth income grew by a significant 26%. The ANZ 
Bank integration was an integral part of this growth, 
giving DBS access to new customers across five 
markets, and an increase of AUM of about SGD $22 
billion.  

In Q2 of 2019, the bank’s profits jumped 17% to SGD 
$1.6 billion, surpassing  market estimates of SGD 
$1.47 billion and cementing DBS’ status as a leading 
Asian bank. 
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Best Bank in the World –
Digital to the core and customer 
obsessed, with a start-up culture
Clearly, profit is not the sole focus of DBS. The bank 
seeks to embrace and lead digital disruption, and 
prides itself on its technological superiority and 
customer centricity. The bank’s strategy is to reduce 
cost of acquisition and embed customers into the 
whole digital ecosystem.

People now think digital and mobile first, and DBS 
is a bank that is crystal clear on this. The bank’s 
innovation agenda is underpinned by the following 
three tenants:  

• Being digital to the core – operating with the 
motto that ‘tech is business and business 
is tech’ – you shouldn’t be able to tell a 
businessperson and a developer apart. 

• Being relentless in the customer journey 
focus by embedding the bank deeply into the 
customer journey in an attempt to become 
invisible. The aim here is to become intrinsic 
and intuitive to customers.

• Creating a 27,000-person start-up culture,  
which means lots of experiments, having plenty 
of ownership, working in platforms instead of 
hierarchies, flattening the organisation and 
making it okay for people to fail. 

A Leader in Data Analytics & Apps
The award-winning DBS Lifestyle app epitomises the 
bank’s innovation agenda – embracing technology 
and reimagining  the customer journey. The 
bank’s omni-channel customer journey engages 
customers through an interactive experience in-
app that helps them be aware of deals and offers 
relevant to their interests and lifestyles. The DBS 
Lifestyle app team collaborated  with an in-house 
data science team to develop a unique algorithm 
which applies recommendation models to each 
customer group, ensuring relevant content and 
offers. The integration of multiple channels via the 
app allows customers to access the same offers and 
promotions via the DBS website and Lifestyle app. 
Customers are no longer bound by their desktops 
and can now set their preferences for the offers 
and promotions and be kept abreast on the move 
via the DBS Lifestyle app. From the app, customers 

can also proceed directly to shop at a merchant’s 
website and/or head down to the physical outlets. 
The omni-channel integration is also extended to 
a Loyalty/Rewards programme where customers 
can make redemptions via the app on the go or  
proceed to offset their purchases in-store instantly.

DBS has received recognition from The Digital 
Banker for using CX Analytics Tools over the years. 
The bank maximises its use of such tools and 
platforms to enhance each segment of its banking 
services – consequently, DBS has managed to listen 
to its communities and continues to give them what 
they want. 

DBS leverages data to be an intelligent bank, 
which means it has changed the way its tech 
architecture looks from a few years ago - moving 
from monolithic infrastructure to micro services, 
and from legacy to cloud native technology. DBS is 
an industry leader in creating open ecosystems and 
is recognised as having the largest number of open 
APIs among banks in the world.  

Digital Transformation
DBS’ digital transformation efforts are globally 
recognised as one of the most comprehensive for a 
bank. At the end of 2018, return on equity, at 12.1%, 
was among the highest for a developed market 
bank. Over 80% of DBS’ open systems are cloud-
ready, its API platform has over 350 APIs, business 
and tech teams co-drive more than 33 innovation 

“Being digital to the 
core - operating with 
the motto that ‘tech is 
business and business 
is tech’ – you shouldn’t 
be able to tell a 
businessperson and a 
developer apart.”
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“DBS is an industry 
leader in creating 
open ecosystems 
and is recognised as 
having the largest 
number of open APIs 
among banks in the 
world.”

platforms, and over 10,000 employees have been  
trained on a data-driven curriculum. 

DBS embarked on one of the most comprehensive 
transformation programmes in 2015, by in-sourcing 
its technology operations. Within two years, the 
bank successfully in-sourced more than 85 percent 
of its technology stack. 

DBS’ unique recruitment drive – Hack2Hire – 
also focuses on hiring employees adept in fields 
such as chaos engineering, along with AI, ML 
and data-related skills sets to further its digital 
transformation journey in the future.

DBS Wins at The Digital Banker’s 
Global Retail Banking Innovation 
Awards 2019
Winner
Best Chatbot Service
Best Digital Banking Initiative
Excellence in Digital Innovation
Outstanding Digital Innovation in SME Banking
Outstanding Innovation Program
Best Data Analytics Initiative
Best Mobile Banking
Best Lifestyle App
Outstanding Personalised 1:1 Marketing Initiative
Outstanding Staff, Training, Learning & 
Development Program

Highly Acclaimed
Best Bank for Millennials
Best Saving Account
Best Payments Innovation
Outstanding Machine Learning
Best Mass Affluent Banking Offering
Best App for Customer Experience
Best Automated Advisory Service
Best Customised Mobile Banking
Outstanding Omni-Channel Integration
Best Customer Loyalty Program
Best Customer Relations & Brand Engagement 
Initiative

CEO of the Year: Piyush Gupta
Winner: Best Bank in the World
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Profit is not the sole focus of DBS. The bank seeks to embrace and lead 
digital disruption, and prides itself on its technological superiority and 
customer centricity. The bank’s strategy is to reduce cost of acquisition 
and embed customers into the whole digital ecosystem.

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

BEST BANK IN THE 
WORLD



DBS’ Piyush Gupta Named CEO of 
the Year by The Digital Banker

The Digital Banker hosted its 2nd annual GLOBAL RETAIL BANKING INNOVATION 
AWARDS on 26th September 2019 where DBS’ Piyush Gupta was named CEO of the Year.

“It is an honour to be 
named The Digital 
Banker’s CEO of the 
Year and the Best Bank 
in the World. These 
wins underscore the 
efficacy of DBS’ efforts 
to redefine banking, and 
speak to our strength 
among banking leaders 
worldwide.”

Certainly no ordinary accolade, given the prodigious 
competition amongst the 2019 shortlist. The DBS CEO 
was selected as the victor amongst HSBC Singapore’s 
Tony Cripps, CITI Global Consumer Banking’s Stephen 
Bird, JP Morgan Chase’s Jamie Dimon and Emirates 
NDB’s Suvo Sarkar.

A pound for pound champion, DBS was historically 
synonymous with the development of modern 
Singapore and Singapore alone. Today, however, paints 
a very different story where global leaders across some 
of the world’s largest Financial Service organisations 
have to pay the seminal bank its dues.

Piyush has been credited with leading the banking 
group to become a leading Asian financial services 
group and winning numerous ‘Best Bank in the World’ 
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titles amongst global competitors from Tier 1 
organisations.

The Digital Banker’s judging panel and co-judges 
from PWC, KPMG, Forrester, Fuji Xerox & Denim 
Consulting undertook a granular assessment 
process to select the 2019 CEO of the Year. 
Candidates were judged for  Financial Performance, 
Tenure, Digital Transformation, Product & Service 
Innovation, FinTech Collaboration, Risk Management 
and Customer-Centricity. 

A Leader with a Clear Focus and Vision
Piyush  is widely known to have refocused DBS’ 
strategy towards an Asia-centric commercial bank 
to capitalise on the region’s surging megatrends. He  
is a strong advocate of digital banking, and believes 
that the industry’s digital strategy is paramount 
to its success. In an interview with Forbes Asia, he 
stated that a digital strategy is “actually going to 
make the difference between the banks that will 
survive and the banks that will not survive.”  

At the opening of Sibos 2015, Piyush called on 
his peers to embrace the “new world order of 
technology”, a world where innovations such 
as cloud computing and peer-to-peer services 
are forcing banks to rethink their businesses 
and infrastructures. He commented, “People 
talk about disruption, but the word to think of is 
transformation, which implies the incumbent can 
make a change. The reality is that all of us have an 
opportunity to lead the transformation, to make 
a real change in the customer experience. There 
is no one in a better position to do this than we 
are.” At various forums and conferences, he has 
spoken about organisations building a “university” 
of talent – a clear testament to his mission in 
embracing technology, driving the digital agenda 
and refocusing strategy to put the customer at the 
forefront of everything the bank does.

Career History & External 
Appointments
Piyush has been Chief Executive Officer and Director 
of DBS Group since 2009.

Prior to joining DBS, Piyush had a 27-year career 
at Citigroup, where his last position was Chief 

Executive Officer for South East Asia, Australia and 
New Zealand.

He is a member of the Executive Committee of the 
Institute of International Finance, Washington and 
Chairman of Sim Kee Boon Institute for Financial 
Economics Advisory Board. In addition, he is a 
member of the United Nations Secretary-General’s 
Task Force on Digital Financing of the Sustainable 
Development Goals, Singapore’s Advisory Council 
on the Ethical Use of AI and Data, and McKinsey 
Advisory Council. He also sits on the boards of 
Enterprise Singapore, Singapore’s National Research 
Foundation, and the Singapore’s Council for Board 
Diversity. Piyush is a term trustee of the Singapore 
Indian Development Association (SINDA).

CEO of the Year – Judges’ Comments 
from the Global Retail Banking 
Innovation Awards 2019
“It is no small feat to place a domestic bank on a 
global pedestal. DBS is now a respected banking 
brand and an example to follow, despite the various 
little issues that we (as local customers of DBS) like to 
complain about. Still, there are a lot of things that DBS 
has done under Piyush’s leadership that clearly set 
him apart, as a progressive leader who also happens 
to be an industry veteran of 30+ years. He has the 
charisma, knowledge, humility, and an openness 
to learn and absorb new things and then breathe 
inspiration to masses of employees. Plus, he is a 
‘darling’ of regulators and shareholders. He knows how 
to represent an organisation and how to add weight 
– transforming a local bank like DBS into a credible 
member of the industry amongst the world’s elite”.
 
“Dare to fail, dare to try new things’, seems to be an 
assimilated motto that has cascaded down the chain 
of command – one advocated by Piyush and widely 
embraced by all DBS employees. Through Piyush’s 
stewardship, DBS continues to be a market leader in 
innovative ideas and solutions for its customers. He 
has continued to drive the digital agenda through 
his vision and customer centric mindset which has 
been a catalyst for the bank’s remarkable success 
across numerous facets. Leading by example and 
creating a sincere organisational culture of belonging 
and innovation, is exceptionally hard to achieve – 
something Piyush seems to have hammered home 
through sheer dedication”.  
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“It is an honour to be named The Digital Banker’s CEO of the Year and the 
Best Bank in the World. These wins underscore the efficacy of DBS’ efforts 
to redefine banking, and speak to our strength among banking leaders 
worldwide.” – Piyush Gupta, CEO, DBS Bank

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

CEO 
OF THE YEAR

Piyush Gupta
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Maybank: Grooming SMEs for 
growth through digital innovations

In Singapore, SMEs employ an estimated 65% of the country’s workforce and contribute 
close to 50% of GDP. Currently, about one in five SMEs in Singapore has a banking 
relationship with Maybank, which includes both the Retail SME (RSME) and Commercial 
Banking segments.

Over the next three years, its SME Banking revenue 
sources will gravitate towards non-lending income as 
Maybank offers improved treasury, wealth, keyman 
insurance risks, business management and cross-
border services delivered from digital and traditional 
platforms. The bank aims to understand and deliver 
what the SME ecosystem truly needs and the way 
they want it delivered. For Maybank, SME Banking 
should be an entrepreneurial unit, by entrepreneurs, 
for entrepreneurs.

Marc Leong, Head of SME Banking in Singapore, 
said, “We are trying to move more into fee-based 
income as we realised there’s always asset risk. And 
SMEs need these services, so we are offering them 
to our customers.”

In the past year, SME Banking has recorded over 
100% new business growth in areas like treasury 
services and trade finance. As at December 2018, 
non interest-based income made up 10 per cent of 
Maybank’s RSME segment, consisting of treasury 
services, wealth instruments, keyman insurance, 
transactional banking or cash management, and 
cross-border banking services. Over the next three 
years, SME Banking’s revenue sources will focus 
on non-lending income, targeting to double its 
contribution from 10% to 20%. 

The ASEAN Edge
As the only bank in Singapore with presence in 
all 10 ASEAN countries, Maybank is well-poised to 
connect businesses and opportunities to support 
local companies’ expansion abroad, specifically 
venture to Malaysia given its strong affiliation as 

well as connectivity in ASEAN.

The Singapore-Malaysia trade corridor is extremely 
important for Singapore businesses, capturing 
S$108 billion worth of bilateral trade in 2017. 
Singapore SMEs can benefit from Maybank’s strong 
network, presence and capabilities in Malaysia.

History of SME Banking Segment
Maybank SME & Commercial Banking prides itself 
on having a track record of service excellence in 
business banking, and has seen many homegrown 
businesses through their growth phase to achieve 
international expansion. The bank has also 
journeyed with countless business customers and 
gone on to serve their second and third generation 
of successors.

Retail SME Banking was formalised as a segment in 
2014 to target the small businesses from start-up 
to growing stages with turnover of up to $20 million 
per annum. Commercial Banking segment focuses 
on clients with an annual company turnover of up to 
S$120 million.

The value proposition of the Retail SME segment is 
making its products and services accessible to small 
businesses, such as simplified and pre-packaged 
bundles that strip away financial jargons and 
complexities for this group.

Alvin Lee, Head of Community Financial Services 
Singapore and Group Wealth Management at 
Maybank, explained: “The RSME segment is 
relatively new in Maybank. It was started five years 
ago to target small businesses with turnover of up 
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“We are trying to move 
more into fee-based 
income as we realised 
there’s always asset 
risk. And SMEs need 
these services, so we 
are offering them to our 
customers.”

to S$20 million. Since its launch, its customer pool 
has grown by about 60-70 per cent.”

Helping Clients to Go Digital
Maybank Group has been investing in various digital 
and data analytics capabilities. The nature and 
operations of the bank paves the way for a huge 
data advantage, which puts Maybank in a strategic 
position to improve its customer engagements and 
experiences as the Group connects meaningfully 
into the new SME ecosystem.

Maybank Singapore is one of the industry partners 
offering “SMEs Start Digital” package: https://info.
maybank2u.com.sg/smebanking/

Maybank Singapore has made in-roads in 
providing digital solutions to help automate its 
SMEs core business processes. Through SME Start 
Digital Programme, it subsidises up to two digital 
modules for its customers: (i) Digital accounting, 

(ii) Human Resource management system, (iii) 
Digital marketing, (iv) Digital transactions, and (v) 
Cybersecurity solutions.

With government-led digital connectivity and 
national programmes, retail banks are in a better 
position to compete:

• MyInfo and the upcoming Corporate MyInfo: 
Centralised individual and corporate data 
storage backed by government. Provides single, 
verified authentication framework on business 
and its owners.

• PayNow Corporate: Enhanced fund transfer 
service that allows a company to send and 
receive payment to/from business partners by 
linking SGD Corporate account with Unique 
Entity Number (UEN).

• Open Banking APIs: MAS was the first Asia 
Pacific regulator to release open banking 
guidelines and design principles for banking 

 https://info.maybank2u.com.sg/smebanking/
 https://info.maybank2u.com.sg/smebanking/
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sector APIs. The concept allows banks to open 
up customers’ full financial data (e.g. balances, 
lending, AUM to other banks).

E-Invoicing and SGQR
In January 2018, Maybank partnered Financio and
gave access to fully-subsidised cloud-accounting
software at entry level to its small business
customers who sign up for a current account. This
solution largely benefits the start-ups and small
businesses as most of them may not have access to
proper accounting system, often relying on manual
and Excel-based bookkeeping. With Financio, the
bank now empowers its customers with digitalised 
accounting system and helps businesses stay on top 
of their finances. In Q1 2019, 1 in 2 new customers 
opted for Financio.

To scale up its service offerings, Maybank recently
collaborated with Dr. Anywhere, an application-
based healthcare provider that allows one to set
up a doctor consultation in minutes via a video call.
Through this connection, Maybank’s customers can
add value to their employee welfare package whilst
benefitting from lesser downtime and operational
disruptions as common illnesses can easily be
consulted at the office premises with medication
delivered in hours.

Being at the heart of Singapore 
community
Existing Retail SME staff are put through training
programmes to pick up new skill sets, such as a
proprietary curriculum Maybank FutureReady
Certification Course, and short-term courses (on
trade finance) at a local university.

Maybank sponsored the Millet World Community
mobile application to enable SME business

representatives to connect and network with one
another.

Maybank SME Banking also sponsored Brands 
for Good awards for 2018 and 2019. According to 
Marc Leong, “Keeping to our credo of humanising 
financial services, Maybank stands for fair pricing 
and needs-based client advisory, and we are 
committed to delivering long-term positive value to 
the communities that we serve.” Another thrust of 
SME Banking’s brand promise is building the trust 
element. The community and customers’ trust in 
Maybank for close to 60 years, allows it to forge 
strong relationships and partnerships, walking 
customers through their entrepreneurship journey. 
As a universal bank, Maybank can offer additional 
value and sophistication when SMEs graduate to 
larger corporates and public listings.

As Maybank continues to invest heavily in its 
business and relationship managers; recruiting, 
mentoring, training and developing them, expect 
the bank to groom more entrepreneurs into greater 
success. 

A paragon of excellence
For its unwavering efforts in grooming more 
entrepreneurs and its excellent performance in 
different areas of retail banking, Maybank bagged 
several major awards at the Global Retail Banking 
Innovation Awards 2019. Other than being named 
“Best Retail Bank Malaysia”, the bank was also 
declared winner for Best Digital Wallet of the 
Year and Best Graduate Employment Program, in 
addition to being recognised as Highly Acclaimed in 
Excellence in SME Banking, Debit Card of the Year, 
Best Bank for Millennials, Best Digital Payments 
Initiative, Best Mobile Payments Service, Best 
Internet Banking Initiative, Best Customised Mobile 
Banking and Best Lifestyle App.
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Are Digital 
Banks Winning 
in Today’s 
Economy?

Visiting one’s bank used to be about the 
personal interaction and human touch. 
After all, banking is an exercise of trust. 

But the rise of digital bank has redefined what is 
traditionally considered a bank. Today, ‘human 
touch’ has been replaced by the ‘touchscreen.’

Digital-only banks are creating a new set of 
differentiated customer experiences that give 
them a unique edge over traditional banks, leading 
to explosive growth in customer signups and 
interaction. Indeed, the rise of digital-only banks, 
from South America to continental Europe to Asia, 
which is now estimated to be more than a hundred, 
is expected to accelerate the integration of banking 
and non-banking supply chains and ecosystems.

There’s Banco Original and Nubank from Brazil. 
Germany has solarisBank, which is expanding into 
Asia, and N26 which has launched in the US. 

China has MyBank and WeBank, the former backed 
by e-commerce giant Alibaba Group, while the latter 
was launched by conglomerate Tencent Holdings. 
There’s Digibank of India. Vietnam has Timo, Japan 
has Jibun Bank while South Korea has K Bank and 
Kakao Bank.

While most don’t offer a full suite of services, 
these challenger banks and neobanks are agile, 
with no burdensome legacy systems, unwieldy 
branches, and mostly unhampered by regulatory 
requirements. As such, they tend to move faster 
and grow quicker.

Here’s a look at some of the world’s major players.
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N26
Based in Berlin, Germany, this application’s basic 
current account offers budgeting tools, spending 
insights and easy payments. Positioned as a 
traveller-friendly bank, it differentiates itself with 
insurance offerings, flexible workspace, hotels, and 
language-learning apps.

Using Mambu’s flagship core system on a software-
as-a-service basis, N26’s customer base reached 
500,000 in August 2017, quickly expanding into 
17 European countries including Austria, France, 
Portugal, Ireland, Italy, Spain, and the Netherlands, 
a growth borne from its existing customers’ 
referrals.

On top of its free basic current account, it offers 
N26 Black and N26 Metal premium MasterCard. 
For a monthly fee of $7.30, the N26 Black card 
customers can avail of fee-free foreign currency 
automated teller machine (ATM) withdrawals 
worldwide. Allianz Global Assistance Europe also 
provides a comprehensive insurance package that 
covers travel, health, mobile phone or cash theft, 
as well as extended warranty for electronic devices. 
Beyond these perks, the N26 Metal card includes 
dedicated customer service, preferential rates and 
special partner offers.

It takes an average of 8 minutes to open an account 
that is concluded via a video chat with its customer 
support team. The downside comes with IDnow, 
its identity verification partner, that only supports 
certain passports and ID cards. 

Valentin Stalf, founder and chief executive officer 
(CEO) of N26, expects to have a 5% to 10% share of 
the market in the main countries where it operates 
within three years.

Monzo
Based in UK, Monzo offers international payments 
without additional fees or charges, plus, no extra 
fees for up to GBP 200 withdrawals per month from 
international ATMs.

One of the fastest growing neobanks, standard 
features include budgeting, expense tracking, and 
international payments. Monzo also offers business 

banking that include SME loans, accounting, and 
administration add-in, and even insurance such as 
emergency cash for holidays, and mobile phone 
insurance.

Revolut
Another, UK-based neobank, London to be exact, 
Revolut boasts of the largest customer base and 
availability in 31 countries, quickly expanding 
to serve the youngest generation (8–18 years) 
with Revolut Youth. It offers standard banking 
services, a pre-paid debit card, currency exchange, 
cryptocurrency exchange, and P2P payments. 

Backed by robust venture capital funding, these 
neobanks’ main appeal especially to millennials, lie 
in their seamless customer experience and full-
digital financial services at extremely low fees. 

N26 is gaining traction in the strong European 
economies, now just hitting 3.5 million customers 
worldwide. Monzo is taking over the forerunning 
British market. While Revolut aims to break through 
the ten-million customer ceiling in 2020. 

Are Digital Banks Profitable? 
If you look at the explosive growth that digital banks 
are experiencing today, the answer is a resounding 
yes.

Most digital-only players in Asia have the backing 
of commercial banks. Vietnam’s Timo is powered 
by Vietnam Prosperity Bank. Japan’s Jibun Bank is a 
joint venture between Bank of Tokyo-Mitsubishi UFJ 
and the mobile network operator, KDDI. Indonesia’s 
Jenius was set up and funded by commercial banks. 

Digital-only banks are transforming financial 
services. Although majority are still registering 
losses, a lot of them are expected to turn in profits 
soon. 

In Singapore, as soon as the Monetary Authority of 
Singapore’s (MAS) announcement of issuance of up 
to five new digital bank licences was made, at least 
four companies have quickly expressed interest in 
applying for a digital banking licence – Singtel, Grab, 
Razer and InstaRem.
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“These challenger banks 
and neobanks are agile, 
with no burdensome 
legacy systems.”

Hong Kong’s Monetary Authority (HKMA) has issued 
eight licences since March 2019 with 33 more 
pending applications. In South Korea, online only 
bank licences have been issued to Kakao Bank in 
2017, operated by the country’s largest chat app.

A spokesman claims that “the 45 million monthly 
average users of our messaging app Kakao Talk is a 
huge plus for us when advertising our bank,” adding 
that the bank uses Kakao’s artificial intelligence 
technology for its automated customer support 
systems. 

“Large technology companies are seeing this as a 
land-grab opportunity where they can build out new 

sets of financial services that can be cross-sold to 
their existing users,” McKinsey’s Hong Kong-based 
partner, Jeff Galvin, says.

James Lloyd, partner and APAC FinTech leader at 
consultancy EY says “what we are seeing in Asia 
is technology companies moving sideways into 
finance, inspired by or even threatened by the 
examples of Alibaba and Tencent.” 

Traditional Banks Flexing Digital 
Muscle 
Realising that millennials will become their lucrative 
clients in the future, traditional banks are launching 
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“Digital-only banks 
are creating a new 
set of differentiated 
customer 
experiences that 
give them a unique 
edge over traditional 
banks.”

digital banks of their own. On top of that, they 
are also adopting global best practices of their 
digital-only competitors such as provisions for 
personalised financial content, financial advisory 
blogs, financial calculators and more.

In fact, one of Singapore’s local banks, UOB, has 
recognised this early on and plotted a strategy 
around this whole notion of targeting millennials. 
UOB’s TMRW (pronounced as “tomorrow”), is the 
first mobile-only bank designed for ASEAN digital 
generation who prefer to bank on their mobile 
phones, anywhere and at any time. TMRW makes 
banking simpler, more transparent and more
engaging for its customers by using data.

It translates transaction data into actionable insights
to make the banking experience interesting and fun,
while enabling its customers to be smarter at saving
and spending. As customers spend more time with
TMRW, the mobile-only bank becomes even more
familiar with their wants and needs to serve them
better.

On the other hand, Taiwan’s Cathay United Bank 
(CUB) has fully embraced the digital intelligent era 
of payment reminding. In the past, CUB’s payment 
reminders had to rely on personal experience to 
judge the probability of default risks and sequence 
of reminding. By implementing digital innovation 
through the introduction of multiple data sources 
and machine learning technology, it was able to 
promote collaborative decision-making. About 
30% - 35% of cases handled manually previously 
were converted into automated processing, thus, 
maximising reminding benefits and maintaining 
CUB’s competitive advantage in the market.

The efficiency of payment reminding for consumer 
financial products has been greatly improved by 
its digital transformation. As a result, the bank was 
able to: a) map out intelligent payment reminding 
strategies with intelligent analysis of customer 
behaviour; and, b) empower employees with 

data analysis capability to implement data-driven 
strategies. 

Not to be outdone, Krungsri has launched “Krungsri 
GIFT”, a revamped loyalty programme derived from 
customer insights that aims to enrich customer 
experience, acquire new customer segments, and 
sustain the growth path of the bank in the digital 
landscape. Krungsri GIFT raises the bar on customer 
loyalty by creating omni-channel experiences and 
leveraging big data to offer instant rewards to 
customers who complete four types of transaction: 
deposits, withdrawals, transfers, and payments. 
Following insights from customer analysis of main 
bank users’ behaviour, this innovative customer 
loyalty programme was designed to convert 
occasional users to main bank customers.

Striking a win-win 
As digital banks grow, expect the competition to 
heat up. For sure, big banks will not take things 
sitting down. But instead of knocking each other 
out, possibly one of the best approaches in striking 
a win-win situation between traditional banks and 
digital-only banks is by being collaborative and 
synergistic. In which case, the ultimate winner will 
be the customers.
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Singapore, 26th September 2019 – TMRW by UOB rang true on its value proposition of 
creating a simple, transparent and engaging customer experience, emphatically winning 
Best Bank for Millennials, Best Customer Centric Business Model, Outstanding Client 
On-boarding & Account Opening and securing a Highly Acclaimed commendation for 
Outstanding Social Media Campaign at the Global Retail Banking Innovation Awards 2019.

UOB’s TMRW Celebrates Four 
Awards at the Global Retail 
Banking Innovation Awards 2019

The Digital Banker hosted its 2nd annual flagship 
awards which brought together the banks at 
the forefront of innovation - those are truly re-
defining banking and driving intelligent, contextual 
banking powered by hyper-personalisation. TMRW 
was hailed as a pioneer in digital and customer 
experience evolution on the night.

TMRW is the first mobile-only bank designed for 
ASEAN digital generation who prefer to bank on 
their mobile phones, anywhere and at any time. 
TMRW makes banking simpler, more transparent 
and more engaging for its customers through the 
use of data. It translates transaction data into 
actionable insights to make the banking experience 
interesting and fun, while enabling its customers to 
be smarter at saving and spending. As customers 
spend more time with TMRW, the mobile-only bank 
becomes even more familiar with their wants and 
needs to serve them better.

Banking Digitally-Savvy Millennials
Thailand’s digital generation are the first consumers 
in ASEAN to experience TMRW.
 
TMRW’s “Different Generation, Different Solution” 
approach aims to meet their needs in a manner in 
sync with, and distinct to, their lifestyles. 

The pure-play digital bank challenged assumptions 
about banking and got to know its younger, digitally-
savvy customers to understand their needs and 

pain points. Extensive ethnographic research was 
undertaken to gain insights on the target segment. 
Best market practices from market leaders such as 
Monzo, Tinkoff, nuBank and mbank were adopted 
while the expertise of digital innovators such as 
Facebook, Amazon and WeChat was leveraged.

Personetics & FinTech Partnerships 
UOB formed strategic partnerships with financial 
technology firms Personetics and Meniga to 
complement the Bank’s in-house capabilities 
through its regional Engagement Lab (eLab), to 
experiment and to learn in real-time, how to deepen 
customer engagement. 

UOB’s eLab is the first dedicated unit set up by 
a bank in Southeast Asia focused on using the 
latest technology and behavioural insights to 
deepen customer engagement. Building deeper 
engagement will require an evolution in the way 
banks interact with their customers. Knowing them, 
understanding their needs and then anticipating 
their wants will be key to elevating their experience.

Through Personetics’ cognitive analytic capabilities, 
UOB will draw deeper insights from its huge 
volumes of transaction data to help identify 
individual transaction patterns that can make the 
customer experience more engaging. These insights 
will enable UOB to provide customers with real-
time, personalised and insightful guidance to help 
them make better financial decisions and improve 
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“TMRW is the first 
mobile-only bank 
designed for ASEAN
digital generation who 
prefer to bank on their 
mobile phones.”

the way they manage their money. This could 
include anticipating and prompting the customer 
when their balance may be insufficient to cover 
upcoming payments, detecting unusual account 
activity, and highlighting opportunities to save more 
or spend wisely.

The Goal: Engagement
TMRW’s strategy is built around engagement. 
Engagement means going beyond transactions, 
using data to generate insights and measuring 
how much customers enjoy these. TMRW deepens 
customer engagement through three drivers: 
anticipate, converse, and serve. Anticipate simply 
means doing what the customer needs so that the 
experience is intuitive and frictionless; converse is 
to translate the customer’s transaction data into 
actionable insights to enable them to make more 
informed saving and spending decisions; and serve 
is to maintain a high quality of service 24×7.

Winner:  Outstanding Client On-
boarding & Account Opening
 
TMRW has completely redesigned the customer on-
boarding experience – from the moment a customer 
signs up for an account through to how they bank 
day to day.

TMRW is the first mobile-only bank in Thailand that 
enables its customers to open a bank account and 
to authenticate their identities without having to 
visit a branch. Opening a TMRW account is as simple 
as uploading a photo ID-card with as few online 
forms to fill out as possible. Thereafter, TMRW 
customers can authenticate their identities any time 
at any TMRW self-service kiosks located at more 
than 300 outlets across Bangkok.

Winner:  Best Bank for Millennials
 
While ASEAN is known for its diversity, there 
remains a set of fundamental expectations by the 

Image: photobyphm / Shutterstock.com
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“TMRW deepens 
customer 
engagement through 
three drivers: 
anticipate, converse, 
and serve.”

digital generation when it comes to digital services, 
such as simplicity and an engaging user experience. 
UOB took the time needed to understand its 
millennial customers and how and why they 
engage with mobile apps and digital services the 
way they do. The team then used these insights to 
design TMRW for today’s millennials. TMRW pushes 
simplicity to the limit and engages millennials in 
new ways beyond the standard digital banking 
functionalities. 

Winner:  Best Customer-Centric 
Business Model 

Customers are increasingly seeking easy access to 
banking products and services. They also want a 
seamless banking experience. And when they do 
have issues, they want them resolved fast. When 
customers bank and pay, they create data, lots of 
data. Today banks mostly just store this data, as 
required for record keeping. TMRW seeks to draw 
meaningful insights from this data, so that the Bank 
can personalise the customer experience. TMRW 
believes that the future of retail banking lies in its 
ability to engage the customer and to transform the 
customer experience because financial products 
and services are becoming commoditised in today’s 
world. 

Highly Acclaimed:  Outstanding Social 
Media Campaign

TMRW knew that traditional marketing would not 
get traction with the Thai millennials. As most of 
them spend their time on the phones, the bank 
engaged them digitally, in places where they 
frequent online. A series of YouTube videos was 
created to depict the theme “Different Generation, 
Different Approach”. A music video was also created 
in collaboration with popular Thai music artists 
that has garnered more than 44 million views 
on YouTube. The launch event was attended by 
more than 100 Thai social media influencers who 
generated awareness and positive reviews of TMRW 
across all social media platforms.



BEST RETAIL BANK
Philippines

UnionBank of the Philippines was adjudged Winner, Best Retail Bank
Philippines at the Global Retail Banking Innovation Summit & Awards
2019. The Digital Banker editorial board have shortlisted institutions or
individuals per category, which have then been put to our impartial panel
of expert judges who undertook a rigorous audit type process to carefully
select the winners.

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019
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UnionBank of the Philippines 
Named Best Retail Bank – 
Philippines at the Global Retail 
Banking Innovation Awards 2019 
– EON Acclaimed for its Digital 
Brilliance

UnionBank of the Philippines took home the highly prestigious title of ‘Best Retail 
Bank – Philippines’ at the Global Retail Banking Innovation Summit & Awards. 

The bank was also selected as the winner for the Best Customer Relations & Brand 
Engagement Initiative – together with highly acclaimed for Best Chatbot Service, Best 
Lifestyle App and Best Digital Banking Initiative.

EON – Philippines’ first and only 
Neobank

Highly Acclaimed: Best Digital Banking 
Initiative 

The name EON, clearly synonymous with UnionBank 
achieves much acclaim for its adoption of financial 
technology and is Philippines’ first and only 
neobank – leapfrogging banks’ rigid systems to 
deliver products and services that run digital all the 
way. Having successfully pivoted itself to be a fully 
digital bank and a financial marketplace that offers 
deposits, loan products and other financial services 
through an Open Banking system, EON has also 
expanded its network via co-branding partnerships 
and banking agents. Moreover, it has introduced 
its new platform, available on the web and via the 
app. The outcome – far more accessible banking for 
its users, allowing them to conduct their financial 
chores akin to online shopping and at a much lower 
cost. 

Winning the Highly Acclaimed award for the Best 

Digital Banking Initiative, EON and UnionBank hope 
to help ignite innovation in the Philippine financial 
market and bring fresh and innovative ideas on how 
to shape Filipinos’ banking experience.

Winner: Best Customer Relations and 
Brand Engagement Initiative

UnionBank GlobalLinker brought 25 MSMEs to 
Singapore in an all-expense paid trip to attend 
the first ever TradeConnect, in November 
2018. TradeConnect is a global SME meetup for 
crossborder knowledge and trade, hosted on the 
sidelines of the Singapore FinTech Festival. This 
international exposure for the chosen 25 MSMEs 
became an opportunity to establish meaningful 
connections and collaborate with delegates from 
India and Singapore. The campaign that lasted for 
28 days, gave all users an equal opportunity to be 
part of the TradeConnect delegation through an 
online engagement programme which required 
them to fulfill certain criteria – such as liking, 
sharing and commenting on posts. The bank 
utilised all digital platforms such as Facebook 

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019
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“UnionBank 
demonstrably values 
the time, effort and 
energy of each 
customer, no matter 
the size and volume 
of the relationship.”

and Instagram, together with collaborations with 
celebrity influencers. During the event, UnionBank’s 
Executives made themselves available, mingled with 
business owners and shared their insights to the 
community.

Each sign-up generated from this campaign resulted 
into additional leads for the bank. This showcased a 
new way of marketing services without the need for 
a hardsell. The bank’s objectives for this campaign 
were simple – secure 4,000 new leads. Impressively, 
5,300 new sign-ups were secured which increased 
usage from 32% to 50%.

So how was UnionBank able to exceed its target? 
Well, the mechanics were straight forward – 
generate at least 1 million worth of media values, 
a target which again, the bank bulldozed by 
generating 3.7 million.

Rafa, the Chatbot of all Chatbots 

Highly Acclaimed: Best Chatbot Service
UnionBank of the Philippines’ chatbot service 

named Rafa (@TalktoRafa) is the first and most 
powerful chatbot service in the Philippine banking 
space. It has the most relevant features and 
skills attuned to customer needs. It is aimed to 
deliver witty, personal and accurate solutions 
to their most common needs. At the onset, the 
chatbot service was not only a tactical solution to 
augment the bank’s voice and branch channels, 
but also a significant complement to the enterprise 
architecture to build a social customer service 
channel with mobile web capabilities.

Rafa is growing exponentially in user adoption. User 
interactions and unique customers onboarded grew 
30 times nearing the one million mark. Rafa was 
also able to reduce customer effort as customers 
can now contact the bank for 24/7 services that 
were previously offered exclusively only via voice or 
branch.

UnionBank demonstrably values the time, effort and 
energy of each customer, no matter the size and 
volume of the relationship. As such, aligned with 
the bank’s digital transformation with the purpose 
of empowering and enriching lives of customers, 

Image: imwaltersy / Shutterstock.com



The Digital Banker | October 2019 Issue   31

is the My Learning module, which boasts of diverse 
learning deployments including: Learning Pathways, 
Internal and External Training, Borrowing Books, 
Learning on Air and Continuing Education, which 
together, create a unique UnionBank learning 
experience. 

1UHub is able to augment retooling efforts as a 
learning platform that facilitates enrolment to 
blended learning programs and other self-driven 
developmental interventions including borrowing 
books from the bank’s corporate library and 
access to podcasts. UnionBank Employees are 
also rewarded after attaining certifications via the 
Pay-For-Skills programme enrolled through the 
application. 

“Rafa (@TalktoRafa) 
is the first and most 
powerful chatbot 
service in the 
Philippine banking 
space.”

Rafa was implemented to address the top concerns 
of customers as determined from voice call drivers. 
Call volumes were reduced from an average of 
120k calls per month to 55K calls per month. Digital 
interactions of the bank grew from 250K per month 
to just shy of 3 million instances per month.

Empowering, Upskilling & Augmenting 
Employees

Highly Acclaimed: Best Lifestyle App

Supporting the rapid transformation of 
UnionBankers to thrive in a primarily digital and 
disruptive milieu, UnionBank of the Philippines 
made the conscious decision to veer away from 
traditional, off-the-shelf HR and LMS solutions 
in favour of building the technology from within, 
enabling the flexibility and agility to build digital 
talents. 

Serving as a centralised digital HR platform, One 
UnionBanker Hub (1UHub) is an employee lifestyle 
app that is proudly co-created with UnionBank 
employees, the business and HR, to service 
their day-to-day needs and development. With 
an average monthly log-ins of 22,000 out of a 
3,200-employee base, 1UHub provides an array of 
human resource and other value-adding services 
from onboarding to offboarding. Central to 1UHub 
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The Future of 
Open Banking

In a world that is increasingly becoming 
more connected and democratised, 
banking and financial institutions serve 
as a significant catalyst of change. And 
this can be seen with the rise of Open 
Banking.

Connecting via third-party application programming 
interfaces (APIs), Open Banking enables traditional 
banks and FinTech companies to share data and 
collaborate to offer products and services that the 
others cannot. The result? A far richer, caring and 
customer-centric experiences as such partnership 
give consumers unprecedented access to more 
advanced financial options built on data-driven 
insights.

The Challenges of Open Banking
A study of the future of retail banking conducted 
by The Economist Intelligence Unit revealed that 
in 2025, expected key strategic priorities would be 
Open Banking (30%), cutting costs (29%), migrating 
to digital channels (28%) and digital marketing and 
engagement (27%). Indeed, today’s unrelenting 
focus on data will drive Open Banking to the 
forefront of retail banking innovation.

“Today’s unrelenting 
focus on data will 
drive Open Banking to 
the forefront of retail 
banking innovation.”
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Top Strategic Priorities
by 2025

Source: The Economist Intelligence Unit
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In the current scenario, most banks have total 
control over their customer data – a closed model 
that allows them to own the financial market as 
the only source for traditional services – and keep 
competitors at bay. This control changes with the 
data sharing impact of Open Banking regulations. 
With data sharing, capabilities will expand to items 
such as account aggregation, financial management 
and credit scores. It will also result to integrated 
lending and accounting platforms that will make 
it easier to create customised products for target 
customers.

Of course, this optimistic depiction of the future of 
Open Banking doesn’t come without challenges. 
Some of them include: 

1. Customer Acceptance
Lack of awareness and education around Open 
Banking’s capabilities could be a challenge. 
Customers need to be convinced to share their 
data as data security and privacy remains a 
major concern. The demand for value is also a 
challenge as studies show that most consumers 
need to see tangible value.
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“With data sharing, 
capabilities will 
expand.”

References:  
5 Open Banking’s Five Key Challenges to Financial Institutions – Cognizant 

2. Consumer Awareness
This reluctance is largely a result of customers 
threading on unfamiliar banking grounds. Banks 
must deliver effective communication and 
education especially with changes to banking 
terms and conditions.

3. Competitive Disadvantages
Backed by strong investments, FinTechs, 
pure-digital companies and non-banks such 
as Amazon have created a new digital banking 
ecosystem that traditional banks are hard-
pressed to emulate. From under $2 billion in 
2010, investment in FinTechs will reach $150 
billion between 2019 and 2021 worldwide5.

4. Data Sharing Blues
Open Banking is built on data sharing. 
Difficulties from control and exposure of 
customer data to product cannibalisation can 
stifle meaningful participation in this ecosystem.

5. Legacy systems
The complexity of legacy systems can hinder 
effective interoperability with open banking APIs 
and the shift to agile, customer-centric systems.

The Future of Open Banking
A unified digital platform, as a result of the Open 
Banking revolution, will make financial products and 
services more transparent. That’s on top of making 
them faster, cheaper, and more convenient. 

More banks are securing their role in the Open 
Banking model by publishing their APIs and actively 
trying new FinTech partnerships. This revolutionary 
collaboration between banks and FinTechs will 
enable consumers to enjoy better financial 
management, make better decisions, and have 
more choices of innovative financial solutions.

For example, 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. 

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

In the future, we will see more platforms such as 
Richart being implemented in different parts of the 
world. 

Today, banks can start to gradually offer platforms 
for financial service infrastructure similar to 
disruptors like Amazon, iTunes and AliExpress. 
While they may lose service fees, volume gains will 
be huge as this enrichment of the user’s financial 
journey will attract even more new customers.

https://www.cognizant.com/perspectives/open-bankings-five-key-challenges-to-financial-institutions-part-one-of-a-two-part-series&sa=D&ust=1571037505257000&usg=AFQjCNGOXkIsAr6fuFkof0ZvjSIyeZ-HYg
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GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

BEST RETAIL BANK
Africa

Over 2 decades ago, Standard Chartered was the first bank to bring ATMs 
to several African countries. Today, catering to the mobile-first generation, 
Standard Chartered launched the first digital-only bank in Cote D’Ivoire 
in March 2018. This solution has now been deployed to Ghana, Kenya, 
Tanzania, Uganda, Botswana, Zambia and Zimbabwe. This is just one of 
the many ways the bank is there for good and here for Africa.
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OCBC Leads the Way in
Self -service Banking and Digital 
Customer Onboarding

OCBC Bank outshone many of its peers and rival banks at the flagship Global Retail 
Banking Innovation Awards 2019 hosted by The Digital Banker. 

The Awards Gala was held in conjunction with the 
Global Retail Banking Innovation Summit – the 
world’s foremost meeting place for decision-makers, 
innovators and global influencers across the retail 
banking landscape. 

OCBC Bank received six awards serving as a 

testament to the bank’s efforts in augmenting and 
spearheading digital innovation across its retail 
banking business. Moreover, the bank’s award-
winning initiatives were heralded as a solution to 
very real customer pain points and problems faced 
by all banks – protracted onboarding, loan approval 
and branch service times.

Image: TY Lim / Shutterstock.com
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“OCBC embarked on 
an ambitious journey 
to make “Instant 
Gratification” a key 
pillar of the bank’s 
value proposition.”

A Redefined Self-service Banking Strategy to 
Streamline and Digitalise Customer Transactions:

Winner: Best ATM Innovation 
Winer: Best Self-Serving Banking

OCBC’s ATMs and service kiosks bring even greater 
convenience to its customers. Their new machines 
function like “mini branches”, enabling customers 
to perform 18 of the most frequent bank counter 
services such as cash deposits, cash withdrawals 
above daily ATM withdrawal limits, selecting the 
denomination of notes withdrawn, simultaneous 
cash and coin deposits, updating customers’ 
personal details and account and card and online 
banking-related requests.  These can be performed 
in a completely paperless and straight-through way.

The bank has embarked on a mission to digitalise 
how customers bank, whether assisted or self-
served. A natural progression will be the upskilling 
of service staff to take on higher value-adding roles, 
such as digital engagement, awareness and sales. 
OCBC Bank undertook a target to reduce teller 
headcount by 50%, and re-skill them to take on 
sales or advisory roles. A big step to achieving this 
is the launch of a new breed of ATMs and digital 
service kiosks, which will not only offload manual 
work at counters, but also provide customers a 
convenient way to conduct financial and service 
transactions, which they would have had to queue 
for in the past. 

The Latest ATM Technology Delivers 
Real Results
The award-winning initiative was commended with 
30% of consumer transactions migrating to the 
machines as of May 2019. The expected overall 
migration at the end of 2019 is 50%.

The new ATMs and OCBC Service Kiosks will be 
instrumental in migrating high-volume transactions 
away from the counter, for OCBC Bank to be able 
to achieve its target of reduce tellers by 50% at 
installed branches in just two years. Performance 
metrics are therefore closely monitored in several 
management forums. 

Since the pilot launch of the new ATMs and digital 

service kiosks at eight OCBC Bank branches in early 
May 2018, the following results have been achieved:

• Real-migration of counter transactions to new 
machines – 31% at installed branches (May ‘19).

• Reduction in forms-based requests processed 
by back-office operations teams due to straight-
through processing at machines – 50% within 4 
months of launch at installed branches.

Numerous compliments received from customers 
and staff typically relate to:

• Time saved by performing the transactions on 
the new machines vs the branch counters;

• Simple and intuitive user interface; and,
• Extended service shelf allows them to perform 

the transactions 24x7 instead of branch 
counter.

Instant Access to Banking Products 
and Services
OCBC Bank was also awarded Highly Acclaimed 
for the Best Digital Banking Initiative, Outstanding 
Client Onboarding & Account Opening, Best Internet 
Banking Initiative and Outstanding Customer Service 
Transformation.

Digitally-savvy customers expect banking products 
and services to be instantly and immediately 
accessible. This is a natural progression of OCBC’s 
pursuit of building a bank of the future – to provide 
instant, embedded and frictionless access to all 
its products and services for the convenience 
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“The new ATMs and 
OCBC Service Kiosks 
will be instrumental 
in migrating high-
volume transactions 
away from the 
counter.”

of customers, enabling them to start a banking 
relationship seamlessly and instantly. 

OCBC thus embarked on an ambitious journey to 
make banking instant, a key pillar of the bank’s 
value proposition. The vision is to make access to 
core banking and transactional products instant – 
enabling customers to acquire products instantly 
and start using them immediately.

Instant digital account opening was primarily 
enabled for OCBC Bank’s current and savings 
accounts (CASA) in June 2018 – allowing even new 
customers to open an account online and fund it 
within minutes. 

This capability was extended to credit cards and 
personal loans in 2019, enabling decisioning and 
issuance of a digital credit card or disbursement of 
cash within minutes of application.

Banking Singaporeans and PRs within 
Minutes – A Frictionless Account 
Opening Journey
OCBC Bank has enabled all Singaporeans and 
permanent residents – even those without an 
existing relationship with the bank – to apply 
for and start using their key consumer banking 
products instantly. Customers can now start 
enjoying earning interest, card discounts, rebates 
or rewards immediately as they can start making 
e-commerce purchases or contactless payments via 
their mobile device minutes after applying for an 
OCBC Bank card, personal loan, current or savings 
account.

From their customers’ perspective, the result is 
a truly frictionless and instant account opening 
journey. A CASA account that used to require a 
visit to the branch to open now takes less than 
3 minutes, and customers receive their account 
number within minutes of application.  

A card/loan application that used to take days or 
even weeks before receipt, can now be availed 
instantly within minutes of application.  Such 
impressive speed and convenience has resulted in 
greater customer satisfaction. 

Instant CASA account opening has resulted in 
tremendous growth in OCBC Bank’s online account 
opening numbers. Its contribution to accounts 
opened is now 30%, doubled from 15% previously. 

For the bank’s cards and personal loans business, 
the impact has been incredible. Since its launch, 
the number of online applications has increased by 
2.5x, and total cards and loans approval approved 
online are up 2x.
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GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

BEST RETAIL BANK
Malaysia

In line with its mission of “Humanising Financial Services”, Maybank has 
displayed remarkable effort in the retail banking space, where several 
customer-centric initiatives were rolled out particularly in the areas of 
digital and wealth management. Such effort is affirmed by the growth in 
profitability and strengthening of customer relationships.



The Digital Banker | October 2019 Issue   41

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

An Interview with Aalishaan 
Zaidi - Standard Chartered Bank 
Crystalises position as a Global 
Leader with Singapore, HK, Africa, 
Vietnam & Malaysia all Awarded

Standard Chartered Bank dominated the Institutional Awards category at The Global 
Retail Banking Innovation Awards 2019 by winning Best Retail Bank of the Year in Hong 
Kong, Africa and Vietnam. The bank’s Singapore and Malaysia Retail Outfits were also 
awarded. We spoke to Aalishaan Zaidi about the bank’s winning strategy and what to 
expect in 2020.

Image: DavidNNP / Shutterstock.com

Standard Chartered Malaysia bagged five impressive 
awards, winning ‘Best Savings Account’ and ‘Best 
Internet Banking Initiative’, while being Highly 
Acclaimed for ‘Best Customer Service Innovation’,’ 
Best Self-Service Banking’ and ‘Best New Product 
Launch’.

The bank’s Singapore retail business was also 
awarded with highly acclaimed accolades in 

‘Debit Card of the Year’, ‘Best Mobile Banking’ and 
‘Outstanding Client Onboarding & Account Opening’.

The Digital Banker interviewed Aalishaan Zaidi – 
Global Head, Client Experience, Channels & Digital 
Banking, to learn more about the bank’s success 
over the last year, together with its objectives for 
2020.
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TDB: The Monetary Authority of 
Singapore (MAS) recently announced it 
will issue up to 5 virtual bank licences. 
The initiative is said to bolster the 
retail banking sector – how much of a 
threat and/or opportunity is this likely 
to be for SC in Singapore?
AZ: We support measures which encourage the 
industry to innovate and digitalise.

Disrupting through digital and partnerships is 
part of our strategy to reinforce our competitive 
advantage. 

We subscribe to the same sentiment which Ravi 
Menon from the MAS expressed a couple of years 
back: “If we do not disrupt ourselves in a manner of 
our choosing, somebody else will do so in a manner 
we do not like”. 

This is an opportunity for us to explore new 
business models and to provide increasingly 
appropriate and innovative services to new and 
existing customers. 

We have a very strong record in digital banking 
and continue to invest in our digital offerings 
to meet the needs of our clients such as those 
mentioned above. In addition to our joint venture 
in Hong Kong, under the umbrella of SC Digital 
partnering with PCCW-HKT and Ctrip, we are part 
of a consortium which recently received a virtual 
banking licence in Taiwan (we have a 5% stake in 
Line Bank – led by Line Financial Taiwan Corp., a 

“Disrupting 
through digital 
and partnerships 
is part of our 
strategy to reinforce 
our competitive 
advantage.”

TDB: As you reflect on 2019 to date – 
what stands out for you?
AZ: 2019 has certainly been another action-packed 
year so far and we’ve continued to make strong 
progress across our regions.
 
Following the launch of our digital-only bank in Côte 
D’Ivoire last year, we have now rolled out the same 
model in seven more African markets (Uganda, 
Tanzania, Ghana, Kenya, Botswana, Zambia, 
Zimbabwe), and Nigeria will go live in Q4. If we look 
at the Africa region with its youthful population that 
is increasingly digitally-savvy, combined with the 
proliferation of mobile phones, the benefits for our 
clients enabled by this mobile-powered financial 
revolution are clear. These new banks build on the 
original platform that can onboard clients in under 
15 minutes and provides 70 of the most common 
service requests, to now also providing enhanced 
services including QR code and P2P payments, loan 
and overdraft facilities, and instant fixed deposits. 

In Hong Kong, we have created a joint venture 
under the umbrella of SC Digital, partnering with 
PCCW-HKT (Hong Kong Telecom) and Ctrip (Asia’s 
online largest travel agency). We are working 
to bring banking, lifestyle, travel, telco and 
entertainment together all in one place under a new 
brand, with a new technology stack, and offering a 
new experience to customers in Hong Kong. 

We have continued to improve the client experience 
for online and mobile banking in many other 
markets in our retail banking footprint. The real-
time onboarding system, which helps clients 
open a bank account instantly, is now in India 
and Singapore, with more countries to follow. 
We also have a bilingual chatbot in Hong Kong, 
named Stacy, who chats with clients in English and 
Cantonese. Stacy is powered by artificial intelligence 
and natural language processing capabilities and 
has contributed to a significant increase in client 
engagement. Our latest SC mobile app was recently 
released in Korea with new features such as 
personal finance management. 

These are just a few major milestones we’re proud 
of and the year is not over yet! 
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subsidiary of Line Taiwan Ltd., linked to the popular 
LINE messaging app).

TDB: What’s the bank’s approach to 
FinTechs and big techs?
AZ: We believe banks and FinTechs/TechFins have 
mutually beneficial relationships. As a Bank, we’re 
always open to collaborate with FinTechs and big 
techs to test out new solutions to provide the most 
seamless banking experience for our clients. There 
are certain areas of emerging technology where, 
in the consumer banking space, we are more 
focused on – those include data analytics, client 
authentication, and conversational banking services. 

TDB: SC Ventures, which is our innovation, FinTech 
investment and ventures unit, is an enabler to 
this. It aims to develop an innovation culture and 
mindset, deepen capabilities and experiment with 
new business models through an open platform and 
network of people and partnerships.

TDB: What are your top three 
priorities for 2020?
AZ: Looking ahead to 2020, some of the work 
we have started this year will continue to be top 
priorities. 1) Reshaping our ways of working to be 
more client-centric, with cross-functional enterprise 
agility 2) Continuing to experiment with disruptive 
models through fintech solutions and new 
platforms or partnerships; and 3) Keeping cyber 
safety and security top of mind as clients’ banking 
habits continue to shift towards digital channels.

TDB: Will SC be applying for a digital 
banking licence in Singapore, and if so, 
do you have any partners in mind?
AZ: In Singapore, while we are interested in 
applying for a digital banking licence, finding the 
right partner will be key. Our experience in Hong 
Kong and Taiwan will serve us well as we continue 
to explore the best digital model for our clients in 
Singapore.
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BEST RETAIL BANK
Vietnam

Standard Chartered Bank Vietnam was adjudged Winner, Best Retail 
Bank Vietnam at the Global Retail Banking Innovation Summit & Awards 
2019. The Digital Banker editorial board have shortlisted institutions or 
individuals per category, which have then been put to our impartial panel 
of expert judges who undertook a rigorous audit type process to carefully 
select the winners.

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019
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Singapore 26th September 2019 – Taipei Fubon Commercial Bank won six major awards 
in The Digital Banker’s 2nd annual Global Retail Banking Innovation Awards, reaffirming 
the bank’s commitment to customer service and excellence in digital banking 
innovation.

Taipei Fubon Bank Wins Big in 
The Digital Banker’s Global Retail 
Banking Innovation Awards 2019

“Our goal is to keep 
learning from customers, 
business partners as well 
as from competition.”

One of the top banks in Taiwan, Taipei Fubon Bank 
is well-known for creating innovative products 
and has been a leader in using AI, mobile, digital 
and blockchain technologies to improve banking 
customer experience. 

The Digital Banker and co-judges from PWC, KPMG, 
Forrester and Xerox, selected Taipei Fubon Bank 
as a winner for Best Customised Mobile Banking, 
Outstanding Machine Learning Initiative, 
Outstanding IT Transformation and Excellence in 

Image: TK Kurikawa / Shutterstock.com
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“Taipei Fubon Bank is 
using Digital & Data 
to not only enhance 
customer experience 
but also to improve 
security and privacy 
of its customers.”

Customer Privacy & Protection.

The Bank also received “Highly Acclaimed” for 
Excellence in Digital Wealth Management and 
Outstanding Digital Innovation in SME Banking.
Roman Cheng, President of Taipei Fubon Bank said 
that “our goal is to keep learning from customers, 
business partners as well as from competition”.  He 
hopes that this discipline of learning helps his 
team in designing products and services suitable 
for customers and this process is the primary 
underpinning of Taipei Fubon Bank’s Digital 
Transformation success. 

Customised Mobile Banking
The above culture led the bank to re-launch 
Fubon Mobile Banking in mid-2018 and was 
immediately endorsed by strong customer 
response, transforming it into the leading and the 
most comprehensive mobile banking app in the 
Taiwan market.  The bank also offered high level of 
customisation to mobile banking users under the 
theme “My Screen, My Way”, “My Account, My Way” 
and “My Family, My Way”. 

The design of this mobile app was based on 
exhaustive user interviews and user-experience 
workshops with the frequent mobile banking 
users.  The findings of this study revealed several 
behavioural insights that were then used to 
design the mobile banking platform.  Examples of 
unique services are ‘Goal-Based Savings’ and ‘Life 
Accounting’ for Gen-Y customers. 

AI and Machine Learning
Taipei Fubon Bank is also a leader in Big Data 
Analytics, optimising its operations as well as 
enhancing its customer service using predictive 
models.  It has successfully implemented Machine 
Learning Predictive Modelling that leverages data 
from several internal and external sources. The 
model has already proven its strong predictive 
power by forecasting next-best-product for wealth 
management customers.

Wealth Management for the Digital 
Era
Taipei Fubon Bank has been actively developing 
financial technologies and products to service the 
rapidly changing needs of the digital generation. 
It is also leveraging efficiency of digital channel to 
deliver superior financial services to mass market 
customers.

The bank collaborated with Europe’s largest online 
asset management firm – Nutmeg, to launch “Nano 
Investment”. This platform enabled access to 
WM services to Younger as well as low-ticket size 
investors.  Investors with as little as USD100 may 
commence their investment journey and build a 
portfolio customised to their individual needs.  The 
simplicity and control this wealth management 
platform provides to customers has been widely 
acclaimed and an increasing number of customers 
are joining the Nano platform. 

Customer Privacy & Protection
Taipei Fubon Bank is using Digital & Data to not 
only enhance customer experience but also to 
improve security & privacy of its customers.  A 
strong example of this is “Automatic Personal Data 
De-identification Platform“ implemented in 2018 
to ensure highest level of security to customer’s 
private information.  Taipei Fubon Bank is among 
a few banks in Asia and the first in Taiwan to have 
implemented such innovation for customer data 
protection. 
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Artificial Intelligence 
in Banking: Boon or 
Bane?

Tech titans Elon Musk of Tesla Motors and Jack 
Ma of Alibaba recently had a clash of opinions 
about Artificial Intelligence (AI), the latter being 
a staunch advocate, while the former, strongly 
opposing its inevitable arrival and integration 
into our lives.

When it comes to AI in banking, Jack Ma finds an ally in the 
financial services industry where discussions, articles, and 
reports about the huge opportunity that AI presents abound. 
After all, the aggregate potential cost savings using AI 
applications is estimated to reach $447 billion by 2023, $416 
billion of which will go to front and middle office accounting6.

How AI gets to the core
of banking services 
While tech giants usually get the lion’s share of attention when it 
comes to cutting-edge technology, it is now the banking industry 
that slowly steals the limelight for its various endeavours 
involving AI. From stories about automation and how it would 
cut jobs, to start-up acquisitions, to how banks are now using 
AI to transform the customer experience with frictionless, 24/7 
customer interactions.

Case in point: In 2016, DBS launched digibank, India’s first 
mobile-only bank. Breaking away from conventional banking 
norms, digibank is a completely paperless, signatureless and 
branchless bank. In order to provide customer support 24x7 on a 
full digital bank, DBS leverages futuristic AI technology to deliver 
hassle-free banking via conversational technology. Aptly named 
digibot, the AI-driven chatbot interfaces with its customers, 
allowing the bank to onboard new customers and manage ever-
increasing service demands. 

Another great example is UnionBank of the Philippines’ (UBP) 
chatbot service named @TalktoRafa, the first and most powerful 
chatbot service in the Philippine banking space.  It has the most 
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“AI applications is 
estimated to reach
$447 billion by 2023.”

relevant features and skills attuned to customer 
needs.  It is aimed to deliver witty, personal and 
accurate solutions to their most common needs.

Beyond chatbots, machine learning is another big 
area of innovation.

Taipei Fubon Bank has 4.11 million regular account 
holders and around 390,000 wealth management 
customers. Every year, some 1% of regular deposit 
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 omni-
channel VIP experience for customers.
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“Banks are now
using AI to transform 
the customer 
experience with 
frictionless, 
24/7 customer 
interactions.”

References: 
6 The $450B opportunity for the applications of artificial intelligence in the banking sector & examples of how banks are using AI – Business Insider

Similarly, Taishin Bank has also launched its 
Machine Learning initiative. For Taishin, relying 
only on traditional, structured customer data, from 
demographics to transaction history, has reached 
its limits for enhancing customer engagement. 
Unstructured conversation data from call centre 
reveal opportunistic life transitions, such as starting 
a family and buying a house, are defining moments 
of human experience that would complete the 
whole personalised customer journey. Taishin 
needed new supporting infrastructure and 
motivating use cases to maximise the value of 
hybrid data and drive business innovation. 

Beginning as a cross-business-unit collaboration, 
Taishin was the first bank in Taiwan to develop and 
apply speech-to-text and text-mining technologies 
across business units, from call centre to business 
intelligence development, digital banking, payment 
services, and information technology. It leveraged 
speech-to-text and text-mining technologies to 
create the hybrid data source, composed of static 
and dynamic, structured and unstructured data. 
Collectively, it increased the work efficiency at the 
customer call centre through the automation of 
call type labelling. It also enhanced the customer 
experience of Taishin’s web and mobile applications 
by resolving trending issues in customer calls. 
Furthermore, monetisation of its hybrid data 
is increasing due to life storytelling marketing 
strategies employed by the bank. What they do is to 

proactively reach out to each customer at the point 
of their life transitions.

The evolution of AI in banking 
While still in its relative infancy, AI is already 
changing the way traditional banks operate. Few 
years from now, the face of traditional banking 
would completely change as we usher in a 
revolutionary new age of FinTech. As banks aim 
to achieve high-level understanding of AI, this will 
unlock a myriad of innovative services such as 
customer-service automation, personalisation, 
enhanced security, process optimisation and 
pattern recognition. Banks and customers alike will 
become winners with AI.

https://www.businessinsider.com/the-ai-in-banking-report-2019-6?IR%3DT&sa=D&ust=1571037505279000&usg=AFQjCNEi8fT6oAAqe8vApZ7u97Qpl3NIPg
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GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

BEST RETAIL BANK
Hong Kong

Standard Chartered delights clients in Hong Kong with a host of digital 
initiatives to meet its clients’ digital needs. The essence of digital is not 
merely creating new digital products, but to meet the needs of customers, 
integrate the conventional and digital channels, in turn create a digital 
experience with human touch.
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Award Winning Customer-Led Product 
Innovation
Being the first in the industry to launch a digital 
solution for a mortgage product, UOB has evidently 
set precedence in the industry to do right by its 
customers by leading the market in being an 
innovative leader and continuously developing the 
best product solutions for its customers. 
UOB is the first bank to include its agency partners 
into its UOB Home Solutions, coming up with a 
solution to create an all-inclusive property market 

UOB Wins Retail Bank of the Year 
for the 2nd Consecutive Year While 
Winning Seven Further Awards 
at the Global Retail Banking 
Innovation Awards 2019

2018’s Retail Bank of the Year, UOB, was once again awarded the highly sought-after 
title for 2019 by The Digital Banker. Thursday, 26th September saw the Singaporean 
Bank secure eight awards at the highly competitive Global Retail Banking Innovation 
Awards 2019.

“Within the next 
decade, millennials 
spending habits will 
form the backbone of 
the future economy as 
they will become the 
largest segment of the 
local workforce.”

The Bank has come a long way since its inception 
in 1935 as a domestic Singaporean bank. With a 
Market Cap of $32.9 Billion as of May 2019 and just 
over 26,000 employees, one may deduce the once 
small, local bank has now gained international clout 
as a digital pioneer and has transformed into a 
force to be reckoned with. 

Through the development of truly innovative service 
and product offerings, to a pure-play mobile bank 
serving ASEAN digital generation – UOB is poised 
for even further growth and a clear contender in the 
race to become the region’s leading bank.

The Digital Banker awarded the leading Asian Bank 
with eight awards, each of which was rampant with 
prominent global competition.

On the night, UOB took home the winning trophies 
for: Best Current Account, Mortgage Product of the 
Year, Excellence in Digital Wealth Management, 
Best Automated Advisory Service and Outstanding 
Social Media Campaign. The bank also received 
highly acclaimed for Best Savings Account, Loan 
offering of the Year, Best Data Analytics Initiative 
and Outstanding Staff Training and  Learning & 
Development Program.
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ecosystem for all the stakeholders – one in which 
the bank collaborates with business partners 
rather than competing with them. On the product 
innovation front, UOB is also the first bank to offer 
customers a seamless digital experience by creating 
a paperless home loan application process. UOB 
Home Solutions includes the first bank-backed 
property valuation service, enabling customers to 
receive an accurate valuation of their property and a 
loan-to-value estimation.

UOB Home Solution was designed to target and 
alleviate the pain points faced by customers and 
agents in seamlessly acquiring and executing the 
acquisition of their dream home. With the UOB 
Home Solution, the bank has simplified every step 
of the home buying process. A typical customer’s 
buying journey has been insurmountably reduced 
by being able to receive a home loan approval 
within 15 minutes – compared to the industry 
average of T+3 days.

Since the launch of the bank’s online approval 
facility in October 2018, close to 400 applications 
have been received, with just under $200 million 
of sales coming through the online channels. As of 
31 December 2018, 3000 registered agents have 
generated close to $20 million of new sales to UOB 
through the GetBanker app. The property valuation 
tool also covers up to 90 per cent of all Singapore 
properties ensuring that customers can acquire a 
valuation for their properties. By going digital, the 
bank was able to save up to 1000 man hours every 
month. 

A Purpose-Built Digital Wealth 
Management Platform to Solve Real 
Pain Points
UOB Portfolio Advisory Tools (“PAT”) – is a purpose-
built digital wealth management platform consisting 
of a suite of three complementary digital tools – 
Portfolio Tracker, Portfolio Insights and Portfolio 
Explorer. 

Portfolio Tracker tracks one’s portfolio health 
with an overview of their entire product holdings, 
together with gains and losses. 

Image: Roman Babakin / Shutterstock.com
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Portfolio Insights provides insights on how the 
bank’s recommended portfolio compares with the 
customer’s current portfolio. This component of the 
platform showcases a holistic risk-return analysis 
and robust scenario simulations by stress-testing 
portfolios in various significant market events.
Portfolio Explorer is the first-of-its-kind digital 
interactive simulation platform that allows for a 360 
evaluation of a customer’s portfolio across various 
risk and performance parameters – dynamically, in 
real-time with a live market data feed.

Client-centricity is at the core of everything UOB 
does and the launch of PAT was no different. 
Prior to the project, the bank conducted extensive 
research with its potential wealth management 
clients and existing clients which uncovered the 
following pain points and insights:

1. Customers lack the financial confidence to make 
sound and informed investment decisions.

2. They are not able to fully grasp their investment 
portfolios and thereby have full control over 
where they track towards achieving their 
financial goals.

3. They are not able to fully visualise the 
recommendations that the bank presents to 
them in a clear and concise manner.

The benefits have been tremendous eversince this 
project was executed and launched. UOB Portfolio 
Advisory Tools have excelled in the following 
metrics:

• User Adoption
• Client acceptance and sales conversions
• New client acquisition
• Enhanced customer experience

A leader in Automating Advisory 
Services 
Bond Explorer is a first-to-market bond portfolio 
analytical and comparison tool that features 
numerous exclusive functionalities aimed at 
resolving customer pain areas whilst being unique 
to UOB. It contains a wide range of information 
with:
• Daily automated market data and information.
• Interactive price charts with full price history 

since bond issuance.
• General bond information such as daily price, 

issue date, maturity date.
• UOB-unique data points – product risk rating, 

strategy classification (Core/Tactical).
• Coupon information such as coupon amount 

and frequency.
• Yield and duration information from yield-to-

maturity, yield-to-call to effective duration and 
so on. 

• A full coupon cash flow table that showcases 
all coupon payments at different points in time 
since bond.

Travel Spend Monopolies Card Holders’ 
Spend – UOB to the Rescue
Travel and savings are two ever-present needs 
of UOB consumers that are seemingly mutually 
exclusive. According to internal UOB data, travel 
was the top spend category for its card members, 
accounting for more than 10% of total spend from 
2016 to 2018.

The yearn to fulfil travel wanderlust has never 
been stronger. Within the next decade, millennials 
spending habits will form the backbone of the 
future economy as they will become the largest 
segment of the local workforce. Millennial spending 
currently accounts for 20 percent of UOB’s total card 
spend and one in three millennials in Singapore 
currently banks with UOB. 

The bank expects the number of our millennial 
customers to increase as it introduces more 

“UOB has once again, 
demonstrated its 
unbound efforts in 
driving innovation 
across CX, loans, cards, 
wealth management 
and digital banking. ”
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products and services that meet their lifestyle and 
banking needs.

Ms. Jacquelyn Tan, Head of Personal Financial 
Services at UOB Singapore said, “As we constantly 
review our customers’ needs and how might we 
serve them better, we recognise that there exists a 
gap for a product that can adequately reward our 
globetrotting consumers when they spend, save and 
bank”. 

Retail Bank of the Year 2019
UOB has once again, demonstrated its unbound 
efforts in driving innovation across customer 
experience, loans, cards, wealth management 
and digital banking. The bank showcased its 
customer obsessive culture through the provision 
of numerous first to market products and services 
which have become intrinsic to their customers’ 
everyday lives. 2018-2019 have been years of 
product innovation and customer experience 
transformation for the bank – UOB’s hard work has 
clearly paid off and 2020 awaits!
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The Digital Banker Names
Anurag Mathur as Retail Banker
of the Year

Singapore, 26th September 2019 – Anurag Mathur, Head of Retail Banking & Wealth 
Management at HSBC Singapore, was awarded the Retail Banker of the Year title, 
succeeding last year’s winner Su Shan Tan of DBS Bank.

The Global Retail Banking Innovation Awards, now in 
its second year and co-adjudicated by judges from 
KPMG, PWC, Forrester and Fuji Xerox, shortlisted 
five pioneering executives from Standard Chartered, 
DBS, UOB, HSBC and Citi for the instrumental title.

Anurag fended off stiff competition from veteran 
banking executives, Aalishaan Zaidi of Standard 
Chartered, David Gledhill of DBS, Dennis Khoo of 
TMRW, Janet Young of UOB and Gonzalo Luchetti of 
Citi. 

Candidates were assessed against the following 
criteria:

• Financial robustness and digital transformation
• Customer acquisition for new products 
• Technology adoption
• Customer centricity
• Longevity of tenure and overall impact on 

transformation programmes 
• Leadership and vision
• Company culture and business model

Anurag commented, “I am very pleased and grateful 
to accept the award.  I would like to share this honour 
with my fantastic team who have been giving me their 
full support. This award is an excellent morale-booster 
that will encourage me and the team to continue 
doing our best work. I am also very appreciative of the 
judging  panel in recognising our effort.”

Career
Anurag commenced his professional career with 

Boston Consulting Group in 1999, subsequent to 
completing his MBA at the University of Western 
Australia. Following a six-year stint at Westpac as 
Senior Manager for the bank’s Cashflow Products, 
he began his tenure with HSBC in 2009.

An influential and well-seasoned banking leader, 
Anurag spent just over seven years with HSBC in 
Hong Kong, two of which he served as Head of 
International Retail Banking & Wealth Management, 
Asia Pacific. The remit included seven Retail 
Banking and Wealth Management markets in the 
region, with Anurag being responsible for strategic, 
financial and operational performance of these 
countries.

HSBC Singapore & Global Retail 
Banking Innovation Awards 2019
Fast forward to today, Anurag’s three years with 
HSBC Singapore has been elemental in driving the 
bank’s digital agenda, CX efforts and attracting 
key customer-facing employees for the HSBC Jade 
segment.

A strong advocate of building a ‘bank of the future’ 
that puts the customers at the centre, Anurag 
spoke to The Digital Banker earlier this year about 
the need of blending the best technology and data 
intelligence with the power of the bank’s people. 
With this at the forefront of his mantra, HSBC has 
continued to build out mobile-centred capabilities 
which enables its customers to be seamlessly 
supported and served across digital and in-person 
channels. 



58   The Digital Banker | October 2019 Issue

“Anurag’s three years 
with HSBC Singapore 
has been elemental 
in driving the bank’s 
digital agenda.”

The 2019 Retail Banker of the Year said, “We plan to 
continue growing our domestic business to scale by 
introducing new solutions and propositions as well 
as streamlining processes for greater operational 
efficiency. We will also continue to invest in our 
digital capabilities by focusing on building out our 
mobile-centered offerings. And, we will continue to 
scale up our Asia wealth business to better capture 
the wealth flows in this region”.

Under Anurag’s stewardship, HSBC Singapore 
introduced new banking products and solutions 
geared at supporting their customers’ international 
needs for an array of aspects- be it for their travels, 
children’s education or investing/building a home 
overseas- this continues to be a key focus area.

Just one of the bank’s recent award-winning product 
launches is an FX app, QuickFX, which enables HSBC 
customers to actively manage and plan on-the-go 
for their foreign currency and remittance needs. 
Read more about QuickFX on page 64.

A further notable achievement is the Jewel of the 
Crown – the opening of two new HSBC Jade Centers 
in both the flagship branch in Claymore located 
within the heart of Singapore’s main shopping belt, 
Orchard Road, as well as Jewel at Changi Airport- 
which is fast emerging as the lifestyle hub for 
Singaporeans.

HSBC Singapore won seven preeminent awards 
at this year’s Global Retail Banking Innovation 
Awards and five in 2018. The underlying 
commonality across all 12 of these award categories 
is product and service innovation spurred by 
customer centricity – a testament to Anurag and his 
team’s efforts in building a bank of the future. Read 
about HSBC Singapore’s 2019 awards on page 64.
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“I am very pleased and grateful to accept the award. I would like to share 
this honour with my fantastic team who have been giving me their full 
support. This award is an excellent morale-booster that will encourage me 
and the team to continue doing our best work. I am also very appreciative 
of the judging panel in recognising our effort.” – Anurag Mathur, Head of 
Retail Banking & Wealth Management, HSBC Singapore

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

Anurag Mathur

RETAIL BANKER 
OF THE YEAR
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UOB outshone worldwide competition at the Global Retail Banking Innovation Awards 
2019.  Other than being named ‘Retail Bank of the Year’ for a second consecutive year, 
the Singaporean bank was also awarded the winner’s trophy for Outstanding Social 
Media Campaign, and recognised as Highly Acclaimed in Best Data Analytics Initiative 
and Outstanding Staff Training, Learning & Development Program.

UOB Shines Bright in Social 
Customer Care, Data Analytics & 
Staff Training Initiatives

Winner: Outstanding Social Media 
Campaign

The UOB Social Customer Advocacy Programme 
was launched to encourage the bank’s customers 
to share their experiences and compliments on 
its Facebook page. This in turn drove positive staff 
behavioural patterns and overall service excellence. 
Every compliment received has thus far been a 
testament of the well-received and thoughtful 
service provided by the bank’s front-of-house and 
customer-facing employees. 

UOB commenced a pilot to include three branches 
in May 2017 which was promptly rolled-out across 
all branches in January 2018. Tactical campaigns 
were organised to reward and recognise individuals 
and branches with high compliment numbers to 
boost adoption of the initiative.

Branch staff are encouraged to request satisfied 
customers to extend a compliment on Facebook, 
rather than relying on traditional paper mediums. A 
dedicated service manager in each branch manages 
this programme to ensure that customers’ feedback 
is objectively received – and can be independently 
addressed if needed. 

Empowering the Customer to 
Advocate the Bank’s Brand and 
Service
From inception in May 2017, compliments for 

branch service skyrocketed by 26% year on year. A 
byproduct of encouraging customer compliments 
was a rise in staff awareness of their own service 
levels- with many spurred to augment their personal 
level of service. 

Tangible metrics on social media showcased 
improvements in service levels and increases in 
customer satisfaction – from 71.7 in 2017 to 72.4 in 
2018. According to an external social media agency’s 
daily monitoring reports, UOB received the most 
number of compliments via social media amongst 
rival banks in Singapore. 

More importantly, the programme also led to 
branch staff raising their game and being more 
alert to service excellence. This has led to actual 
improvements in branch service delivery. In the 
most recent CSISG survey, UOB branches were 
observed to have the highest customer satisfaction 
scores across the industry for 2018 – a true 
testament to the effectiveness of this award-winning 
programme. 

Highly Acclaimed: Best Data Analytics 
Initiative
 
The Digital Banker believes that the Bank of the 
Future will place a heavy emphasis on data analytics 
in order to drive hyper-personalisation and deliver 
superior products.

UOB implemented a strategy to transform and 
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UOB branch staff on key service skills. This 
covers both basic service competencies as well 
as intermediate and advanced modules focused 
on specific service topics. However, regular staff 
turnover and a constant stream of new hires mean 
that the degree of experience and competencies 
within teams could vary greatly. Reviews of 
classroom training methods also found that 
content recall was often less than desired, with 
challenges in translating classroom concepts to 
real-life application. In addition, employee feedback 
highlighted that lean staffing at branches often 
limits opportunities for staff to be released for 
training.

Banking on the Human Touch
by Empowering & Upskilling
Service Staff
With more than 1,000 staff across different 
disciplines and teams serving at UOB branches 
in Singapore, a new approach was sought to 
equip frontline staff with service skills; and more 

“From inception in May 2017, 
compliments for branch 
service skyrocketed by 26% 
year on year.”

reimagine current conventional approaches towards 
how the banks gathers and analyses customer 
feedback. Traditional customer indicators serve 
more as an audit for the departments that are 
measured and are often detached from the scores 
which are delivered many weeks later.

The objective of the initiative was to democratise 
customer insights, empowering respective 
departments to own the feedback immediately, at 
the point of customer interaction. Implementation 
included a new real-time customer experience 
(CX) platform deployed at UOB branches with the 
objectives to better understand customers, adopt 
a new approach for gathering Voice of Customers 
(VoC) – i.e. customer feedback that is insightful, 
actionable and drives continuous improvements. 

Highly Acclaimed: Outstanding Staff 
Training, Learning & Development 
Program

Service training is conducted annually to refresh 

Image: 2p2play / Shutterstock.com
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“UOB implemented a 
strategy to transform 
and reimagine 
current conventional 
approaches towards 
how the banks 
gathers and analyses 
customer feedback.”

importantly, to develop a culture of customer and 
service centricity as a strong foundation for service 
excellence.

Focusing on reinforcing expected service behaviours 
enables the projection of a consistent, UOB-branded 
service experience. The UOB Service Competency 
Toolkit allows branches to demonstrably achieve 
the 4 E’s:

• Engage their teams regularly to discuss the 
service in a fun and experiential way 

• Equip specific service behaviours that are easily 
implementable at branches 

• Enable managers to demonstrate Service 
Leadership 

• Empower frontline staff to influence one 
another and to deepen a culture of service 
excellence
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BEST RETAIL BANK
Taiwan

Taishin has built the core values of “Integrity, Commitment, Innovation 
and Collaboration” as competitive advantage to develop new business 
opportunities and maintain relationships with its customers. Even in the 
pursuit of profitability and continuous growth, Taishin has been able to 
demonstrate the innovation and customer-centric values that have helped 
shape Taiwan’s banking industry as a whole and embodied the bank’s 
fulfilment of its corporate social responsibility. 

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019
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HSBC Singapore once again demonstrated its customer obsessive prowess and 
commitment to delivering customer-centric products – which not only solve clearly 
documented pain points, but also enhance users’ everyday lives by catering to cleverly 
thought out requirements. 

HSBC Singapore Wins Big for the 
Second Consecutive Year

“HSBC launched its 
“Everyday Global 
Account & Debit 
Card” on the back of 
uncovered insights 
that Singaporeans are 
spending more aboard.”

Image: Victor Moussa / Shutterstock.com

The seminal bank bagged seven well-deserved 
awards at The Digital Banker’s 2nd annual Global 
Retail Banking Innovation Awards 2019. Having also 
won big in 2018, HSBC Singapore cemented its drive 
to pioneering innovation across digital, marketing, 
customer experience and product development. 

The Global Retail Banking Innovation Awards was 
The Digital Banker’s most competitive awards to 
date, with worldwide consumer banks going head to 
head across numerous categories. HSBC Singapore’s 
remarkable success is a testament to the bank’s 

ethos in creative, contextual banking – creating 
strategies and products that are not simply centred 
on the bank’s profitability, but rather on the needs 
of its customers.

Retail Banker of the Year
Anurag Mathur, Head of Retail Banking & Wealth 
Management at HSBC Singapore, was named 
Retail Banker of the Year by this year’s judging 
panel, fending off stiff competition from UOB, DBS, 
Standard Chartered and CITI. Read about Anurag’s 
success and award on page 57. 
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Winner: Best New Product Launch of 
the Year
Winner: Best App for Customer 
Experience

Launched in October 2018, HSBC Singapore QuickFX 
was named the winner for the Best New Product 
Launch of the Year and the Best App for Customer 
Experience, as well as achieving Highly Acclaimed 
status for the Best Digital Payments Initiative.

QuickFX is the first FX-focused mobile app 
developed by a retail bank in Singapore. It offers a 
holistic foreign exchange proposition for customers, 
covering both their transactional and investment 
needs. The market-leading app enables HSBC 
customers to leverage on the bank’s FX expertise 
anytime, anywhere at their convenience. 

The award winning app delivers a much enhanced 
digital experience for customers, meeting all of 
their FX needs conveniently and seamlessly at their 
fingertips. The perfect FX partner for consumers 
with international needs, QuickFX serves as an 
enabler to the ‘Global Citizen’. On the business 
front, the app takes care of FX transactions that 
can be self-directed and thus frees up time for 
Relationship Managers to have better conversations 
with customers to meet more complex financial 
needs.

Within five months of launch, the bank had achieved 
two times the target for app downloads and over 
four million views of the video, which was created 
as an integrated marketing campaign to drive 
awareness of the product launch.
 
These accolades serve as a testament to the 
superior products HSBC Singapore brings to the 
market. Both the Best New Product Launch of the 
Year and the Best App for Customer Experience 
categories received an overwhelming number of 
submissions from leading banks. To be recognised 

amongst such compelling offerings is something 
HSBC Singapore can be truly proud of. 

Winner: Outstanding Digital Marketing 
Initiative

Another notable win with the bank outshining 
prominent competition – the HSBC Visa Platinum 
Card relaunch campaign was a ground-breaker 
for HSBC. Not only did the campaign double 
applications for the card, it generated greater 
goodwill and affinity for the brand as a whole, with 
HSBC soaring to be the #1 recommended bank, 
beating out the big boys. The campaign scored a 
triple-A in terms of results – from breakthrough 
Attention, to card Acquisitions and overall brand 
Affinity. 

The bank relaunched its HSBC Visa Platinum 
Credit Card (VPC) like no other, eschewing generic 
promotions and giving its target audience – 
Singaporean families with young children, the gift of 
genuine quality time together.

The campaign results speak for themselves: A 
social experiment film which ran in conjunction 
with the relaunch, achieved over 1,000,000 views. 
Website landings exceeded KPIs by +242%. The 
campaign achieved over 20% uplift in positive social 
conversations during its launch period, compared to 
75 days pre-launch. The campaign garnered positive 
reviews and word-of-mouth amongst various media, 
industry experts and consumers – generating a total 
PR value of over S$50,000. 

HSBC Singapore was also awarded Highly 
Acclaimed for the following prominently 
competitive awards. Citations on pages 74-123.

• Mortgage Product of the Year – International 
Mortgage (Australian Property Financing) 

• Best Digital Payments Initiative – QuickFX
• Outstanding Social Media Campaign
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BEST RETAIL BANK
Thailand

The success of “Customer Centricity” adoption proves how 
KASIKORNBANK aspires to be the “Customer’s Life Platform of Choice”. 
The bank was perceived as the Leader and First Mover Retail Banking 
Business in Thailand with its outstanding performance across all 
dimensions.

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019
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RHB Berhad Flexes its Award-
Winning Muscle & Celebrates Four 
Awards at The Digital Banker’s 
Flagship Show

RHB Berhad continues to demonstrate excellence across its consumer banking division 
and positioned itself as a leader in digital innovation by winning four awards at the 2nd 
annual Global Retail Banking Innovation Awards.

Awardees of The Digital Banker’s awards are 
commemorated in a prestigious gala that recognises 
their efforts in delivering best-in-class products and 
services to their customers. An intricate and audit 
style evaluation process conducted by judges from 

The Digital Banker, PWC, KPMG, EY, Fuji Xerox and 
Denim Consulting determines the awardees.

The Malaysian bank was named the winner for the 
Debit Card of the Year and Highly Acclaimed for Best 

Image: Augustine Bin Jumat / Shutterstock.com
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“RHB recognised the 
need to reinvent 
itself.”

New Product Launch, Best Social Media Marketing 
Initiative and Excellence in SME Banking.

RHB Banking Group has managed to maintain its 
position as one of the most innovative financial 
services providers not only in Malaysia, but in 
the Asian region as well. This is evident from the 
numerous awards and accolades it received over 
the year. 

Winner: Debit Card of the Year 
Highly Acclaimed: Best New Product 
Launch 

3 April 2019 – RHB Bank Berhad successfully 
launched the first multi-currency debit cards in 
Malaysia- namely, RHB Multi-Currency Visa Debit 
Card and RHB Premier Multi-Currency Visa Debit 
Card, catering for both the mass and affluent 
customer segment. In conjunction with the launch, 
an introductory minimum deposit of USD100 was 
offered to customers to encourage opening a Multi-
Currency Account. RHB Bank branches nationwide 
were made up to have an airport look & feel to be 
synonymous with the product proposition.

Malaysia’s first multi-currency debit cards provides 
access to 13 foreign currencies alongside the 
Ringgit. Customers can withdraw cash from any 
ATMs worldwide, have the flexibility to convert to 
their preferred foreign currency when the rates 
are favourable and keep the balance in their MCA 
Account while earning interest on foreign currency 
balances. Subsequently, when customers decide 
to travel, they can then use the cards for overseas 
retail spending without additional conversion fees, 
typically associated with credit cards. In addition, 
preferential rates are provided to targeted customer 
segments to create a truly differentiated experience 
and offering – a true breakthrough and the first-of-

its-kind in Malaysia. The launch of the debit cards 
reflects RHB’s commitment to making banking more 
convenient, rapid and seamless for its customers.

On the back of the launch of this product, 
customers can enjoy the following benefits: 

• Remain financially immune to currency 
fluctuations; 

• Transact on preferred foreign currencies on 
overseas retail spend with no extra charges; 

• Enjoy attractive interest rates on MCA account 
balances for selected foreign currencies; 

• Instant currency conversion anytime; and, 
• Deposit protection.

Contributing to the Economy and 
Community – A Human Touch 

Highly Acclaimed: Excellence in SME 
Banking

Although RHB carries the proud legacy of being one 
of Malaysia’s founding banking institutions, it was 
in serious need of an image makeover. The now 
award-winning bank is not afraid to admit it once 
suffered from having a dated and stuffy image. 
Years of conservative communication materials and 
inconsistency in branding led the public to become 
dispassionate about RHB. 

RHB recognised the need to reinvent itself. The 
main challenge was modernising the bank’s image 
while retaining its core values of togetherness, 
support, and progress. As part of its makeover, the 
bank identified a core group that it needed to reach 
out to and drive relevance – SMEs. 

SMEs contribute to half of the GDP in many key 
economies in the world today; in Malaysia however, 
the contribution was below 40%. Hence, the need 
to boost the sector’s contribution to the economy 
arose. In 2018, the SME segment was identified as 
a key target to drive further growth for RHB. The 
segment has grown at a pace of about 11% over 
the past five years, and RHB’s target is to grow the 
segment by an average of 15% over the next five 
years.
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To speak to the SMEs, RHB undertook an 
unconventional approach of using its Raya 2018 
campaign to showcase the story of how SMEs with a 
strong vision can thrive and progress with the right 
support. 

While most brands play on conventional stories of 
nostalgia and family togetherness for their festive 
campaigns, RHB partnered with entrepreneur Pn 
Padzillah Enda Sulaiman, founder of Siti Khadijah, to 
tell the story of how the successful telekung maker 
helps single mothers make a living for themselves. 
The brand was conscious not to focus too much on 
a business angle, but rather show the more human 
side of how SMEs can make a difference to people’s 
lives. 

A Raya video was created and narrated from the 
point of view of a single mother whose life changes 
for the better thanks to the support and mentorship 
of Pn Padzillah, a long-time RHB customer. During 
this period, to further drive its support for SMEs, 
RHB ran a series of workshops across key market 
centres to educate and equip SMEs with the right 
knowledge to be successful. 

A Regional Banking Leader
RHB has been recognised by The Digital Banker for 
its continuous improvement and innovate drive 
in developing customer-led product offerings that 
enrich the lives of its everyday customers. The 
bank has placed utmost importance on servicing 
its retail and SME customers through the provision 
of superior products and services that are best-in-
class, not only on a country and regional level, but 
on a global one. 

“To speak to the 
SMEs, RHB undertook 
an unconventional 
approach of using its 
Raya 2018 campaign.”
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As a bank, UOB has strategised and effectively implemented various 
solutions with one goal: Embed within the lifestyle of its consumers and 
meet their needs beyond their banking necessities. This can only be 
possible with a holistic understanding of customers’ behaviour and well-
tailored and executed solutions. To be visible by being invisible, that’s 
what UOB continues to strive towards.

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

RETAIL 
BANK OF THE YEAR
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Krungsri Consumer, General 
Card Services & Finnovate all 
Recognised at the 2nd Annual 
Global Retail Banking Innovation 
Awards 2019

“Krungsri RISE 
Accelerator is 
Thailand’s first 
corporate synergy-
driven Accelerator 
conducted 
by Krungsri 
Finnovate.”

Image: photobyphm / Shutterstock.com

Krungsri Consumer – A Leader in RPA, 
CX and Digital Innovation
The RPA project was vital to Krungsri Consumer’s 
business strategy by supporting its two key business 
directions, including Productivity improvement and 
Customer Experience. These business directions are 
beneficial, not only to certain business functions, 
but also across the organisation. From the result 
of the 1st phase of 24 processes, the results 
have delivered over 85% increase in productivity 

efficiency for almost all implemented process.
RPA software has been deployed across a wide 
array of industries, most notably in the financial 
services sector. In Thailand, there are less than five 
financial banking and insurance institutes which 
have implemented RPA across their organisation. 
However, almost all of them use the traditional 
approach of implementation by selecting the small 
number of pilot processes and engaging external 
vendors for the development and deployment. 

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019
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Krungsri Consumer decided to use an innovative 
approach of RPA implementation by building it in-
house with the assistance of Kofax.

‘Build from Small for Sustainable Growth’ is an 
initiative citing the way to work in implementing RPA 
at Krungsri Consumer. A bottom-up approach of 
process selection was utilised to accelerate change 
management. In-house Robotic Engineers were built 
to support the RPA expansion over the next 5 years 
with a total of over 5,000 man-hours (equivalent 
to 30 FTE) being reduced across 24 implemented 
processes.

Customer response turnaround time has been 
reduced from days to nearly real-time. In addition, 
zero error from operational processes and 
customer services is a key benefit that has been 
recognised through this project. 

General Card Services (GCS) Wins 
Credit Card of the Year, 2019
Now in its third year, Central The1 Credit Card 
continues to dominate and significantly outperform 
the market competition. It continues to hold the 
number one position as the largest and leading 
retail co-branded credit card portfolio in Thailand. 
The card base is now over 830,000 cards with an 
asset size of circa 17 Billion Thai Baht (515 Million 
USD) – as of Q1 of 2019.

The product was first introduced in March of 2017 
under General Card Services Ltd. (GCS), an entity 
under Krungsri Consumer established in 1998 solely 
for the purpose of managing unsecured lending 
business and relationships with the Central Group 
– Thailand’s largest and most recognised retail 
conglomerate. GCS is a subsidiary company under 
Bank of Ayudhya Plc. (also known as Krungsri Bank), 
a member of the MUFG global financial group. 
Central The1 Credit Card was developed to replace 
its predecessor, Central Credit Card which GCS has 
been successfully operating on behalf of Central 
Department Store (CDS) for the past two decades. 

The new, highly-improved product is packed with an 
array of unmatched features and benefits at over 
5,000 merchant outlets across all Business Units 
(BUs) under the Central Group. These include, but 
not limited to, department stores, supermarkets, 
hotels, restaurants, electronic appliance 
superstores, sports superstores, hardware & home 
superstores, convenient store chains and more. 
The new product also features the integration of 
the usual credit card “point” loyalty scheme into 
Central Group’s core loyalty platform. All loyalty 
points earned on Central The1 Credit Card are 
automatically transferred to The1, Central Group’s 
loyalty programme. The1 is currently Thailand’s 
biggest loyalty platform with more than 16 million 
user accounts. 

Krungsri Finnovate Commended
for its RISE Accelerator 
Krungsri RISE Accelerator, is Thailand’s first 
corporate synergy-driven Accelerator conducted by 
Krungsri Finnovate – aimed to enhance the capacity 
and accelerate the growth of FinTech start-ups 
at the regional level. A key challenge in driving 
an organisation towards digital transformation 
is its employees’ element of “Digital Mindset 
and Mindset over Technology”. Through the 
Krungsri RISE Accelerator programme, Krungsri 
Finnovate conducted private sessions for business 
units; namely, “Krungsri Pitch and Plug”, where 
opportunities are created for the BUs to have direct 
discussions with potential start-ups, prior the finalist 
being selected into the programme. 

After conducting Krungsri RISE Accelerator with 35 
start-ups, it has shown that this programme have 
driven an organisation’s human resources towards 
Digital Transformation. More than 11 projects have 
been conducted closely between 10 business units 
from bank’s teams, which have led to delivering the 
right financial services/products for its customers. 
Consequently, business units have directly reached 
out to tech solution providers – demonstrating 
employees’ mindsets shifting from ‘Why Digital’ to 
‘How to go more digital’.
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The Monetary Authority of Singapore was adjudged Central Bank of the 
Year at the Global Retail Banking Innovation Summit & Awards 2019. The 
Digital Banker editorial board have shortlisted institutions or individuals 
per category, which have then been put to our impartial panel of expert 
judges who undertook a rigorous audit type process to carefully select the 
winners.

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

CENTRAL BANK 
OF THE YEAR
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Snapshots from the Global Retail 
Banking Innovation Summit & 
Awards 2019
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GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

Malayan Banking Berhad
MAE is a first-of-its-kind e-wallet from Maybank that 
allows new or existing customers to open an account 
via their smartphones within 5 minutes without 
needing to visit a branch, that is also bundled with an 
instant Visa virtual debit card and Maybank QRPay to 
pay cashlessly at >250,000 merchants nationwide.

RETAIL PRODUCT 
INNOVATION AWARDS

BEST DIGITAL WALLET OF THE YEAR

CREDIT CARD OF THE YEAR

General Card Services Ltd. 
Central The1 Credit Card, now in its 3rd year of launch, 
continues to outperform Thailand’s Credit Card 
Industry by significant proportions. The product has 
achieved record-breaking growth in all key indicators 
in 2018 and Q1 of 2019. The product is Thailand’s 1st 
and still largest retail co-branded credit card, offering 
customers with the BEST features & benefits from 
Central Group.

Taishin Bank
Taishin’s FET friDay co-branded card brings to you 
the best user experience. From application, identity 
verification, to device pairing, every single step can be 
done on your mobile device through our intuitive app. 
It pushed the boundary further to include benefits that 
cover clients’ daily life needs.
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INNOVATION AWARDS 2019

Maybank Singapore Limited
For its unwavering efforts in grooming more 
entrepreneurs and its excellent performance in 
different areas of retail banking, Maybank bagged 
several major awards at the Global Retail Banking 
Innovation Awards 2019.

RETAIL PRODUCT 
INNOVATION AWARDS

EXCELLENCE IN SME BANKING

RHB Bank Berhad
RHB leveraged on Raya to tell the story of Pn Padzillah 
Enda, founder of Siti Khadijah, whose entrepreneurial 
spirit and vision of progress has led to a business 
empire creating opportunities for single mothers to 
earn income.
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RETAIL PRODUCT 
INNOVATION AWARDS

RHB Bank Berhad
RHB Bank Berhad launched Malaysia’s first multi-
currency debit cards, providing access to 13 foreign 
currencies alongside the Ringgit. With the cards, 
customers will be able to withdraw cash from any 
ATMs worldwide, take advantage of prevailing 
competitive exchange rates, earn interest on foreign 
currency balances and no additional conversion fees 
on overseas retail spend.

DEBIT CARD OF THE YEAR

Malayan Banking Berhad
MAE is a first-of-its-kind e-wallet from Maybank that 
allows new or existing customers to open an account 
via their smartphones within 5 minutes without 
needing to visit a branch, that is also bundled with an 
instant Visa virtual debit card and Maybank QRPay to 
pay cashlessly at >250,000 merchants nationwide.

Standard Chartered Bank (Singapore) 
Limited
Standard Chartered Bank Business Banking has 
revamped the SCB BB Debit Card by introducing a 1% 
rebate alongside the benefits usually linked to credit 
cards. SCB BB Debit Card has no minimum spending 
requirement and no cash rebate cap with almost all 
POS transactions applicable for the rebate. 
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Standard Chartered Bank
(Malaysia)
An innovative savings product that brings together the 
best of what Standard Chartered Bank Malaysia has to 
offer retail customers into a single convenient solution 
offering industry-leading rates and benefits.

RETAIL PRODUCT 
INNOVATION AWARDS

BEST SAVINGS ACCOUNT

DBS Bank Ltd
DBS Multiplier is built for longevity to grow with 
customers and remain relevant to their evolving
financial needs. With low barrier to entry
requirements, it’s one of the easiest ways to grow their 
money and engage in their financial planning journey 
to save, spend, protect and invest well.

United Overseas Bank Limited
UOB Stash Account is an account that rewards 
continued saving. Enjoy the ability to withdraw and top 
up again within the same month to still be rewarded 
with bonus interest. The account also comes with 
a UOB Master Debit to facilitate any payment or 
withdrawal needs.
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HSBC Bank (Singapore) Limited
HSBC Singapore QuickFX: The first FX-focused mobile 
app developed by a retail bank in Singapore offering 
a holistic foreign exchange proposition for customers, 
covering both their transactional and investment needs 
– from real-time FX rates round the clock, instant global 
transfers, automated limit orders to a customisable FX 
position watchlist.

RETAIL PRODUCT 
INNOVATION AWARDS

BEST NEW PRODUCT LAUNCH OF THE YEAR

RCBC Bankard
With the continuous increase of Filipinos travelling to 
Japan, RCBC Bankard developed the RCBC Bankard 
JCB Platinum Credit Card.  Packed with unique benefits 
that can be enjoyed in Japan, in other overseas 
destinations, and even locally, the RCBC Bankard JCB 
Platinum Credit Card posted impressive growth in 
cards and billings.

United Overseas Bank Limited 
UOB’s Travel Insider was developed to:
• Define the marketplace’s customer value 

proposition by examining the customer travel 
stages – dream, plan, book, experience and share;

• Develop curated content based on information 
from UOB Card spend and aggregated data 
supplied by partners; and,

• Deliver contextualised deals in accordance to 
customer travel desires.



The Digital Banker | October 2019 Issue   81

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

TMRW by UOB
TMRW, a digital bank powered by United Overseas 
Bank (UOB) is the first mobile-only bank designed for 
ASEAN millennials who prefer to bank on their mobile 
phones. TMRW’s “Different Generation, Different 
Solution” approach aims to meet their needs in a 
manner in sync with, and distinct to, their lifestyles.

RETAIL PRODUCT 
INNOVATION AWARDS

BEST BANK FOR MILLENIALS

DBS Bank Ltd
Through a combination of data, digital technology and 
wisdom of social networks DBS has brought together a 
winning proposition to engage and attract millennials 
to attain dominant bank usage and brand preference1.

1 Q2 2019 Consumer Health Brand Monitor (Acorn)

Malayan Banking Berhad
Maybank is proud to be the 1st bank in Malaysia to 
offer a first-of-its-kind digital financial planning tool 
consisting of a Goal Savings Plan, Spending Tracker 
and Insurance Dashboard to customers as part of 
the bank’s efforts to humanise Financial Services and 
continue delivering on its promise to be the Digital 
Bank of Choice for all Malaysians.
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United Overseas Bank Limited
The One Account is a simple and flexible deposit 
account that rewards you with attractive interest by 
doing 2 simple things: 
1) Spend S$500 on selected UOB Credit Card(s) and/or 
selected Debit Card(s); and,
2) Either credit your salary (min of S$2,000) or perform 
3 GIRO debit transactions.
Earning high interest has never been as easy.

Security Bank
Salary Advance (SALAD), the Bank’s mobile-based
salary loan platform is the only purely digital platform 
in the banking industry. It allows clients to advance 
their next salary in the fastest and most convenient 
way. This facility offers instant money availments 24/7 
in times a customer will need emergency cash.

RETAIL PRODUCT 
INNOVATION AWARDS

BEST CURRENT ACCOUNT

LOAN OFFERING OF THE YEAR

United Overseas Bank Limited
UOB unites Singapore’s largest property ecosystem 
under one roof; improves the home buying journey 
with a fully-digital home loan solution.
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United Overseas Bank Limited
Being the first in the industry to launch a digital 
solution for a mortgage product, UOB has evidently
set precedence in the industry to do right by its 
customers by leading the market in being an 
innovative leader and continuously developing the best 
product solutions for its customers.

RETAIL PRODUCT 
INNOVATION AWARDS

MORTGAGE PRODUCT OF THE YEAR

HSBC Bank (Singapore) Limited
HSBC Singapore launched International Mortgage 
(Australian property financing) in May 2019.  The bank 
provides comprehensive financing solutions to its 
customers by offering attractive interest rates on both 
currency options (SGD and AUD), as well as the widest 
coverage in the 5 key states of Australia (Adelaide, 
Brisbane, Perth, Melbourne, or Sydney).
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Taishin Bank 
Richart, the game-changing digital bank, integrates the 
services a customer needs with strategic partners
covering the telecom industry, FinTechs and insurance
companies. Richart and its partners created a user-
centric digital environment, providing young inividuals 
with multiple services in one versatile open bank 
platform.

DBS Bank Ltd 
DBS is the first bank in the region to leverage an 
artificial intelligence and conversational chatbot 
service across multi-channels that allows customers 
to transact and perform selected servicing banking 
tasks. Customers across various markets are able to 
connect with the bank through their preferred channel 
in the language they are most used to – seamlessly 
integrating banking into their daily lives. 

TECHNOLOGY 
AWARDS

BEST OPEN BANKING INITIATIVE

BEST CHATBOT SERVICE

UnionBank of the Philippines
UnionBank’s winning formula in digital customer 
experience lies in its ability to develop customer 
journeys that are personal, unique, relevant and 
reliable such as its implementation of @TalkToRafa, the 
Philippines’ first, fun and friendly chatbot service.
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Taipei Fubon Commercial 
Bank Co., Ltd.
Taipei Fubon Bank has developed a machine learning 
prediction model that can effectively identify the 
true value of customers and precisely assign them to 
different customer tiers. That ensures they receive the 
wealth management services most closely reflecting 
their needs.

TECHNOLOGY 
AWARDS

OUTSTANDING MACHINE LEARNING INITIATIVE

Bank of Ayudhya
Public Company Limited
“Analytics Based Decision Platform” is the outcome
of years of effort in collecting and learning from all 
kinds of data, applying with advanced machine learning
to build up thousands of actionable insights and using
it to enhance its capabilities to serve customers better 
and enhance long-term customer loyalty.

DBS Bank Ltd
DBS Analytics Centre of Excellence forges ahead to
catalyse analytics at scale leveraging on reusable
machine learning assets like NLP Asset Hub (NAH)
that empowers anyone to easily gain insights from
text, helping the Bank achieve better customer and
employee experience.
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DBS Bank Ltd 
DBS MAX is a quick and seamless collection solution 
for merchants, which allows collections in real-time, 
enables access to funds on the same day and facilitates 
easy reconciliation with instant notifications, together 
with end-of-day reports. It successfully resolves 
merchants’ collection challenges in an accessible, 
affordable and flexible way – enabling DBS to achieve 
its motto, “Live More, Bank Less”.

DIGITAL 
INNOVATION AWARDS

BEST DIGITAL BANKING INITIATIVE

UnionBank of the Philippines
EON is the pioneering neobank in the Philippines that 
has launched market-first innovations like the ability to 
open a bank account without having to visit a physical 
bank branch. Along with its current and future suite of 
offerings, EON has further accelerated innovation and 
pushed the boundaries of digital banking.

OCBC Bank
OCBC Bank has enabled all Singaporeans and
permanent residents – even those without an existing
relationship with OCBC Bank – to apply for and start
using OCBC Bank’s key consumer banking products
instantly. Customers can now enjoy earning interest,
card discounts, rebates or rewards immediately. 
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Taishin Bank
Taishin pay+ – A Payments Pioneer of FinTech’s
World Taishin pay+. It is not only a service platform
for providing mobile payment functions but also
a valuable platform for collecting merchants’
app mobile payment market for “big data”.

DIGITAL 
INNOVATION AWARDS

BEST DIGITAL PAYMENTS INITIATIVE

HSBC Bank (Singapore) Limited
HSBC Singapore QuickFX: The first FX-focused mobile 
app developed by a retail bank in Singapore offering 
a holistic foreign exchange proposition for customers, 
covering both their transactional and investment needs 
– from real-time FX rates round the clock, instant global 
transfers, automated limit orders to a customisable FX 
position watchlist.

Malayan Banking Berhad
MAE is a first-of-its-kind e-wallet from Maybank that 
allows new or existing customers to open an account 
via their smartphones within 5 minutes without 
needing to visit a branch, that is also bundled with an 
instant Visa virtual debit card and Maybank QRPay to 
pay cashlessly at >250,000 merchants nationwide.
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DBS Bank Ltd
Leveraging on algo and machine learning capabilities, 
DBS successfully released digibank KTA Instan (or 
digibank Personal Loan) – an entirely digital loan in 
November 2018 to the Indonesian market, providing 
previously unbanked and underserved customers 
with instant credit decisioning (under 60 seconds) and 
disbursement from the customers’ mobile device. 

DIGITAL 
INNOVATION AWARDS

EXCELLENCE IN DIGITAL INNOVATION

Cathay United Bank
In the past, Cathay’s payment reminders had to rely on
personal experience to judge the probability of
default risks and sequence of reminding. With the
help of multiple data sources and machine learning
technology, this project helped allocate high-risk cases
to manual handling and low-risk cases to automated
processing (accounting for 30%-35%), improving the
efficiency of payment reminding business.



The Digital Banker | October 2019 Issue   89

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

DIGITAL 
INNOVATION AWARDS

Krungsri Consumer
“Build from Small for Sustainable Growth” is a way
of work to implement RPA at Krungsri Consumer.
Bottom-up approach of process selection was utilised
to accelerate change management. In-house Robotic
Engineers were built to support the RPA expansion 
in the next 5 years. Total of over 5,000 man-hours 
(equivalent to 30 FTE) were reduced.

Standard Chartered Bank
(Vietnam)
The bank believes that investing in technology is not 
enough. More importantly, they believe that they 
should be able to “touch the heart” of the customers 
by delivering excellent banking experience. Its Digital 
Innovation has been focused on adding values to 
clients, helping to make their lives better, easier and 
more enjoyable. Its aim is to become a digital bank 
with a human touch.

EXCELLENCE IN DIGITAL INNOVATION
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DIGITAL 
INNOVATION AWARDS

EXCELLENCE IN DIGITAL WEALTH MANAGEMENT

United Overseas Bank Limited
UOB Portfolio Advisory Tools (“PAT”), a first-of-its-kind 
purpose-built digital wealth management platform
that empowers 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.

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

Taipei Fubon Commercial
Bank Co., Ltd.
Taipei Fubon Bank leverages its extensive professional
experience in Taiwan’s wealth management market.
By using big data analytics to provide “smart” financial 
services that are accessible anytime, anywhere, as 
needed or on-demand, it satisfies the needs of its 
customers while creating new value.
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DIGITAL 
INNOVATION AWARDS

BEST DIGITAL MARKET ENTRY STRATEGY

China CITIC Bank International
inMotion – “By challenging the status quo to change 
conventional banking practices, by driving technology 
innovation, digital or non-digital experiences, to exceed 
customer expectations”.
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DBS Bank Ltd 
IDEAL RAPID, Real-time API by DBS, is a digital enabler
empowered with wide-ranging API solutions by DBS.
DBS’ APIs allow for more innovative and customer-
centric solutions. When integrated into customers’
workflows, DBS aims to spark the enterprise’s rapid
business growth via a fully digital, fast, safe and
unique banking experience under a seamless cash
management environment.

DIGITAL 
INNOVATION AWARDS

OUTSTANDING DIGITAL INNOVATION IN SME BANKING

Taipei Fubon Commercial
Bank Co., Ltd. 
Commercial Micro Loan Factory is a cloud-based and
modularised business development system that uses
smart mobile as the interface that can be quickly
expanded and replicated to other business models or
be used overseas. It not only combines pioneering
technologies, but also incorporates digital finance into 
the scope of design and application.

KASIKORNBANK PCL
K DIGIBIZ is built to help SMEs identify business
tools and digitise business operations with an
integrated solution via API gateway. It provides 
insightful information via holistic operational 
dashboard and provides access to relevant financial 
products and services. It helps KASIKORNBANK capture 
alternative data and helps its partners gain more users.
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TMRW by UOB
TMRW, a digital bank powered by United Overseas 
Bank (UOB) is the first mobile-only bank designed 
for ASEAN digital generation who prefer to bank on 
their mobile phones. TMRW’s “Different Generation, 
Different Solution” approach aims to meet their needs 
in a manner in sync with, and distinct to, their lifestyles.

SERVICE 
INNOVATION AWARDS

BEST CUSTOMER CENTRIC BUSINESS MODEL

KASIKORNBANK PCL 
K DIGIBIZ is built and enhanced based on SME’s pains
by offering a web portal that recommends business 
tools, streamlines their business operations, provides 
holistic insightful information and offers suitable 
financial and non-financial services beyond traditional 
banking. Partners also gain more users and improved 
product features to better address customer pain 
points.
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Cathay United Bank
CUB established a 360-degree visualisation system
that provides customer information, which enables
frontline staff to get complete customer profiles by
accessing a single platform. The launch of the all-round
intelligent assistant project effectively solved the
business pain points, and increased operational service
efficiency by 10%, product referral effect by 10%, and
customer satisfaction by 90%.

SERVICE 
INNOVATION AWARDS

BEST CUSTOMER SERVICE INNOVATION

Standard Chartered Bank
(Malaysia)
“At Standard Chartered Bank, my voice is my 
password” – it doesn’t get more convenient than that 
to authenticate a customer securely.

Wave Money
Wave Money is a leading advocate for Financial
Inclusion and driving positive change to the society.
As part of this mission to provide a fairer future for the 
people of Myanmar, it has not only made the money 
transfer service easy, it has also made different kinds 
of embedded services for people from all walks of life.
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SCB Abacus Company Limited
“Mae Manee Sri Online” is the first end-to-end digital
lending platform in Thailand’s banking industry
powered by AI and machine learning technology.
This web-based platform enhances access to formal
funding for marginalised (underserved) segments using
alternative data to achieve fair pricing as it builds
personalised credit assessment from its latest 
customer data via real-time APIs.

SERVICE 
INNOVATION AWARDS

BEST FINANCIAL INCLUSION INITIATIVE

Wave Money 
Wave Money and MEB did an initial launch in 11 
townships last year to test and gain customer insights 
on the service for pensioners. With the success of the 
initial roll out, Wave Money brought its services to 
more townships in Yangon. With increasing demand 
from government pensioners, the service is being 
extended with a goal of achieving nationwide reach 
and promoting greater financial inclusion.

Myanma APEX Bank
Since the inception of MAB Mobile Banking a year 
ago, it has helped increase financial inclusion among 
the unbanked and underbanked. MAB has rapidly 
made MAB Mobile available to their customers to 
draw underserved consumers more comprehensively 
into the banking system. The anytime, anyplace and 
actionable nature of MAB Mobile offers the potential 
to enhance the sustainability of existing relationships 
between consumers and banks.



96   The Digital Banker | October 2019 Issue

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

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

SERVICE 
INNOVATION AWARDS

BEST MASS AFFLUENT BANKING OFFERING

DBS Bank Ltd
DBS digiPortfolio is a unique investment service that
leverages on DBS investment team’s intuition, insights
and experience, powered by technology for scale and
efficiency. This is the first of its kind in the robo-advisor 
space where it puts human and robo integration
to the next level. It allows customers to access ready-
made globally diversified portfolios in just 5 clicks and 
for as low as $1,000.

Security Bank
Security Bank Gold Circle, created to cater to the mass 
affluent segment, is more than just a status symbol. It 
lets its members experience BetterBanking, one notch 
higher. Being the only local bank in the Philippines that 
provides exclusive benefits and privileges for a very 
low maintaining balance, Security Bank is committed 
to keep up with the latest trends, and its members’ 
lifestyles and banking needs.
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Wave Money
Wave Money is a leading advocate for Financial
Inclusion and driving positive change to the society.
As part of this mission to provide a fairer future for the 
people of Myanmar, it has not only made the money 
transfer service easy, it has also made different kinds 
of embedded services for people from all walks of life.

SERVICE 
INNOVATION AWARDS

BEST PAYMENTS INNOVATION

Security Bank 
Corporate Utility ePayment was created by re-
engineering aspects of Security Bank DigiBanker, and 
adapting these for the unique needs of the business 
client under one platform. Security Bank has adopted 
a client-partnership strategy with these companies, by 
supplementing their existing cash-based remittance 
services with payment and fund movement services.

DBS Bank Ltd
IDEAL RAPID, Real-time API by DBS, is a digital enabler
empowered with wide-ranging API solutions by DBS.
DBS’ APIs allow for more innovative and customer-
centric solutions. When integrated into customers’
workflows, DBS aims to spark the enterprise’s rapid
business growth via a fully digital, fast, safe and
unique banking experience under a seamless cash
management environment.
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DBS Bank Ltd 
Customer Science’s vision is to connect customer
behaviour with system data in real-time with the
objective of predicting and preventing one million
customer issues by 2020. It focuses on a data-driven
and experimentation approach; driving actionable
insights and intervening in individual customer’s
journey to drive pro-active and predictive servicing.

SERVICE 
INNOVATION AWARDS

OUTSTANDING INNOVATION PROGRAM

KASIKORNBANK PCL 
K DIGIBIZ is built and enhanced based on SME’s pains
by offering a web portal to recommend business tools,
streamline their business operations, provide holistic
insightful information and offer suitable financial and 
non-financial services beyond traditional banking.
Partners also gain more users with improved product
features to better address customer pain points.

Krungsri Finnovate Company Limited
Krungsri RISE Accelerator is a program that aims to
enhance the capacity and accelerate the growth of
start-ups to the regional level. Through the 
programme, Krungsri has conducted private sessions 
called “Krungsri Pitch and Plug” between Krungsri 
business units and potential start-ups to have 
discussions and guidance.
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HSBC Bank (Singapore) Limited
HSBC Singapore QuickFX: The first FX-focused mobile 
app developed by a retail bank in Singapore offering 
a holistic foreign exchange proposition for customers, 
covering both their transactional and investment needs 
– from real-time FX rates round the clock, instant global 
transfers, automated limit orders to a customisable FX 
position watchlist.

SERVICE 
INNOVATION AWARDS

BEST APP FOR CUSTOMER EXPERIENCE

KASIKORNBANK PCL
K PLUS Member Card seamlessly integrates its 
customer’s lifestyle with banking experience.

DBS Bank Ltd
The new DBS digibank mobile app delivers a ground-
breaking “mobile-first” experience and builds on the
bank’s continuous efforts to innovate on its digital
offerings to enhance customer experience. In addition 
to the mobile app’s enhanced layout and more intuitive
navigation, DBS digibank also offers customers new
features such as a digital financial management service
called SAIL in response to increasing demand for such
tools.
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United Overseas Bank Limited
Bond Explorer is a first-of-its-kind bond portfolio
analytics and comparison tool that contains many
first-to-market functionalities – from online bond
factsheets to interactive interest rate sensitivity
analysis and performance analysis.

FRICTIONLESS 
AWARDS

BEST AUTOMATED ADVISORY SERVICE

DBS Bank Ltd
DBS digiPortfolio is a unique investment service that
leverages on DBS investment team’s intuition, insights
and experience, powered by technology for scale and
efficiency. This is the first of its kind in the robo-advisor 
space where it puts human and robo integration
to the next level. It allows customers to access ready-
made globally diversified portfolios in just 5 clicks and 
for as low as $1,000.

Krungsri Consumer
“Build from Small for Sustainable Growth” is a way
of work to implement RPA at Krungsri Consumer.
Bottom-up approach of process selection was utilised
to accelerate change management. In-house Robotic
Engineers were built to support the RPA expansion 
in the next 5 years. Total of over 5,000 man-hours 
(equivalent to 30 FTE) were reduced across 24 
implemented processes.
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DBS Bank Ltd 
To our knowledge, this project is the banking industry’s 
first hyper personalised customer hotline powered by 
sophisticated machine learning. The project resulted in 
three main benefits: 
• Greater digital value capture for the bank by 
converting 10% of all calling customers to digital 
services during the experimental phase 
• Tangible productivity gains by reducing call volumes 
by more than 100,000 in 2019 Q1 alone 
• Successful use of machine learning and AI to enhance 
the customer experience. 

FRICTIONLESS 
AWARDS

BEST DATA ANALYTICS INITIATIVE

United Overseas Bank Limited 
Delivering good customer experience is key to the
growth of organisations. Conventional ways of
receiving customer feedback present significant
time-lag, from first interaction up to the point action 
when has been taken. The strategy is to transform 
how the bank gathers and analyses customer insights 
by introducing a real-time digital customer experience 
(CX) platform.
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Taishin Bank 
Taishin developed Taishin Omni-Payment Platform
(TOPP) with the intention to provide assistance to
Taishin’s partner merchants to fulfill the non-stop and 
evolving payment demands of its consumers. TOPP
is an innovative payment integration solution that 
provides an all-in-one product and service integration 
of digital wallets in both online and offline transactions 
for merchants.

FRICTIONLESS 
AWARDS

BEST MOBILE PAYMENTS SERVICE

Malayan Banking Berhad
MAE is a first-of-its-kind e-wallet from Maybank that 
allows new or existing customers to open an account 
via their smartphones within 5 minutes without 
needing to visit a branch, that is also bundled with an 
instant Visa virtual debit card and Maybank QRPay to 
pay cashlessly at >250,000 merchants nationwide.
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OCBC Bank
The new OCBC ATM and digital service kiosk are
designed and deployed to provide customers 
a convenient way of conducting their banking
transactions without waiting in queues. These 
futureproof machines pack a suite of services, which 
could otherwise only be done over the counter, while 
more services are being progressively rolled out on the 
fly. It is expected that the machines will migrate 50% of 
transactions from the counter by the end of 2019.

FRICTIONLESS 
AWARDS

BEST SELF SERVICE BANKING

Standard Chartered Bank
(Malaysia) 
As part of Standard Chartered Bank’s multi-year
journey to enhance the digital customer experience,
the bank is committed to digitising key services that
would otherwise only be available in offline channels.
SCB has taken the most common services and made
them available online. Customers love it and have
responded accordingly.
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TMRW by UOB
TMRW, a digital bank powered by United Overseas 
Bank (UOB) is the first mobile-only bank designed for 
ASEAN millennials who prefer to bank on their mobile 
phones. TMRW’s “Different Generation, Different 
Solution” approach aims to meet their needs in a 
manner in sync with, and distinct to, their lifestyles.

FRICTIONLESS 
AWARDS

OUTSTANDING CLIENT ON-BOARDING
& ACCOUNT OPENING

OCBC Bank
OCBC Bank has enabled all Singaporeans and
permanent residents – even those without an existing
relationship with OCBC Bank – to apply for and start
using OCBC Bank’s key consumer banking products
instantly. Customers can now enjoy earning interest,
card discounts, rebates or rewards immediately. 

Standard Chartered Bank
(Singapore) Limited
Responding to clients’ increasingly digital lifestyles, 
Standard Chartered now offers digital credit card 
issuance and loan disbursement. Available through 
online and mobile channels, clients can easily apply 
and receive their credit card or fund in real-time. 
The concept is simple and the entire process from 
application to using the card is reduced to minutes 
from days.
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Bank of Ayudhya
Public Company Limited
The Mortgage Digitisation team is an Agile team 
focused on building a home ecosystem for the bank. 
They are the new pioneers and the next generation 
of Krungsri bank who are committed to build home 
ecosystem value chains. Concurrently, they develop 
products and services that help facilitate a home buyer 
and user’s lifestyle on digital platforms.

FRICTIONLESS 
AWARDS

OUTSTANDING CUSTOMER SERVICE
TRANSFORMATION

OCBC Bank
Service Excellence in OCBC’s Global Consumer 
Financial Service is achieved through broad-based 
and structured programmes, including Management 
executives as service mentors, designated Centre-
for-Service Excellence branches and robust service 
measurements at individual and business unit levels. 
“Stay True – Be CUFFS” is the cornerstone of OCBC’s 
successful service excellence transformation journey.
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Taipei Fubon Commercial
Bank Co., Ltd. 
It is the first financial institution in Taiwan to integrate 
privileged account management with the internal 
automation processes of the enterprise – Privileged 
Account Monitor & Warning Dashboard. The project 
uses real-time monitors of unauthorised special 
privilege accounts and password encryption and
decryption protection mechanism to prevent 
Advanced Persistent Threat (APT) attacks by hackers.

FRICTIONLESS 
AWARDS

OUTSTANDING IT TRANSFORMATION

Bank of Ayudhya
Public Company Limited
The Mortgage Digitisation team is an Agile team 
focused on building a home ecosystem for the bank. 
They are the new pioneers and the next generation 
of Krungsri bank who are committed to build home 
ecosystem value chains. Concurrently, they develop 
products and services that help facilitate a home buyer 
and user’s lifestyle on digital platforms.
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Taipei Fubon Commercial
Bank Co., Ltd.
With the Automatic Personal Data De-identification
Platform, the bank had successfully introduced 
an automatic data de-identification process and 
dynamically generate data masking programs to better 
safeguard its customer privacy data. It is the first bank 
in Taiwan to achieve this innovation, which has been
proven by British Standards Institution.

OMNI-CHANNEL 
AWARDS

EXCELLENCE IN CUSTOMER
PRIVACY & PROTECTION

OCBC Bank
The new OCBC ATM and digital service kiosk are
designed and deployed to provide customers 
a convenient way of conducting their banking
transactions without waiting in queues. These 
futureproof machines pack a suite of services, which 
could otherwise only be done over the counter, while 
more services are being progressively rolled out on the 
fly. It is expected that the machines will migrate 50% of 
transactions from the counter by the end of 2019.

BEST ATM INNOVATION
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Standard Chartered Bank
(Malaysia)
Want a video call with a real human person to speak to
about your banking needs? With Live Banking, Standard 
Chartered Bank (Malaysia) made it possible.

OMNI-CHANNEL 
AWARDS

BEST INTERNET BANKING INITIAVE

OCBC Bank
The OCBC Life Goals digital advisory tool makes
it possible for customers to experience the entire
financial planning journey digitally – from planning
a goal, to understanding and visualising their financial 
wealth gap, to purchasing suitable financial products to 
close the gap, to tracking their progress.

Malayan Banking Berhad
Maybank2u, Malaysia’s #1 internet banking service
with over 10.69 million registered users and over
40% market share of transactions has now been
“Reimagined for You”. Now, Maybank2u has an all-new 
Simplified, Personalised & Optimised User Interface & 
User Experience (UI/UX) that provide seamless
experience across all devices, be it a desktop, tablet or 
smartphone.
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DBS Bank Ltd
The new DBS digibank mobile app delivers a ground-
breaking “mobile-first” experience and builds on the 
bank’s continuous efforts to innovate on its digital 
offerings to enhance customer experience. The bank 
went through an extensive customer immersion 
programme and applied human-centred design in the 
development of DBS digibank mobile. 

OMNI-CHANNEL 
AWARDS

BEST MOBILE BANKING

Standard Chartered Bank
Standard Chartered continues to raise the bar with 
its mobile app offerings. Available in 28 different 
countries, the SC Mobile app delivers convenience 
through exciting features such as account opening 
capabilities, easy payments and tranfers (local & 
international) and digital wealth and insurance 
solutions.

Taishin Bank
Richart, the game-changing digital bank, aims to
provide what its customers really want in terms of 
outstanding financial experience. Through Richart, 
customers can manage different financial products, in 
one versatile open bank platform. Richart now not only
owns the biggest market share, but also commands 
great brand influence in the market.
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Taipei Fubon Commercial Bank 
Fubon Mobile Banking has been fully upgraded so that 
everyone can have his/her own mobile bank. With the 
value propositions of “My bank, my way”, it provides 
new features for the touchscreen generation to enjoy 
fast and convenient mobile banking experience.

OMNI-CHANNEL 
AWARDS

BEST CUSTOMISED MOBILE BANKING

DBS Bank Ltd 
DBS is upping the ante in the innovation space with
the official launch of the latest DBS digibank mobile
update – a breakthrough mobile app designed to make
banking simpler, smarter and faster In the retail space. 
Over 500,000 bill payments are performed monthly 
on digibank mobile alone. Over 200,000 remittances 
are performed monthly, while over 3,000 investments 
products are purchased.

Malayan Banking Berhad
Maybank2U is a complete one-stop financial portal, 
offering online services such as banking, insurance 
and stock broking. Maybank customers can pay 
bills, enquire balance and perform other financial 
transactions and applications securely via Internet 
or Mobile Banking anytime, anywhere. Maybank2U 
was Malaysia’s first Internet Financial Portal and has 
maintained the highest market share at nearly 50% of 
all online banking transactions and nearly 70% of all 
mobile banking transactions in Malaysia to-date.



The Digital Banker | October 2019 Issue   111

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

GLOBAL RETAIL BANKING
INNOVATION AWARDS 2019

Cathay United Bank
CUB led the industry in applying data analytics results 
to the channel. The program not only assists the 
channel to respond to customer needs accurately and 
in real-time, but also provides an advantage in creating 
new value. This has increased operational efficiency by 
10%, referral by 10% and satisfaction by 90%.

OMNI-CHANNEL 
AWARDS

OUTSTANDING OMNI-CHANNEL INTEGRATION

DBS Bank Ltd 
With its strong focus on weaving banking into the 
daily lives of customers, DBS has launched car, 
property and electricity marketplaces in the last nine 
months. Customers looking to buy or sell their car, 
rent a property or choose an electricity provider can 
now do so on the DBS website. The bank’s API-driven 
architecture, strong focus on human-centred design 
and user experience help make banking simpler and 
more frictionless. 
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Bank of Ayudhya
Public Company Limited
“Krungsri GIFT” is a digital loyalty program that offers 
a seamless multichannel customer experience geared 
towards segment-of-one marketing. It redefines CRM 
schemes based on a “Customer-Centric” approach and 
a “Think Digital First” strategy under the concept “A Gift 
from the Heart”.

MARKETING &
CUSTOMER AWARDS

BEST CUSTOMER LOYALTY PROGRAM

DBS Bank Ltd
DBS customers can now use points from the ‘Spend & 
Redeem’ campaigns to redeem  virtually anything with 
DBS InstaRewards! They simply select which item from 
their bill they would like to offset with their Rewards 
Points.
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UnionBank of the Philippines
The Singapore Trade Connect is an initiative by
UnionBank GlobalLinker for Filipino SMEs to engage
and empower them through this usage campaign that
took place on 13-16 November 2018. This shows
UnionBank’s strong commitment on the growth of
MSMEs in line with the goal of financial inclusion.

MARKETING & 
CUSTOMER AWARDS

BEST CUSTOMER RELATIONS & BRAND
ENGAGEMENT INITIATIVE

DBS Bank Ltd
Customers can now participate in Spend & Get 
campaigns. On 1 Oct 2018, DBS launched a first-in-class 
Cards Christmas Campaign, ‘Spend Christmas Wisely 
via the DBS Lifestyle App’. Taking the mission to even 
greater heights, this Campaign introduced an innovative 
and unique feature that completely changed the way 
Spend and Redeem games were run.

KASIKORNBANK PCL
K PLUS Market is an electronic platform service
developed to serve the needs of sellers and buyers
by providing a business matching service through 
artificial intelligence (AI). The AI facilitates business 
matching by selecting and offering specific items that 
each buyer is intending to buy at the right time.
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DBS Bank Ltd
DBS Lifestyle app is a result of DBS Bank’s digital
strategy to embrace technology and reimagine
the customer journey. It leverages on data driven
personalisation and engages customers through fun
and interactive experience allowing them to be aware
of deals, rewards, manage their spending and have
total control at their fingertips.

MARKETING &
CUSTOMER AWARDS

BEST LIFESTYLE APP

UnionBank of the Philippines
Serving as a centralised digital HR platform, One 
UnionBanker Hub (1UHub) is an employee lifestyle app 
that is proudly co-created with UnionBank employees, 
the business, and HR, to service their day-to-day needs 
and development. With an average monthly log-in of 
22 thousands out of a 3,200 employee base, 1UHub 
posits an array of human resource and other value-
adding services from onboarding to offboarding.

Malayan Banking Berhad
MAE is a first-of-its-kind e-wallet from Maybank that 
allows new or existing customers to open an account 
via their smartphones within 5 minutes without 
needing to visit a branch, that is also bundled with an 
instant Visa virtual debit card and Maybank QRPay to 
pay cashlessly at >250,000 merchants nationwide.
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China CITIC Bank International
inMotion – “By challenging the status quo to change 
conventional banking practices, by driving technology 
innovation, digital or non-digital experiences, to exceed 
customer expectations”.

MARKETING & 
CUSTOMER AWARDS

BEST NEW PRODUCT LAUNCH

RHB Bank Berhad
A first in Malaysia, RHB introduces the Multi-Currency 
VISA Debit Card that lets cardholders store and 
transact in 13 foreign currencies, along with Ringgit 
Malaysia, anywhere in the world. No more worrying 
about currency fluctuations and currency conversion 
fees on overseas retail spend.

Standard Chartered Bank
(Malaysia)
For SCB, understanding its customer is key to the
introduction of a new product in a hyper-competitive
market. Tapping onto the affinity its customers have
with football in general and Liverpool Football Club in
particular, SCB launched a credit card that was aligned
with the needs of a fan! Thematically aligning the
launch with a host of activities in both the online and
offline world, SCB arguably scored a great goal!
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Metrobank Card Corporation
MCC partnered with social media influencers to
promote its co-branded credit cards, Robinsons
Mastercard and Toyota Mastercard. A first for a local
bank, the influencers curated content (videos, photos
and contest posts) that resonated with the brand and 
its followers alike.

MARKETING &
CUSTOMER AWARDS

BEST SOCIAL MEDIA MARKETING INITIAVE

RHB Bank Berhad
RHB Bank Berhad demonstrated that using insights 
and creativity in Social Media Marketing opens up 
manifold options of engagement across the full 
audience spectrum. A social media campaign was 
launched targeting a hard to reach affluent audience 
of Chinese Malaysians that engaged them to establish 
top of mind awareness of RHB Bank’s very competitive 
Fixed Deposit rates. This was achieved by simply 
drawing relevance of the bank’s product offering to a 
popular Chinese drama series, (Story of Yanxi Palace) 
which was trending throughout the Asia Market.
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HSBC Bank (Singapore) Limited 
HSBC relaunched its credit card like no other,
eschewing functional rebates to connect with
Singaporean parents through a deeply insightful and
heartfelt social experiment film. With this, it also 
relaunched their new cash rebate credit card as the 
card that gives families the ultimate gift of all – genuine 
quality time together.

MARKETING & 
CUSTOMER AWARDS

OUSTANDING DIGITAL MARKETING INITIATIVE

Security Bank
Security Bank introduced the Human Switch Kit and 
launched the online feature to make account opening 
hassle-free and applications to various products faster 
and more seamless.

Metrobank Card Corporation
Metrobank Card Corporation (MCC) McDonald’s 
National Usage Program made an excellent effort to 
make the experience highly digital across the customer
journey – from awareness to actual redemption. The
campaign’s marketing communication materials have
been placed on digital platforms with high importance
on hyper-targeted social media communications. 
In addition, its rewards redemption process has 
eliminated the need for paper charge slips.
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DBS Bank Ltd
DBS Lifestyle app is a result of DBS Bank’s digital
strategy to embrace technology and reimagine
the customer journey. It leverages on data-driven
personalisation and engages customers through fun
and interactive experience allowing them to be aware
of deals, rewards, manage their spending and have
total control at their fingertips.

MARKETING &
CUSTOMER AWARDS

OUTSTANDING PERSONALISED
1:1 MARKETING INITIATIVE

KASIKORNBANK PCL
KBank initiated a breakthrough campaign model called
“Y_O_U_R_S_”, a personalised campaign that proposes
suitably customised offer delivered to customers in
proper time through the preferable channels according
to customer data analysis. Even if it is the first time, the 
campaign is successful as it has shown 11%
increase in sales volume and 27% growth in number
of customers.

Bank of Ayudhya
Public Company Limited
“Analytics Based Decision Platform” is the outcome
of years of effort in collecting and learning from all 
kinds of data, applying advanced machine learning
to build up thousands of actionable insights and using
it to enhance its capabilities to serve customers better 
and enhance long-term customer loyalty.
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United Overseas Bank Limited
The UOB Social Customer Advocacy Programme aims
to encourage its customers to share their experiences
and compliments online on UOB Facebook’s page. This
in turn drives positive staff behaviours and overall
service excellence.

MARKETING & 
CUSTOMER AWARDS

OUTSTANDING SOCIAL MEDIA CAMPAIGN

HSBC Bank (Singapore) Limited
HSBC relaunched its credit card like no other,
eschewing functional rebates to connect with
Singaporean parents through a deeply insightful and
heartfelt social experiment film. With this, it also 
relaunched their new cash rebate credit card as the 
card that gives families the ultimate gift of all – genuine 
quality time together.

TMRW by UOB
TMRW, a digital bank powered by United Overseas 
Bank (UOB) is the first mobile-only bank designed for 
ASEAN millennials who prefer to bank on their mobile 
phones. TMRW’s “Different Generation, Different 
Solution” approach aims to meet their needs in a 
manner in sync with, and distinct to, their lifestyles.
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DBS Bank Ltd
Successful data-driven organisations increasingly rely
on analytics translators, the conduit between business
and analytics teams, to drive value from analytics. DBS
has created the Data Heroes program, a combination
of classroom training, project work and mentoring
that equips its employees with relevant core skills.

PEOPLE &
EMPLOYEE AWARDS

OUTSTANDING STAFF TRAINING, LEARNING
& DEVELOPMENT PROGRAM

United Overseas Bank Limited
The Service Competency Toolkit is a revolutionary 
approach to staff training and engagement, developed 
around the concept of building social movements, 
empowering professionals to demonstrate service 
leadership and democratising how competencies are 
equipped by teams. Essentially, it is about building a 
service movement within UOB.
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Cathay United Bank
In order to facilitate a digital transformation mindset,
CUB created a data talent incubator to perfect data
talent cultivation mechanism. The project introduces
the “Data Talent Training Plan” (enabling job rotation
mechanism between talents in each unit and the data
team members) and the “Transformation Situation
Room Project” (adopting the operation mode of a
project-based organisation) to ensure exchanges of
business expertise and data analysis knowledge.

PEOPLE &
EMPLOYEE AWARDS

OUTSTANDING STAFF TRAINING, LEARNING
& DEVELOPMENT PROGRAM

KASIKORNBANK PCL
Employees help Kasikornbank thrive in the digital 
disruption era. To be the top financial platform 
embedded in its customer’s life, Kasikornbank offers 
4Dx Learning Development Framework to ensure 
that its executives and employees reach expected 
capabilities for strategic business movement and 
deliver full satisfaction to its customers.
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Security Bank
Security Bank Foundation has advocated for quality 
education as a long-term solution to poverty through 
“Build a School, Build a Nation: The Classrooms 
Project”, a multi-stakeholder program that integrates 
construction of classrooms with community and client 
involvement, employee engagement and training 
to achieve the mission of improving the quality of 
education.

PEOPLE &
EMPLOYEE AWARDS

BEST CSR INITIATIVE

RHB Singapore 
The RHB Financial Literacy Programme offers long 
lasting impact to enrich and empower the community
while promoting holistic development. This initiative
is also in-line with the RHB Brand Promise, consisting
of values it aspires to deliver to the community. RHB
aims to nurture the future generation and provide
opportunities for young individuals to embrace their
fullest potential to be outstanding members of the 
society.

Maybank Foundation
Reach Independence & Sustainable Entrepreneurship
(R.I.S.E) programme is the economic empowerment
programme with the focus on People with Disability
(PWDs) and marginalised community. This critically-
acclaimed programme attempts to bridge the
economic gap by leveraging financial inclusion to 
propagate economic development of the nation.
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Malayan Banking Berhad
People development was identified as a key driver
to be in the top quartile employer of talent. As such,
to better attract, develop and retain the millennials,
Maybank trains talents as young as pre-university age 
and designs various programmes to groom them at 
every stage of their education.

PEOPLE &
EMPLOYEE AWARDS

BEST GRADUATE EMPLOYMENT PROGRAM
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