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The London Fintech Funding Frenzy

Facing twin Covid-19 and Brexit headwinds London has shown great resilience and 
fortitude, helping it win the lion’s share of Europe’s venture capital (VC) investment 
to remain Europe’s undisputed fintech capital. By embracing fintech and creating an 
environment that nurtures it London has both proved naysayers wrong and offered 
a seemingly Brexit-proof way forward for the continued innovation of its coveted 
financial services sector.

Following a lockdown lull caused by the pandemic, 
VCs are back with a vengeance –  eager to invest 
at every stage in fintechs who offer innovative 
solutions in a world embracing contactless 
payments, e-commerce and digital transformation. 

Between January and June 2021 global fintech 
VC investment totalled $54.1bn and according to 
the latest figures from Innovate Finance [the UK’s 
fintech industry body] UK fintechs raised US$5.7bn 
during this period – a significant increase on the 
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“In July Revolut raised 
$800m in a fundraising 
deal with Softbank 
and Tiger Global that 
has seen the London-
based neobank valued 
at $33bn – six times its 
last private valuation 
in 2020.”

$4.3bn invested during the whole of 2020 and 
higher than any full year figure, behind only the US 
in funds raised globally.

“London is one of the world’s pre-eminent capital 
markets and a magnet for global investors,” states 
Revolut, CFO, Mikko Salovaara. “In the first half 
of 2021 European fintech firms raised $13.9bn, 
51% more than they did in the whole of 2020 and 
London based businesses accounted for more than 
a third of that investment.”

In July, Revolut raised $800m in a fundraising deal 
with Softbank and Tiger Global that has seen the 
London-based neobank valued at $33bn – six 
times its last private valuation in 2020. This came 
days after a direct listing on the London Stock 
Exchange, rather than a traditional IPO, by fellow 
London-based fintech Wise (formerly Transferwise) 
who secured an $11bn valuation whilst elevating 
London’s reputation as a tech listing destination.

Being home to so many successful fintech 
companies is, according to Janine Hirt, CEO, 
Innovate Finance testament to London’s reputation 

as a place where entrepreneurs can build and 
scale their operations. “The capital has a historical 
pedigree in financial services, and has built an 
ecosystem with a diverse talent pool, access to 
leading academic institutions, as well as strong 
support from regulators and government – all of 
it together creating an environment that allows 
fintechs to thrive.”

The UK boasts 17 fintech unicorns (with $1bn+ 
valuations), including neobank, Starling who 
achieved unicorn status after its latest funding 
round took its value over £1bn and chief corporate 
affairs officer, Alexandra Frean believes the latest 
figures from Innovate Finance show there’s an 
appetite among international investors to fund high-
growth, innovative firms who have flocked to the 
capital.

“Silicon Valley is all about technology. New York is 
all about finance. London, uniquely, has both. In 
addition, we have a regulatory environment in the 
UK that is very forward thinking,” Frean says. “In 
the UK our regulatory sandboxes have played an 
important role.  For example, the Financial Conduct 
Authority’s regulatory sandbox allows businesses to 
test innovative propositions in the market, with real 
consumers.”

“London’s success,” concurs Salovaara, ” is based 
on a regulatory framework designed to foster 
innovation and the fact that tech pioneers from 

Mikko Salovaara, CFO, Revolut
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around the globe know they can find and attract the 
best talent here.”

Navigating Brexit
Although London is developing a critical mass 
of talent and fintech-focused investors, Kebbie 
Sebastian, managing director of financial technology 
consultancy, Penser is less bouyant about Brexit. 
”Dublin, Amsterdam and Berlin are all increasingly 
good alternatives to London with the benefit of 
access to European markets, which was not the case 
before Brexit.” 

Failure to strike an equivalence deal and the loss 
of passporting rights brings challenges to the City 
of London’s post-Brexit future. Fintechs wishing to 
serve European customers now need to establish 
an EU presence, including Revolut, who opened an 
office in Vilnius, Lithuania to continue providing 
retail services to its European customers. 

“Brexit did bring uncertainty, but in its wake there 
has been a commitment to accelerate tech visas to 
maintain the flow of talent into London,” remarks 
Salovaara, who believes Covid has been a greater 

hurdle in disrupting people’s willingness to make 
the decision to relocate globally. “Many companies 
(Revolut included) quickly and successfully 
transitioned to the large majority of their workforce 
working flexibly from remote locations with no loss 
of efficiency – and with upsides in colleagues’ work-
life balance. In one way that is a huge opportunity 
for London in being able to recruit even non-mobile 
talent from anywhere in the world while still being a 
sufficiently attractive world capital that people want 
to come here.”

Matthew Jones, managing director of VC firm 
Anthemis also cites talent as a key Brexit challenge 
for fintechs. “London does a lot of the hard work 
in attracting talent to the UK. It is a magnificent, 
diverse and global city that people of many ages 
and backgrounds want to both visit and live in. We 
need to make sure that our post-Brexit immigration 
system reflects the kind of talent that London 
(and the UK more broadly) wants, or – put another 
way – does not deter people who have so much to 
contribute to our tech ecosystem.”

Whilst welcoming the Government’s implementation 
of the scale-up visa scheme, Hirt highlights the need 
to retrain and upskill homegrown talent. As part of a 
UK initiative to train up 100,000 software engineers 

“London is home 
to 3,018 fintech 
companies – more 
than any other city 
in the world. As 
coronavirus has 
driven the accelerated 
adoption of fintech 
products and services, 
London is well placed 
to take advantage of 
growth areas.”

Janine Hirt, CEO, Innovate Finance
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by the end of the decade 01 Founders recently 
launched a free two-year coding school in London 
that offers students a guaranteed job at a top tech 
firm.

The Kalifa Review of UK Fintech, led by former 
Worldpay CEO Ron Kalifa, was published in February 
at the behest of the Chancellor of the Exchequer, 
Rishi Sunak to provide a roadmap for the future of 
UK fintech.

“The Kalifa Review set out a vision and strategy of 
how the private and public sector can collaborate to 
ensure the UK retains its position as a global leader 
in fintech,” explains Hirt. “Changing the way we 
regulate the sector will be key to our future success, 
and we must ensure fintech companies can scale 
effectively and responsibly in the UK. For example, 
it is important that the Government implement 
the capital and investment recommendations as 
outlined in the review to attract more fintechs to go 
public in the UK rather than abroad.”

Alongside regulation, Hirt says the UK needs to build 
on and strengthen its international links – sharing 
expertise on the creation of international standards 
and protocols, as well as providing UK based 
fintechs with the support they need to expand into 
new markets and grow their companies abroad.
Fintech bridge agreements between the UK and 
Australia, Hong Kong, Singapore, China, and South 
Korea promise cross-collaboration on a global stage, 
which will cement London’s position as a fintech 
capital and give the UK a say on fintech regulations. 
“Brexit has given the UK the opportunity to 
influence global regulation and to strengthen 
London’s position as a global fintech centre. It’s up 
to the UK to capitalise on this,” insists Frean

Building for the Future
Whilst noting the hurdles Brexit has presented 
fintechs Hirt also sees opportunities to stand out 
from the crowd and create a global identity post 
Brexit. “We now have the autonomy to implement 



The Digital Banker | Q3 2021   9

our own regulatory framework, enabling us to 
protect the consumer while allowing innovation 
to continue to thrive. This means we’re able to 
ensure we create the right conditions for fintechs 
to innovate and grow, especially in emerging 
technologies such as decentralised finance, and it 
also enables us to build on our strengths and stay 
ahead of the curve, particularly in areas like open 
banking and open finance.”

London is home to 3,018 fintech companies – more 
than any other city in the world. As coronavirus has 
driven the accelerated adoption of fintech products 
and services, Sebastian says London is well placed 
to take advantage of growth areas, such as, buy 
now pay later, payments integrated into software 
services and the digitization of insurance services.

“Insurtech has blossomed in recent years, building 
on London’s existing role as a key global hub 
for insurance that itself developed over the last 
few hundred years,” adds Jones. “The number of 
venture investors actively looking at and investing 
in insurance has increased significantly over the last 
few years. At the same time, insurance companies 
have taken great strides in their adoption of new 
technology and have made considerable progress in 
attracting new talent to their organisations who can, 
in turn, drive change.”

With a thriving community of early stage investors 
in the UK Jones says there are opportunities to 
improve the availability of later stage funding and 
support. “This is part of the rationale for our new 
venture growth fund, Anthemis Insurance Venture 

Matthew Jones, Managing Director, Anthemis

Growth Fund I (AIVG). We’re excited about the 
opportunities available at later stages and look 
forward to helping these companies thrive in the 
UK.”

“Fintech’s recent success in attracting funding at all 
stages,” concludes Salovaara,  “demonstrates that 
London is attracting investors who are willing and 
enthusiastic in their support for market leading 
innovation in financial technology.”
So long as London continues to nurture it’s fintechs, 
investors will continue to fund them – allowing 
fintech to lead the way for the entire UK financial 
services sector.
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The transaction banking landscape is rapidly evolving, with incumbents, new 
entrants, banks, and technology companies vying for a share of the ever-growing 
market. For years, clients have been working with transaction banks to build an 
ideal treasury management system. More recently, they had also started working 
to improve liquidity and financing options in response to a slowdown in economic 
activity.

Goldman Sachs TxB: Building a 
Smarter Treasury for the Future

In a similar vein, many corporate treasury 
clients have also expressed how their current 
transaction banking providers weren’t meeting 
their needs. Goldman Sachs embarked 
on a two-year journey to build a modern 
transaction banking platform. In June 2020, it 
launched Goldman Sachs Transaction Banking 
(TxB).

The mission of Goldman Sachs TxB is simple: to 
provide a global transaction banking platform 
that is nimble, secure, and easy for clients to use 
and for partners to connect to. Built from a clean 
sheet, the cloud-based digital platform aims to 
help corporates build a treasury of the future 
and empower software partners to enhance their 
offerings.

Image: max.ku / Shutterstock.com
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In developing the platform, Goldman Sachs focused 
on user experience, placing end-users at the centre 
of all processes and solution development. The 
bank didn’t use conventional practices that rely 
on assumptions and perceptions. The result was 
an intuitive user experience and a completely 
seamless digital process that corporate clients had 
never experienced before. 

“Because the Goldman Sachs Transaction Banking 
platform was built from scratch, it took customer 
feedback into account from the start, allowing the 
bank to put its clients’ needs at every step of its 
development. As such, the customer experience 
strategy was formed without the burdens of any 
legacy technology or limitations. This has given 
Goldman Sachs an extraordinary opportunity to 
build the ideal customer experience and journey 
for its clients,” said Nirav Patel, Managing Director 
at The Digital Banker during the awards ceremony.

A Treasury of the Future
Goldman Sachs TxB offers corporate clients 
liquidity solutions, domestic and global payments, 
escrow services, and banking-as-a-service 
solutions. With this offering comes a complete end-
to-end user experience and client user interface 
(UI) that’s modern and up to par with consumer-
grade UI. Some of the key elements of the platform 
include: 

Human-Centred Design
For most traditional banks that offer transaction 
banking services, upgrading the user interface is 
a cumbersome exercise. They usually involve the 
integration of different systems that are pieced 
together over the years. The collection of different 
systems that aren’t interconnected, in turn, affects 
the overall experience of clients, who had to deal 
with clunky screens and different systems.

Goldman Sachs’ decision to involve the end-user 
from the very beginning to the very end of its 
development process truly made a difference. 
They call it “Human-centred design”, a principle 
that places people, specifically end-users, at the 
centre of all processes and exploring and creating 
solutions for them. 

“The mission of 
Goldman Sachs TxB 
is simple: to provide 
a global transaction 
banking platform that 
is nimble, secure, and 
easy for clients to use 
and for partners to 
connect to.”
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Digital Account Opening & Onboarding
It is not a secret that opening new corporate 
bank accounts can be burdensome and lengthy, 
sometimes taking up to 120 days. Goldman 
Sachs has replaced this laborious process with 
a digital lobby – a portal dedicated to digital 
account opening, where clients can view required 
documents, upload, and track onboarding progress. 
And because its systems talk with each other, this 
streamlined onboarding process drives efficiency, 
allowing the Bank to open accounts in as little as 10 
minutes and onboard clients in one to two days on 
average1.

Fully Integrated End-to-End Customer Experience
Building from scratch has also allowed Goldman 
Sachs to design an end-to-end customer experience 
that is fully integrated. Its entire product suite, 
including all liquidity and payments products, are 
interconnected, which means the Bank can provide 
complete data and analytics to its clients, giving 
them a full view of their accounts and activities.

In addition to enhanced customer experience, 
Goldman Sachs has also made it possible for 
treasury teams to access their TxB accounts with 
mobile soft tokens and multi-factor authentication. 

Its digital login is a push authentication via 
smartphone, eliminating the need for hard tokens. 
With a smartphone and computer, the multi-factor 
authentication is activated – an easy and seamless 
experience that has transformed accessing a 
corporate bank account.

“The customer 
experience strategy 
was formed without 
the burdens of any 
legacy technology. This 
has given Goldman 
Sachs an extraordinary 
opportunity to build 
the ideal customer 
experience and journey 
for its clients.”

1 Subject to the receipt of all necessary KYC documents
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Absa: Reinventing customer 
experience through cutting-edge 
technology

Being relevant to customers entails offering effective, efficient, and value-adding 
services in a highly competitive environment.  Customer satisfaction indicators are key 
distinguishers that set organisations apart, across all customer touchpoints, including 
call centres and physical branches. Constantly enhancing the customer experience, 
therefore, has been a distinct priority of Absa bank.

Gaining momentum on the customer satisfaction 
front involved a deliberate drilling down into the 
detail of where potential gaps existed.  In this, Absa 
noticed lower than expected service levels, with 
customer support teams spending valuable time 
solving basic queries, hindering the ability to offer 
more value-adding services. They found that 27% 
of branch transactions could have been performed 
online and/or via digital channels; 51% of branch 
transactions that could be performed online, were 
initiated by digitally registered clients and; 40% of 
the top 10 non-empathetic call centre queries were 
related to navigation challenges on digital channels. 
 
To turn the situation around, Absa resolved 
to create a new omnichannel solution, using 
conversational AI virtual assistants that seamlessly 
integrate banking into customers’ lives, making 
banking simpler and more convenient for them 

while reducing the load on call centre personnel 
and branch channels. Thus, Abby, Absa’s Virtual 
Assistant was born. 

“Abby uses cutting-edge technology to help 
customers most efficiently and effectively. Absa’s 
approach has been to simplify its operations 
and improve customer experience and digital 
engagement in a meaningful way,” said Nirav Patel, 
Managing Director at The Digital Banker during the 
awards ceremony.

A Unified AI Roadmap 
Abby forms part of Absa’s broader strategic plan to 
consolidate its AI efforts toward a unified roadmap 
using a single architecture. 

Conversational AI is a form of artificial intelligence 
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that can simulate a conversation with a user in 
natural language (through voice and/or text). Users 
can then interact with the virtual assistant through 
smart devices, websites, or messaging applications. 
These Intelligent Virtual Assistants (IVR), can 
be designed to answer numerous questions, 
continuously learn and be available 24/7, using 
Natural Language Processing (NLP) to understand 
intent and maintain context. The use of Machine 
Learning (ML) helps create a learning model and 
it is this model that leads to one of the major 
benefits of virtual assistants: automation. “Using 
this technology, Abby will embody our philosophy 
of creating digital experiences with a human touch,” 
said Riaz Patel, AI Chatbot Programme Lead, at Absa 
Retail and Business Bank. 

As a result of this initiative, Absa envisages that key 
metrics will be met in servicing its customers.  These 
include deflection of up to 40% of the top 10 non-

empathetic calls from the call centre to the virtual 
assistant, 20% reduction in branch transactions 
that can be performed online, reengineering of 
identified journeys and processes with a digital-first 
mindset, and development of a data architecture 
that includes machine learning and feedback loops 
to enhance its knowledge base as the platform 
matures. “We see Abby as a new Absa employee, 
provided the great service that customers expect 
from their Absa human agents,” said Subash 
Sharma, Head of Digital at Absa Retail and Business 
Bank. 

AI-powered Facial Recognition
Over the years, Absa’s customers have significantly 
increased their use of digital channels and Absa has 
consistently delivered the gold standard in helping 
customers bank safely and conveniently on its 
digital platforms. As a case in point, Absa was one of 

Image: yoamod / Shutterstock.com

“Absa has resolved 
to create a new 
omnichannel solution, 
using conversational 
AI virtual assistants 
that seamlessly 
integrate banking 
into customer’s lives, 
making banking 
simpler and more 
convenient.”
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the first banks to offer fingerprint biometrics in the 
market and more recently, rolled out multi-factor 
authentication. 

With the latest facial biometric feature, Absa further 
cements its place as South Africa’s #1 bank for safe 
and secure digital banking. The AI-powered facial 
recognition technology, a feat of innovation in the 
market, has the capability to better verify a facial 
scan with its liveness detection ability. This means 
fraudsters will not be able to use a photo or a mask 
to pass a verification or authentication check. 

In addition to the enhanced layer of security, safer 
authentication and reduced exposure to digital 
fraud, the AI-powered facial biometric feature offers 
customers a simpler banking onboarding journey 
and increased convenience.  

Now, customers no longer need to remember a 
string of logon credentials nor visit a branch when 
linking devices or when opening new accounts.  
With this feature, Absa is expecting to see an uptake 
of its digital channels, reduction in fraud incidents 
and a reduction in overall call centre and branch 
traffic.

“Absa has launched a market-first digital fraud 
warranty for customers who bank using our banking 
app – signalling our confidence in the security of our 
app as the safest way to bank,” said Christine Wu, 
Managing Executive: Customer Value Management 
at Absa Retail and Business Bank.

“The AI-powered 
facial recognition 
technology has the 
capability to better 
verify a facial scan by 
detecting liveliness. 
This means fraudsters 
will not be able to use 
a photo or a mask to 
pass a verification 
check.”
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HSBC Singapore: Customer 
experience begins with a change
in mindset

It was once said that a brand is defined by the customer’s experience. HSBC Singapore 
understands this and believes that a shift in mindset is crucial to move the needle in a 
meaningful way.

When HSBC Singapore embarked on a journey 
that led to its customer insight initiative, it had to 
think differently about the way it positioned itself in 
Singapore, and beyond. 

As Singapore grows in importance in Asia and the 
world as an international wealth hub, HSBC was 

well-poised to capture this growth. But to achieve 
this, the Bank needed to find a clear, unique 
positioning that resonates well with the wealthy 
consumer in Singapore. 
 
This led the Bank to look inward to Singapore’s 
achievements and tensions. Singapore has always 
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been home to many pioneers in the region. The 
first generation of Singaporeans boldly took 
risks to lead the country’s successful growth, but 
they are now ageing. They created a prosperous 
country, but now, there is an emerging generation 
with a different set of values. 

Whilst Singapore is uniquely placed to enjoy 
another generation of prosperity, it cannot 
rest on its laurels and settle for the status quo. 
The next-generation pioneers, those who are 
internationalists at their core but willing to take 
risks and are tenacious changemakers, helped 
shape the tone of what would become HSBC 
Singapore’s flagship brand campaign, “Why stop 
here?”. 

Just recently, this brand campaign, along with 
a slew of customer experience initiatives made 
HSBC Singapore among the top winners at the 
Digital CX Awards 2021 organised by The Digital 
Banker. Among the awards received are: 

• Best Customer Insights Initiative
• Best Digital CX - Account Opening and Customer 

Onboarding
• Best Digital CX - Account Opening and Customer 

Onboarding (Wealth Management)
• Outstanding Digital CX - Mortgage Product
• Outstanding Innovation in Digital CX - Equities

“HSBC always strives to be in a position to meet 
the expectations of its internationally-minded 
customers while delivering efficiencies in its 
processes and effectiveness in its communications. 
HSBC Singapore is a true champion of its 
customers,” said Nirav Patel, Managing Director at 
The Digital Banker during the awards ceremony.

“Why stop here?”
Launched internally to employees and staff in Q3 
2020 and externally to the markets in Q4 2020, the 
‘Why stop here?’ campaign unleashes the pioneering 
spirit of Singapore for the next generation. 

“Unless the internal 
stakeholders 
understood what the 
brand really stands 
for, it is unlikely that 
they will be able to 
deliver the customer 
experience required to 
drive things forward.”
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“HSBC has successfully 
positioned itself as 
a market leader 
that meets the 
expectations of its 
internationally-
minded customers. ”

Alice Fok, Head of Customer, International and 
Marketing, HSBC Bank (Singapore), shares: “Through 
this brand message, we want to convey that in 
a constantly changing world, the path to future 
prosperity is through applying a growth mindset 
and always looking for ways to improve. With a 
focus on appealing to internationally oriented 
members of society and customers, WSH is a 
provocation to inspire aspiring change-makers to 
break out of their comfort zones by turning their 
greatest achievements into challenges starting with 
a simple question: ‘Why stop here?’.”

One key focus of contextualising the brand from a 
Singapore perspective was to drive it from the inside 
out. Unless the internal stakeholders understood 
what the brand really stands for, it is unlikely that 
they will be able to deliver the customer experience 
required to drive the Bank forward in this extremely 
tumultuous environment. 

The ideas for launching internally were developed 
through a series of co-creation sessions that include 
surveys, CEO town halls, business leader town 

halls, staff conversations with HR, external learning 
sessions with the best players in the industry and 
staff contests.
 
To get people to adopt the ‘Why stop here?’ 
mentality, digital assets such as unified LinkedIn 
cover photos, LinkedIn profile icons, email 
signatures with the sign off ‘I am a changemaker’, 
and others were used to great success. 

With a multi-funnel communications approach 
and constant surveying, the ‘Why stop here?’ 
campaign exceeded targets during interim 
results. The campaign reached 85% of globally-
minded individuals in Singapore, beating industry 
benchmarks and a 4.3% brand lift. The Bank also 
successfully inspired 88% of its employees through 
this new brand platform.

Outstanding Digital Customer 
Onboarding 
Customer onboarding is one of the areas that HSBC 
continues to improve through digital innovation. 
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“HSBC has successfully 
positioned itself as 
a market leader 
that meets the 
expectations of its 
internationally-
minded customers.”

It recently redesigned its digital international 
customer onboarding journey where it now allows 
HSBC Hong Kong customers to open a Singapore 
account seamlessly from the comfort of their 
home.  

Soft launched in Feb 2021, the redesigned process 
eliminates the difficulty existing customers in Hong 
Kong face in opening an account in Singapore due 
to the manual nature of the process.  Additionally, 
as it reuses all the information HSBC already have 
on file for its existing customers, all the main 
checks are automated once the application has 
been submitted.  

An existing Hong Kong customer can self-initiate 
an application using their Hong Kong Internet 
credentials and can complete their application for 
a Singapore Everyday Global Account in 15 minutes 
– a process that used to take up to a month 
previously. 

The launch of the new onboarding journey has 
addressed the biggest pain points of its Hong Kong 

customers while delivering operational efficiencies 
in both HSBC Singapore and HSBC Hong Kong 
offices. 

In developing its new digital international customer 
onboarding journey with straight-through-
processing, HSBC has successfully positioned itself 
as a market leader that meets the expectations of 
its internationally-minded customers.  
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How the Climate Change Agenda 
Impacts Banking

The Intergovernmental Panel on Climate Change (IPCC), a United Nations body, recently 
released a report on the latest science surrounding global warming, and it has some 
profound implications for the future of humanity. From rising sea levels to increasingly 
extreme weather, climate change has far-reaching impacts that leave few areas 
untouched, so the banking industry needs to start paying attention.

While the link between the climate and financial 
institutions isn’t as obvious as other industries, 
like car manufacturing or tourism, banking will 
nonetheless be affected by environmental change. 
Anyone working in the sector should ensure they’re 
up to date with the main takeaways from the report 
and the implications for banks.

The Latest Report on Climate
Known as the Sixth Assessment, the report has 
revealed many unsurprising findings: climate 
change is real, humans are the culprits, and the 
world needs to act fast to avoid the most severe 
consequences. Yet the takeaways for how the world 
should react differ slightly from earlier assessments 
and show there is still time to prevent the most dire 
outcome.

There’s some positive news. The IPCC believes it’s 
still possible to stop the global temperature from 
rising more than 1.5°C (which it’s set to reach 
by 2040 at the latest). If the temperature does 
go above this level, the globe’s future will look 
significantly more catastrophic. 

Methane was found to be responsible for around 
0.3°C of the 1.1°C temperature rise the world 
has undergone already, so the gas will have to be 
targeted more carefully in future initiatives. 

Yet, no matter what is done to curb emissions, 
it seems that sea levels will continue to rise — 
perhaps increasing two meters by the end of this 
century and five meters by 2150 (using the most 
pessimistic estimates). Even if the world were to 
emit net-zero emissions tomorrow, this process 

“By 2050, around 70% 
of the global economy 
must meet net-zero 
goals.”
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would still continue, albeit in a less extreme fashion. 

Other negative consequences of the rising global 
temperature are increased rainfall and extreme 
weather incidents happening more frequently. 

Net Zero Goals 2030 and 2050
To prevent global warming from altering the way 
society and the world function, it’s essential to 
stop the global temperature from increasing by 
more than 1.5°C. This would require immediate 
and dramatic action, which would be difficult yet 
possible. 

For this to be possible, emissions must be halved by 
2030. A ban on petrol and diesel cars will be a huge 
part of this, and reversing nature loss will also be 
important.

By 2050, around 70% of the global economy must 
meet net-zero goals. If this target isn’t met, it would 
only take a few years for the global temperature to 
go above the “safe” level and change our way of life 
forever, killing many people in the process.

The stakes couldn’t be any higher. But how will the 

changes that need to be made affect corporations 
and financial institutions?

How the goals will affect the banking 
industry
To mitigate the effects of climate change and 
achieve the net-zero goals, both corporations and 
industries will have to participate. For corporations, 
this means changing how they do business — and 
banks aren’t exempt from responsibility.

Although the impact on the industry is far from 
certain, a few areas to look out for include ESG, 
divestment, data use, and upcoming regulation.

ESG
It’s no secret that sustainable investments have 
grown in popularity over recent years, and 
ESG could play a crucial role in the ecological 
transition. Especially areas like renewable energy, 
transportation, carbon capture, and ecological 
agriculture. 

Therefore, banks have an important role in guiding 
their customers from investment opportunities that 
hurt the planet to those that help it. 
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This might sound less helpful than cutting down 
on emissions directly, but evidence actually 
suggests that providing finance to environmentally 
sustainable ventures is 27 times more effective 
at reducing emissions than taking fewer flights or 
going vegan. Banks shouldn’t forget this.

Divestment
In addition to promoting the right kinds of 
investments, banks would do well to pull their 
money out of harmful industries such as fossil fuels.

Banks provide significant funding to many 
companies, so changing their business model to 
be more ethical would make a big difference to the 
world and help them keep credibility.

Using data
Banks possess a significant amount of data on the 
choices and lifestyles of their customers based on 
their purchases. While this is generally viewed as 
negative by the public, there’s potential to use this 
information for good.

Specifically, banks could use what they know to 
provide individuals with tailored recommendations 
for sustainable purchasing options or content that 
educates them on how to change their consumption 
habits.

It might not be the conventional role expected of a 
bank, but a lot about the world will have to change 

as everyone pulls out all the stops to prevent 
excessive global warming.

Upcoming regulation
Regardless of what individual institutions decide to 
do in light of the net-zero goals, it’s only a matter of 
time until governments pass new regulations that 
will affect the industry. 

For instance, the European Union began its 
European Green Deal in 2018, with various 
implications for banks. The Sustainable Finance 
Taxonomy Regulation of 2020 was passed to help 
businesses assess whether economic activities 
are sustainable, while the Non-Financial Reporting 
Directive will demand disclosure of the sustainability 
of corporate activities. 

Similarly, the UK released a Green Finance Strategy 
in 2019, which will require its banks to report the 
financial information related to finance from 2025 
(with most aspects of the legislation happening 
before then).

In the end, the finance world will face a choice: 
to embrace the race to reduce emissions 
wholeheartedly and lead the revolution, or to take 
a back seat and wait for governments to force their 
hand. 

Change is coming and no corporation can escape 
it, no matter how powerful or how seemingly 
insignificant.

“Banks provide 
significant funding 
to many companies, 
so changing their 
business model to be 
more ethical would 
make a big difference 
to the world.”
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IDFC First Bank prides itself for being a new-age bank with an in-depth focus on digital 
banking solutions, an assertion that any industry observer will find hard to dispute. 
IDFC’s ethos is to assist customers in managing wealth effectively while offering a more 
personalized and relationship-driven approach to wealth management.

IDFC puts customers first with a 
digital-led approach to wealth 
management

IDFC has empowered its customers so much, to the 
extent that the number of transactions that require 
a personal visit to the branch is almost negligible. 
Its latest and most updated website and banking 
app launched recently aims to be a one-stop 
solution for all its customers’ financial and banking 
requirements. The Bank has automated and 
simplified the customer journey – from transactions 

such as account opening to loan applications and 
servicing needs. Most recently, it has also added a 
WhatsApp banking feature that delighted many of 
its customers. 

For these reasons, it is only fitting that IDFC First 
Bank was awarded Excellence in User Experience – 
Website and Best Wealth Management Provider for 

“IDFC’s banking app relies 
heavily on its propriety 
Hyper-Personalisation 
Engine (HPE), a powerful, 
state-of-the-art technology 
that studies customer 
behaviour and provides 
personalised advice on 
investment instruments.” 
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Digital CX at the Digital CX Awards 2021 organised 
by The Digital Banker. 

“As a bank, IDFC’s approach is to keep banking 
simple, easy-to-know and easy-to-understand. It 
enables people to save, borrow, invest, grow, and 
protect their wealth through a service characterized 
by digitization, personalization and customer-
centricity,” said Nirav Patel, Managing Director at 
The Digital Banker during the awards ceremony.

Best-in-class innovation and hyper-
personalisation 
IDFC’s banking app relies heavily on its propriety 
Hyper-Personalisation Engine (HPE), a powerful, 
state-of-the-art technology that studies customer 
behaviour and provides advice on investment 
instruments tailored to the individual’s unique 
preferences and behaviour patterns. The 
recommendation is calculated based on various 

attributes such as risk profile, spending patterns, 
income group and other relevant characteristics of 
the customer. 

This proprietary engine also helps IDFC extend 
personalized investment opportunities to its 
customers based on their risk-taking appetite and 
existing portfolio. It helps the customer maintain an 
optimal debt-equity ratio of their investment in real-
time. This means that if the portfolio of a customer 
is underperforming, the system automatically 
provides the customer with alternative solutions. 
Thus, it functions as a virtual relationship manager.

One of the most popular features of IDFC’s digital 
platform is the Portfolio Rebalancing feature where 
the system helps intelligently analyse portfolios 
based on risk and performance and optimises 
the portfolio based on the customer’s desired 
risk-reward level. In case the portfolio deviates 
from the user’s defined risk appetite, the system 

Image: Pavel Kapysh / Shutterstock.com
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automatically triggers a notification to the user 
suggesting alternative relevant instruments to 
rebalance their portfolio. 
 
The system also uses machine learning and 
feedback to analyse customer needs and identify 
a potential opportunity so clients can leverage the 
insurance product spread of the bank. Based on 
their spending on things such as medicals bills, 
pharmacy or children’s expenditures, the system 
guides clients to products that will help them save 
and plan finances better for future stability.

Relentless focus on the customer 
journey 
IDFC is known as the people’s bank, whose 
customers are mainly salaried workers, self-
employed individuals, small businesses and 
micro-enterprises, with a specific emphasis on the 
underserved and first-time borrowers. As such, the 
benefits accrued in implementing a robust digital 
platform goes beyond delighting its customers, 
it also allows the Bank to optimise its revenue 
potentials. 

For example, IDFC now has a much deeper 
understanding of its customers. The quantum 

of data available and the analysis conducted on 
behavioural patterns by identifying key client 
influencing variables and decision tree modelling 
techniques, allows IDFC to have an in-depth 
understanding of customer DNA. This rich data has 
proven to be an invaluable asset for the bank as 
they develop new products and introduce digital 
innovations. 

Moreover, the digital platform enabled IDFC to 
overcome the challenge of opening and operating 
new branches. The digital onboarding of customers 
has ensured that even customers with no physical 
branches within his/her vicinity can still be a part 
of its customer base, thereby giving IDFC an almost 
unlimited market reach. 

“As a bank, IDFC’s 
approach is to keep 
banking simple, easy-
to-know and easy-to-
understand.”
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The 3 Principles that Make 
ING Philippines a Customer 
Experience Leader 

The Philippines is one of the fastest-growing economies in Asia. Given its young and 
highly digital population, banking in the country is still largely ‘traditional’, with 
the majority of the banking services being done mostly through branch networks. 
If anything, the current pandemic has only highlighted the importance of the 
accessibility of banking services in the lives of many people.

For ING Philippines, it has also served as an 
opportunity to serve more Filipinos in times of 
uncertainty.  ING Philippines’ customer experience 
philosophy is at the core of everything it does. With 
little to differentiate one bank’s products from 
another, ING Philippines sees that CX is what sets 
it apart. As an important measure of success, the 
Bank lives by these 3 principles: Making banking 
“Remarkably easy”, “Refreshingly smart” and 

“Surprisingly personal” for its customers.

ING’s retail bank has been a trailblazer by being 
the first all-digital bank in the Philippines since its 
launch in 2018. This frictionless banking model 
enabled many Filipinos to open a bank account 
at the convenience of their home, safely and 
securely. Onboarding is fully digital, and verification 
of customers is done through facial recognition 

Image: Bjoern Wylezich / Shutterstock.com
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“ING Philippines’ 
customer experience 
philosophy is at the 
core of everything 
it does. With little 
to differentiate one 
bank’s products 
from another, ING 
Philippines sees that 
CX is what sets it 
apart.”

technology, another first in the Philippines.

“From the onboarding process to the use of 
banking app features, ING Philippines’ customers 
can enjoy seamless and frictionless banking 
experience. This outstanding customer experience 
is further enunciated during the pandemic when 
most people were required to stay at home. Being 
fully digital empowered its customers to take 
control of their finances at their convenience and 
safety,” said Nirav Patel, Managing Director at The 
Digital Banker during the awards ceremony.

Philippines’ Best Digital Bank for CX
As the first all-digital bank in the Philippines, 
ING has been able to leverage its strength and 
continue to provide essential banking services to 
its customers – lockdown or no lockdown. 

ING is the first bank to offer a 100% end-to-end 
onboarding of customers via mobile phone. 
Customers can enjoy a fully mobile account 
opening experience with just one government-
issued ID and having multiple digital ways to fund 
the ING accounts using PESONet, InstaPay or 
mobile check deposit in the app. It is also the first 
bank savings product where all the transactions of 
the customers are conducted only through the ING 
mobile app. 

In many ways, Filipinos now have an increased 
awareness of the need to build their savings 
and keep an emergency fund. ING has been 
consistent in highlighting the value of saving 
money and offered very attractive interest rates. 

ING Philippines’ core interest rate for the ING 
Save account is 2.5% per annum while new 
customers enjoy an introductory rate of 4% p.a. 
for 4 months. This comes with no preconditions 
such as minimum maintaining balance, which lets 
everyone earn the high interest regardless of the 
amount they have in their ING Save account. As 
a savings product, there is also no lock-in period 
and customers can withdraw from their savings 
account when they need it. This spelt a win-win as 
this initiative led to the growth of savings deposits 
for ING at a rate faster than pre-pandemic levels. 
In the second half of 2020, ING also rolled out 
the electronic bank statement generation and 
adjustable daily transfer limit features where 
customers can interact with the bank and always 
have full control of their finances via mobile 
phone. 

And then in November of the same year, the 
Bank launched ING Pay to support its customers 
with their daily transaction and banking needs. 
Through this product, customers can easily pay 
their bills through the app. The range of billers 
include utilities, universities, credit cards, and 
even insurance payments. The ING Pay account 
comes with a virtual VISA debit card which 
customers can use safely and securely for online 
shopping and payments. Customers can also 



28   The Digital Banker | Q3 2021

request for an ING Pay physical VISA debit card 
which they can use to withdraw at any local ATMs 
free of charge, and pay for in-store purchases.

With 24/7 customer support via in-app live chat or 
FB Messenger, customers are assured that ING is 
there to assist or answer any queries at any time of 
day.

ING Digital Banking App
Opening an account with ING is simple, fast, and 
secured. Customers just need to download the app 
via Google Play or Apple App Store, then follow 
the simple instructions on opening an account. 
Unlike traditional bank account opening processes, 
onboarding with ING Philippines is 100% paperless. 
All its customers need to do is submit their proof of 
address and identity through the mobile app. 

For verification, all customers go through the facial 
verification requirement, in which the Bank ensures 
that the person in the ID they submitted is the same 
as the person who is opening the account. This 
greatly improves customer service as it eliminates 
the need to wait for a video call or to go to the bank 
branch just to verify identity. In terms of security, 
customers can easily log in to their accounts via 
fingerprint or Face ID. 

The digital banking app has been well-received by 
ING’s customers. Currently, the app is highly rated 
both on Google Play Store (4.5/5) and Apple App 

Store (4.5/5), a testament to its customers’ positive 
experience of the app. 

As efficient financial management is quickly 
becoming an integral part of the daily lives of many 
Filipinos, The ING Digital Banking app continues 
to offer a frictionless banking experience. With no 
maintaining balance needed, and fewer documents 
required, in under 10 minutes, anyone can start 
banking with ING. As such, it is no wonder that 
in a span of four years, ING Philippines is already 
recognized both locally and globally for its 
innovation and customer experience. 

“ING Philippines’ 
outstanding customer 
experience is further 
enunciated during the 
pandemic. Being fully 
digital empowered 
its customers to 
take control of their 
finances at their 
convenience and 
safety.”
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HSBC Malaysia: Exemplifying 
sustainable banking that makes a 
difference

Many high-flying organisations recognise that economic growth must be sustainable 
to achieve long-term success. Sustainability is no longer just a buzzword. It is a core 
strategy to attain financial performance while making a positive impact on society 
and the environment. HSBC Malaysia’s new ESG charity feature makes a strong case 
for this argument.

In December 2020, HSBC Amanah became the 
first Islamic international bank in Malaysia to link 

a charity feature with credit cards made from 85% 
recycled plastic. 
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With the ESG charity feature, for every donation 
made by cardholders on their HSBC Amanah credit 
cards, HSBC will donate 1 per cent of the charity 
spend to selected local charities or non-profit 
organisations. The ESG charity credit card feature 
currently benefits four local charitable organisations 
namely, Global Environment Centre, Yayasan Chow 
Kit, Pintar Foundation and Pertiwi Soup Kitchen.

On top of its ESG initiatives, HSBC Malaysia has 
also embarked on a meaningful transformation 
of its customer contact support infrastructure by 
introducing its Interactive Voice Response (IVR) 
technology that aims to make phone banking safer, 
easier, and simpler for its customers. This came at 
a time when Movement Control Order (MCO) was 
in place in Malaysia and staying connected with its 
customers becomes more imperative. 

These seemingly simple, yet important initiatives 
make HSBC Malaysia deserving of the awards, 
Outstanding Innovation in Digital CX in Product 
or Service - Islamic Banking and Highly Acclaimed, 
Outstanding Customer Experience - Contact Centre” 
at the Digital CX Awards 2021 organised by The 
Digital Banker. 

“HSBC Malaysia is committed to its ongoing journey 
to enhance its digital innovation and features to 
provide a more convenient and seamless banking 
experience to its customers. The international 

bank’s vision to create a safe and convenient bank 
in a pocket for its customers that can be accessed 
any-time, anywhere is further advanced by HSBC 
Malaysia’s strong commitment to the values 
of sustainability and charity,” said Nirav Patel, 
Managing Director at The Digital Banker during the 
awards ceremony.

Charity as a Credit Card Proposition 
In  addition to the Amanah credit card’s new ESG 
feature, HSBC Malaysia partnered with Incitement, 
a social enterprise in corporate sustainability, 
to customise a dedicated online platform to 
promote local charities supported by the Bank. 

“HSBC Amanah is 
the first Islamic 
international bank 
in Malaysia to link a 
charity feature with 
credit cards made 
from 85% recycled 
plastic.”
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“Voice ID is a voice 
biometrics technology 
that enables 
customers to skip 
TPINs or security 
questions.”

The platform  provides  these charity partners to 
promote the various causes that need support. To 
ensure transparency, an impact report showing the 
complete breakdown of donations is shared among 
customers to keep them well-informed about their 
contributions. With this, it effectively turns charity 
into a strong credit card proposition. 

On top of that, HSBC Malaysia expects to reduce 
carbon emissions from its credit card production 
in 2021 and beyond. HSBC Amanah was also the 
first within the HSBC Group to launch credit cards 
made from 85% recycled plastic (rPVC) in January 
2021 with plans for all cards to be made from 100% 
rPVC by end of 2021. The HSBC ESG charity feature, 
recycled plastic credit cards and reduction of carbon 
emissions are all part of HSBC Amanah’s efforts to be 
HSBC Group’s first sustainable banking entity by the 
end of 2022. 

Safer, Easier, Simpler Banking
Contact centre customers identification and 
verification (ID&V) is a crucial part of the inbound 
and outbound customer contacts as it helps the Bank 
achieve a fine balance between fraud prevention and 
customer support through virtual manned channels. 
Currently, the preferred inbound telephone 
verification method is telephone PIN (TPIN) on IVRs. 

The problem is when a customer does not have 
a TPIN, and cannot verify on IVR, verification can 
only be done by having the customer answer an 
agreed set of questions, referred to as a verbal 
quiz or memorable security questions. This leads 
to undesirable customer experience as well as 

inefficiencies in contact centre operations. 

To address this challenge, the Bank has implemented 
SMS OTP and Voice ID with Voice Biometrics:  

SMS OTP for Identification and Verification 
The SMS OTP functionality on the IVR allows 
customers to trigger OTP directly to their registered 
mobile number. As such, customers can now connect 
to the contact centre very easily and fulfil their 
requirements mostly through IVR. The result is a 
significant improvement in ASA (Average Speed to 
Answer) and AHT (Average Handling Time).

Voice ID with Voice Biometrics 
Voice ID is a voice biometrics technology that 
enables customers to skip TPINs or security 
questions. Instead, access to phone banking is done 
using a customer’s voice signature. HSBC Malaysia’s 
Voice ID is the first in Malaysia to introduce a two-
tier verification in a single solution, they are: a) 
Vocal Password – a text-dependent passphrase and 
b) Free Speech – a text-independent passphrase.

These technologies have been instrumental in 
enhancing customer experience, especially at a time 
when movement restrictions are in place all over 
Malaysia. The ID&V on IVR has increased to 32%, 
a significant jump from its previous levels of 17% 
before the new technologies were introduced. 

In addition, only 20% of customers who reach 
agents previously were ID&V verified. Now, this 
number has jumped to 51%, which means more 
than half of customers who speak to agents do not 
need to go through manual verification for most 
of their service requests, a nod to HSBC Malaysia’s 
vision of safer, easier, simpler banking.
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The Dawn of Central Bank
Digital Currencies

From the Britcoin to the digital yuan, governments worldwide are considering 
introducing digital currencies. With concerns that criminals could use cryptocurrencies 
like Bitcoin to evade taxes or hide other illicit activities, it makes sense for countries 
to take matters into their own hands by creating something they can control, track, 
and regulate. Could central bank digital currencies (CBDCs) be about to take us into a 
cashless society?

No country has officially launched a CBDC yet, 
so the impact on the global economy remains 
unknown. But it would be unwise to underestimate 
this substantial technological innovation, which 
could potentially change how money moves and 
society operates.

Technology and Control 
Essentially, a Central Bank Digital Currency is 

a digital version of a national currency. 
The concept might sound similar to the 
digital payment options that exist now, like 
debit or credit cards, but CBDCs use an 
electronic record overseen by the country’s 
central bank. This is where they differ from 
cryptocurrencies, too — whereas crypto is 
decentralized and maintained by computer 
networks across the world (known as nodes), 
one central authority controls CBDCs.

“A CBDC combines the 
recording technology 
of cryptocurrencies 
with the powers of the 
government.”
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In other words, a CBDC combines the recording 
technology of cryptocurrencies with the powers of 
the government. 

There are a few reasons for national governments 
to venture into this territory. With private 
cryptocurrencies taking hold already, it makes 
sense for authorities to introduce an alternative 
that they can control to prevent people from taking 
advantage of new technologies to participate in 
illegal activities. 

CBDCs also offer a few inherent advantages, such 
as low transaction costs and easy access to money 
without holding a bank account. 

Are they the solution the world has been waiting for 
to enter a cashless society?

According to the Atlantic Council, 83 countries have 
taken some level of action to introduce a digital 
currency, with 14 nations in the pilot stage and 16 in 
the development phase.

The Central Bank of England was the first national 
bank to pioneer the idea with the Britcoin, but many 
other nations have followed since then.

The first and only CBDC to be widely available for 
public use comes from a group of Caribbean nations 
consisting of Saint Kitts and Nevis, Antigua and 
Barbuda, Saint Lucia, Grenada, and the Bahamas. 
The Eastern Caribbean Central Bank ran a test pilot 
of the CBDC, known as DCash, back in April 2021. 

However, this is unlikely to impact the balance of 
powers and the global economy to the same extent 
as a high-GDP nation launching a digital currency.

Among the global superpowers, China is leading the 
way. Although its CBDC is only in the pilot phase, 
the coin has been used by Chinese residents of 
major cities to test out the possibility.

Meanwhile, the United States lags behind, having 
only recently entered the research stage. 

China: A Case Study
Although China wasn’t the first country to consider a 
CBDC, it seems likely that the nation will be the first 
major economy to put the technology in the hands 
of the public.

The nation first began researching the possibility of 
a CBDC back in 2014 and has since come a long way. 
The digital yuan, also known as the e-CNY, has been 
trialled in both Shenzhen and Beijing for residents 
to use in retailers.

Now, the nation has announced plans to allow 
tourists visiting the Winter Olympics to use the 
digital yuan if they give their passport information 
ahead of time.

It seems that more cities and scenarios are to come, 
but work still needs to be done on improving the 

“Among the global 
superpowers, China 
is leading the way. 
Although its CBDC is 
only in the pilot phase, 
the coin has been used 
by Chinese residents 
of major cities to test 
out the possibility.”
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infrastructure before mainstream use is possible.

Is China’s CBDC a Threat to USD 
Dominance?
The US dollar has been the world’s reserve currency 
for longer than most people can remember, but 
times are changing. Now that China’s economic 
growth has overtaken the United States, fear has set 
in among some Americans that the Chinese yuan 
could become the world’s next dominant currency. 
However, this never quite happened since most 
people are already used to seeing the dollar as the 
default.

Yet with China’s latest plans, the digital yuan could 
change everything. If it becomes the first public 
cryptocurrency, it could become more viable for 
people around the world to use the yuan, therefore 
replacing the power of the dollar. 

According to the deputy governor of the People’s 
Bank of China, the aim of the digital yuan isn’t to 
replace the US dollar. However, given that the 
Chinese government has previously attempted to 
get international organizations to use the yuan 
more, it may be worth treating this with a dose of 
scepticism. 

Overall, the CBDC doesn’t pose much threat to 
the US dollar yet, but China has a clear first-mover 
advantage by being so far ahead of the US in its 
development of a digital token. Who knows what 
could happen a few years down the line?

Challenges Ahead
Regardless of whether China’s CBDC overtakes the 
US dollar one day, there are plenty of question 
marks around the topic of digital currencies.

If every country launches its own digital currency 
without sufficient international coordination, basic 
activities like currency exchange could soon become 
an administrative nightmare (or just downright 
impossible). 

There could also be potential cybersecurity risks — 
the consequences would be dire if someone could 
hack into the centralized digital token system. 

Finally, it would become more difficult for 
governments to track the flow of money across 
borders if people worldwide could make payments 
in the digital tokens of whichever country they 
chose — this would hit the US government 
particularly hard if many people developed a 
preference for the digital yuan.

The world is still in the very early stages of 
cryptocurrencies and Central Bank Digital 
Currencies, so it’s difficult to predict what the future 
could hold. Especially with so many countries 
researching and trialling the new technology.

It seems that the digital yuan still presents a 
minimal legitimate threat to the US dollar at the 
present moment. Yet nobody should underestimate 
the potential of this innovation or how much it 
could shake up the global economy in the future.

“CBDCs also offer a few 
inherent advantages, 
such as low transaction 
costs and easy access 
to money without 
holding a bank 
account.”
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Running a business amidst a pandemic is challenging enough for many companies. 
Add the burden of managing corporate finances at a time when physical interaction is 
reduced to an absolute minimum, and you can realise how this could take a toll on any 
business – big or small.

Qatar Islamic Bank: Excelling in 
end-to-end digital solutions for 
corporate customers

Fortunately, in Qatar, QIB has innovatively reacted 
and implemented a solution that would benefit 
its corporate customers. By offering a convenient, 
trusted and safe way to fulfil their customers’ 
banking needs, QIB has positioned itself to be 
a leader in end-to-end digital solutions that 
companies can rely on. Through the launch of its 
QIB Corporate App, the Bank has enabled both 

large corporations and SME customers to review 
and approve transactions from inside or outside of 
Qatar. 

In 2020, QIB became the only Islamic bank in Qatar, 
and one of the only 2 banks in the country, to 
launch a corporates-only Mobile App, allowing its 
corporate and SME customers to have full control 
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of their accounts and manage their corporate 
banking needs remotely without the need to visit 
any physical branch. 

Because of these strong credentials, no 
wonder QIB has been declared Winner, Best 
Mobile Initiative and Winner, Best Bank for 
Cash Management – Qatar at the recent MEA 
Innovation Awards 2021 organised by The Digital 
Banker. 

“By initiating a slew of corporate digital banking 
initiatives, QIB has positioned itself as a reliable 
partner offering full-fledged digital solutions to its 
corporate customers. For the first time in Qatar, 
corporate and SME customers are now able to 
apply for Shariah-compliant financing digitally 
through a banking App. A laudable achievement 
that deserves widespread recognition,” said Nirav 
Patel, Managing Director at The Digital Banker 
during the awards ceremony. 

“Digital has been an impetus to a wave of 

innovations, both in front-end and back-
end, which has allowed Absa and its regional 
operations to flourish as a leading and digital-
first African financial services group. Inspired 
by the continent and the people it serves, they 
deliver customer experiences that are seamless, 
convenient and safe to use – and for that, they 
truly deserve to win this award,” said Nirav Patel, 
Managing Director at The Digital Banker during 
the awards ceremony. 

Digitisation of Banking Services 
As COVID-19 intensifies around the world, QIB 
has quickly reacted with a smart solution. With a 
special focus on corporate and SME customers, 
QIB has launched the QIB Corporate App as an 
important initiative towards achieving the full 
digitization of its products and services. 

The app was launched with various features 
that many corporate customers find extremely 
useful. One of these features is the ability to 
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view a relationship manager’s contact information. 
Because of certain restrictions imposed by 
authorities with regards to physical interaction, 
the ability to have direct contact with a company’s 
relationship manager becomes even more 
important. In addition, applying for much-needed 
financing becomes easier and faster as corporate 
customers can now do so digitally, thanks to the 

robust features of the app. 

In times of lockdowns and movement restrictions, 
the QIB Corporate Mobile App has allowed the Bank 
to continue servicing its corporate customers, at 
a time when few branches were open and people 
– even employees – were advised to stay at home. 
Moreover, the launch of the Corporate Mobile App 
made it easy for corporate customers to have a fast 
and safe banking experience while fulfilling most 
of their banking needs in the comfort of their own 
homes.

Digitally facilitated Cash Management
Making things even more convenient for its 
corporate customers, QIB has also cemented 
its reputation for providing the most digitally 
facilitated Corporate Cash Management solution in 
Qatar. The Bank has a full suite of digital solution 
for corporate customers that allows them to 
oversee their cash management transactions 
for collection, payment, liquidity and deposit 
management through the QIB Digital Corporate 
Alternate Channel.

“With a special focus 
on corporate and 
SME customers, QIB 
has launched the QIB 
Corporate App as an 
important initiative 
towards achieving the 
full digitization of its 
products and services.”
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 As an example, to facilitate a more secure online 
channel-based payment for corporate customers, 
QIB has improved its CIB payment feature, which 
has become one of the best online payment 
platforms in Qatar. The Bank has also launched a 
host-to-host online payment system integration 
solution where corporate customers can upload 
their payment file directly from their ERP system, 
24/7, without a need for manual intervention.

For crediting salaries, QIB’s online salary payment 
solution for corporate salary payments under the 
government-mandated Wage Protection System 
(WPS) mechanism was also launched by the State 
of Qatar in 2018. Almost 100% of its corporate 
salary payments are processed online using QIB’s 
WPS system. 

And just last year, QIB launched the CDM Deposit 
Card product, which aims to encourage customers 
to deposit cash directly in any QIB Cash deposit 
machines located across Qatar. 

This suite of initiatives has translated to sterling 
results for the Bank. Roughly 90% of corporate 
customer payments are made through digital 
platforms and 25% of customer cheques received 
are through the Remote Deposit Capture tool. 

QIB’s newly launched Corporate Mobile 
App supported this shift online, with 92% of 
customers saying they found the online platform 
easy to use, and 70% saying online is their 
preferred method of banking, according to its 
customer survey. 

“This suite of 
initiatives has 
translated to sterling 
results for the Bank. 
Roughly 90% of 
corporate customer 
payments are made 
through digital 
platforms and 25% of 
customer cheques 
received are through 
the Remote Deposit 
Capture tool.”
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Absa’s innovative approach to 
safe and secure digital banking
in South Africa

Since the outbreak of the Covid-19 pandemic, digitalisation has accelerated at an 
unprecedented pace globally, especially in the financial services sector. Although 
smartphone penetration in the South African market has jumped to over 90% (driven 
by an influx of mid- to low-cost smartphone brands), millions of South Africans still 
rely on branch and ATM channels for their day-to-day banking. This is partly due to 
consumer concerns over digital banking security and the increasing prevalence of 
digital fraud.

But this is now changing, thanks to Absa’s 
breakthrough approach to ensure safety and 
security of its digital banking customers. 

Having been adjudged Winner, Best Transaction 
Bank – South Africa and Highly Acclaimed, 
Best Digital Innovation Initiative in Transaction 

Banking at the recent MEA Innovation Awards 
2021 organised by The Digital Banker, there is no 
question that Absa is a leading innovator in the 
African region. 

“Absa’s newest facial biometrics technology, Absa 
ID, solves customers’ needs for a secure, simple, 
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and reliable digital experience. At present, Absa ID 
enables customers to link their banking app profiles 
to their mobile devices, removing the need to go 
to a branch to verify their identity. Additionally, 
Absa customers avoid any delays on Immediate 
Interbank Payments when using a linked device. 
This is only the beginning - there are more exciting 
enhancements to the customer experience on the 
Absa ID horizon. A true innovator not only in South 
Africa, but around the globe”, said Nirav Patel, 
Managing Director at The Digital Banker during the 
awards ceremony.

Absa ID Facial Biometrics Technology 
It is a well-known fact that that trust and security 
are essential for customers to adopt digital 
technologies, especially digital banking channels. 
According to consumer research, security is one 
of the top 3 drivers of customer satisfaction with 
digital banking platforms. In fact, a digital security 
breach is one of the only reasons why a customer 
would consider switching banks.

Leading international banks have already disrupted 
the security and simplicity of their digital banking 
journeys, from account opening, device linking, 
onboarding all the way through to ongoing usage 
and transaction on the channel. The global leaders 
utilize biometric technology to provide efficient, 
convenient, and secure ways for customers to bank 
across their devices.

In setting itself up on the global playing field, Absa 
launched the Identification and Verification (IDV) 
programme in 2019, with the objective to create 
a standardized and consistent identification, 
verification, and authentication service for its 
customers while reducing fraud. In Q2 2021, Absa 
unveiled its first release of Absa ID facial biometrics 
technology on the Absa Banking App, one of the 
many capabilities that put Absa at the forefront of 
digital security in the banking industry.

The technology is certified by two global, 
independent assessment partners as being of the 
highest standard available, introducing a new gold 
standard for secure digital banking transactions in 
South Africa. The technology is better able to verify 
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a facial scan by detecting liveliness – this means that 
fraudsters cannot use a photo or even a high-quality 
mask to pass a verification or authentication check. 
It also protects against presentation attacks, when 
an attacker attempts to bypass facial biometrics 
checks (for example, by using a picture obtained 
from social media). Finally, the technology protects 
against replay attacks, where an existing video 
stream is replayed to a facial biometric solution 
by an attacker. In future, Absa ID will enable Absa 
to consistently identify, verify, and authenticate a 
customer across all channels and devices.

In keeping with Absa’s values of customer 
obsession, the decision to embark on the Absa ID 
journey was entirely customer-led. The technology 
is very user-friendly and achieved the highest user 
experience score by far during rigorous customer 
testing. Participants stated that the user experience 
was “simple”, “clear” and “trustworthy”. The facial 
scan itself requires very little effort from the user 
and can easily be done while banking on the go. 

In addition to the added security, safer 
authentication and reduced exposure to digital 
fraud, the facial biometric feature will soon 
offer customers a simpler account opening and 
onboarding journey on the Absa Banking App, as 
well as single-sign on capability which removes the 
need to remember complicated login credentials. 
Customers will soon be able to open an account, 
link a new device and reset a forgotten password 
safely and quickly via the Absa Banking App, without 
having to visit a branch. 

Absa has a long history of ingenious solutions that 
benefit its customers. They first offered fingerprint 
biometrics and more recently, rolled out multi-
factor authentication. In addition, Absa is the only 
bank in South Africa to offer a free digital fraud 
warranty, which demonstrates its strong confidence 
in its security capabilities. Indeed, Absa was 
honoured as the Best Bank in Dispute Resolution by 
the South African Ombudsman for Banking Services 
(OBS), noting a 36% decline in OBS complaints in 

“Absa’s newest facial 
biometrics technology, 
Absa ID, solves customers’ 
needs for a secure, 
simple and reliable digital 
experience.”
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“In addition to the 
added security, safer 
authentication and 
reduced exposure 
to digital fraud, the 
facial biometric 
feature will soon offer 
customers a simpler 
account opening and 
onboarding journey.”

2020 vs 2019. This was partly driven by Absa’s 
efforts to maximize digital security and protect 
customers against fraud. The latest facial biometric 
feature further cements Absa’s place as South 
Africa’s #1 bank for safe and secure digital banking. 

KYC and Digital Onboarding 
Excellence
Another priority for Absa is building slick account 
opening and onboarding journeys for new 
customers. In the past, the only place a customer 
could open an Absa Bank Account was in a physical 
Absa branch. Absa has since digitalized the account 
opening process on web and mobile channels, 
leveraging its world-class identification and 
verification technology to simplify and streamline 
the process for customers, wherever they may be. 
Additionally, the customer can choose whether 
they would like Absa to deliver their bank card to 
an address of their choice, or whether to collect the 
card from any Absa branch.

With Absa ID, new customers will soon experience 
an even more seamless digital onboarding journey, 
enabling them to open an account, order a card 
and start transacting on the Absa Banking App, 
all within minutes, simply by downloading the 
Absa Banking App from their app store. Moreover, 
Absa’s branch employees will also assist customers 
to register and start using digital channels via 

the digital onboarding journey in-branch, thereby 
reducing processing times for account opening and 
wait times in the branch.

The Absa ID journey is only beginning. In future, 
Absa ID will redefine all end-to-end journeys 
that require identification and verification of the 
customer, to improve both security and simplicity 
of customers’ digital banking experiences. This 
includes account opening for transactional 
and standalone products, universal credential 
management, omni-channel authentication and 
transaction verifications.
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Running a business amidst a pandemic is challenging enough for many companies. 
Add the burden of managing corporate finances at a time when physical interaction is 
reduced to an absolute minimum, and you can realise how this could take a toll on any 
business – big or small.

Emirates NBD and the Genius of
the Multiplier Effect

This is the very essence of what Emirates NBD, a 
leading bank in the MENAT (Middle East, North 
Africa and Turkey) region,  has been able to achieve 
through its Multiplier Effect Framework, a strategic 
mechanism wherein the organization moves from 
a product-led approach to one that is customer-
led and replete with solutions that squarely meet 
customers’ individual needs. 

The genius behind this idea gained the attention of 

many of its customers as well as industry peers and 
was instrumental in Emirates NBD winning the Best 
CX Business Model award at the Digital CX Awards 
2021 organised by The Digital Banker. 

“Emirates NBD’s Multiplier Effect framework is 
a modern solution to understanding changing 
customers’ needs, predicting their future 
requirements, combining these with revenue 
potential and communicating the next best product 

Image: monticello / Shutterstock.com
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or service through their most preferred channel. 
This revolutionary concept, executed flawlessly, is 
what makes this solution great,” said Nirav Patel, 
Managing Director at The Digital Banker during the 
awards ceremony.

The Multiplier Effect
The Multiplier Effect is an end-to-end framework 
for customer personalisation. The Bank believes 
that it is the next best action strategy for existing 
customers and has been tested on various products 
and segments with successful results. It aims to 
solve three main problems: 

Whom to target?
It focuses on right targeting with propensity 
models across all bank products and actions such 
as acquisition, activation, deepening relationships, 
retention and win back. A good example is a 
customer with a current account can be targeted 
for credit card products based on his product 
propensity while someone who has an existing 
credit card can be offered travel-related spend using 
the deepening model approach. 

What to sell?
It focuses on identifying high revenue-generating 

products and actions for every customer based on 
revenue models and other key financial attributes. 
It marries the propensities with expected revenue 
to maximise profitability. In this case, a customer 
with an equal level of propensities to take up any 
product may be offered a product with higher 
potential revenue, thereby maximising profitability. 

“The Multiplier Effect 
Framework is a 
strategic mechanism 
wherein the 
organization moves 
from a product-led 
approach to one that 
is customer-led and 
replete with solutions 
that squarely meet 
customers’ individual 
needs.”
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How to communicate?
It focuses on effective personalized communication 
with a customer’s preferred channel. This 
approach helps maximize conversions, reduce 
customer fatigue from an onslaught of marketing 
communications and overall helps lower costs. By 
assessing the most optimal channel effectiveness 
across products, actions and customer segments, 
it creates a more unified approach to customer 
communication. 

To be fair, many banks use propensity models, 
revenue models and channel strategies. The 
problem is many of them operate in silos. Emirates 
NBDs Multiplier Effect framework emphasises 
a unified approach giving importance to all 
three attributes: Customer Preference, Business 
Profitability and Effective Communication.

Customers Over Products 
Traditionally, Emirates NBD has communicated 
with customers through various channels for all 
available products, irrespective of their needs or 
preferences. With the Multiplier Effect, the Bank 

moved from a product-centric approach (“I have a 
product, which customers can I target?”) to a more 
customer-centric approach (“My customer needs 
product X”). 

Since implementing this new framework, 
customers are only contacted for products and 
services that have a high likelihood to convert. For 
instance, while some customers may have been 
contacted by a call centre agent for both Loan 
on Card and Balance Conversion earlier, they 
will now just be contacted for the one that has a 
higher conversion possibility and higher expected 
revenue. 

Another feature is that product offers and 
deals to customers are based on both past and 
potential revenue. For example, high revenue-
generating customers who are also expected to 
provide high card revenue are given free-for-
life premium credit cards. Similarly, in terms of 
communications, customers with high usage of 
online channels are being targeted via emails, 
online/mobile pop-ups instead of over-the-phone 
communication.

“Many banks use propensity 
models, revenue models 
and channel strategies – 
but in silos. Emirates NBD’s 
Multiplier Effect framework 
emphasises a unified 
approach.”
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HSBC Bank Canada: Serving as a 
compass in managing customers’ 
wealth

HSBC Bank Canada wants to improve wealth 
penetration in its client base, especially among 
middle-aged households building assets during 
high obligation years and those preparing for 
retirement. In addition, they want to continue to 
leverage digital as a lower-cost channel and meet 
clients’ preferences over in-person services. 

Soft-launched in 2018, with a journey, focused on 
opening new accounts, limited to 3 of the most 
popular options in Canada: a retirement savings 
account (RRSP), a tax-free savings account (TFSA) 
and a non-registered account, it has now evolved 
into a robust system where clients can go online 
to add money from their bank account, transfer 

Picture an ideal investment robo-advisor and these things would probably come to 
mind: provides easy-to-understand content, unbiased investment advice, cost-effective 
solutions, ongoing support, ease of use and ability to manage the account from 
anywhere, any time. This is exactly the vision of HSBC Bank Canada when it created 
HSBC Wealth Compass, a wealth management solution that combines the simplicity of 
a robo investment journey with the full advice service of a human advisor.

“HSBC Wealth Compass
is a wealth management
solution that combines
the simplicity of a robo
investment journey with
the full advice service of a
human advisor.”
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investments from other financial institutions and 
redeem funds. Transactions and new account 
applications can also be submitted at any time of 
day. 

Without a doubt, receiving the award, Best Robo 
Advisory Experience at the Digital CX Awards 2021 
organised by The Digital Banker, comes as no 
surprise anymore. 

“HSBC Wealth Compass is an online investment 
journey designed to deepen the relationship and 
grow wealth penetration with HSBC Bank Canada’s 
existing clients. Leveraging the digital channel, it 
creates customer delight with low-cost investment 
solutions that remove the complexity of investing 
from the user experience, while increasing 
productivity and sales effectiveness for advisors,” 
said Nirav Patel, Managing Director at The Digital 
Banker during the awards ceremony.

HSBC Wealth Compass
HSBC Wealth Compass is designed for clients with 
simple wealth needs who are comfortable receiving 
advice and investing online. The choice to focus 
on existing bank clients as the target audience 
was deliberate and allowed HSBC Bank Canada to 
create a number of efficiencies in the journey and 
process, which benefit both the clients and the 
bank.

HSBC Bank Canada leveraged technology to create 
a user-friendly investment experience by adapting 
the branch-based discovery questionnaire for 
collecting investor preferences and attitudes 
towards risk to deliver an easy to understand, 
unbiased investment recommendation on the spot. 
The digital channel allowed the Bank to do things 
differently from the traditional branch process, 
with the use of plain language, visuals, help text, 
and prompts, to ensure all key information was 

Image: Abdul malik bin madrasah / Shutterstock.com
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presented and disclosure/compliance requirements 
were met in a way that the client could relate to 
and understand.

The team had also been able to streamline the 
application and transaction experience, from single 
sign-on login using Online Banking credentials, to 
retrieving and enabling updates to information on 
file which simplified the application process and 
ensures data accuracy. 

They’ve also designed a system that pre-populates 
all required forms for online signatures, which 
eliminated deficiencies and made the entire end-
to-end experience a real time saver for both clients 
and the Bank.

Before this product, clients were limited to opening 
accounts in person following a process that could 
take 60-90 minutes. Now, with HSBC Wealth 
Compass, account opening can be done in a few 
minutes, fully online before being reviewed to fulfil 
KYC requirements. 

Excellent Financial Performance 
HSBC Wealth Compass has appealed to a wide 
range of investors, including its original target 
segment, new-to-bank and younger demographics. 
It has also become an additional tool for some 
of the Bank’s wealthier clients to diversify their 
investments and benefit from the convenience of 
the online channel.

The conversion rate from the HSBC Wealth 
Compass landing page to account application 
submission is well above internal and external 
benchmarks, as is the conversion rate post log on, 
evidence that the journey is easy to follow and 
complete for all customers.

Conversion rates for the various subsequent 
transaction journeys are within the range forecast 
which indicates clients are comfortable adding and 
redeeming funds online and find the product easy 
to use regularly. 

No wonder this initiative delivered a strong 
financial performance for the Bank with Wealth 
sales more than doubling over the previous year.

Productivity of the advisors who review 
applications and transactions has also increased 
compared to the average branch-based advisor. 

As the percentage of clients who open accounts 
with a regular investment plan using this channel is 
double that of the branch channel, it has resulted 
in healthier investment habits that will likely 
translate into healthier financial positions for HSBC 
Bank Canada’s clients over time.

“The choice to focus on 
existing bank clients 
as the target audience 
was deliberate and 
allowed HSBC Canada 
to create a number 
of efficiencies in the 
journey and process, 
which benefit both the 
clients and the bank.”
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VPBank: Delighting customers 
with contact centre innovations

In 2020, VPBank made a strategic decision to launch new services and features to serve 
its customers better. In this direction, the contact centre plays an important role in 
the delivery and differentiation of services. Key metrics such as transaction volume, 
customer satisfaction and frequency of interaction are just some of the areas that 
VPBank has improved because of its innovation in its contact centre operations.

One of the most significant actions taken by 
the Bank was the decision to invest in the most 
intelligent contact centre system in the market to 
date. Using this system, they managed to launch 11 
self-service functionalities, which means customers 
didn’t have to wait for a response from a call centre 

agent in order to resolve certain issues. Using IVR 
(Interactive Voice Response), VPBank has been able 
to serve more than 130,000 calls in a single month. 

VPBank has also been able to centralise its services 
so queries coming from emails, chat, Zalo, Facebook 
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and other channels are all stored centrally on 
the contact centre system thereby providing a 
quick dashboard for call centre agents to serve 
customers better as they can now quickly check 
and understand a particular customer’s historical 
requirements. In the future, this database will also 
serve as an invaluable resource for VPBank as it 
pursues its omni service strategy. 

By all indications, it is clear why VPBank has been 
declared winner of the “Outstanding Customer 
Experience - Contact Centre” award at the Digital CX 
Awards 2021 organised by The Digital Banker. 

“Contact centres can bring delight and differentiated 
services for customers. Especially in the new era, 
technology will dramatically change how a customer 
behaves when they connect to a contact centre. 
Service providers need to improve and adapt. 
VPBank has realised this and launched initiatives 
that not only paved the way for better customer 
service but an enjoyable journey as well for all 
stakeholders,” said Nirav Patel, Managing Director at 
The Digital Banker during the awards ceremony.

One Door, All Services 
When the new contact centre system was launched, 
VPBank has been able to implement new services 
and technologies that instantly changed the 
way it delivered services to its customers. For 
example, additional credit card issuance has been 
implemented wherein any customer can apply 
for a new credit card as long as it falls within the 
customer’s liability limit. This significantly cuts 
down processing time as the need to fill out long 
forms is eliminated because a customer’s relevant 
information can be retrieved using the contact 
centre system. 

In addition, credit card insurance can also be 
included conveniently. This simple process 
improvement has helped change customer 
behaviour and push card usage frequency to 
increase dramatically. For this transaction, VPBank’s 
contact centre handles about 400-500 relevant 
requests from customers. 

On the technology side, the IVR enhancement 
has allowed call centre agents to easily check 

“When the new 
contact centre 
system was launched, 
VPBank has been 
able to implement 
new services and 
technologies that 
instantly changed 
the way it delivered 
services to its 
customers.”
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historical data with longer periods. The waiting time 
of different customer segments was also set up 
separately, so important segments such as Priority 
or Corporate have shorter waiting times in the 
queue.

VPBank also implemented voice biometric and is 
the second bank in VietNam to use this function to 
serve customers. This is a welcome improvement 
as it helped make customer authentication much 
faster, with the voiceprint also being used in other 
chat channels including Zalo and FB Messenger to 
support overseas customers who cannot call the 
hotline using their registered phone number. 

Lastly, Callbot, the AI speech-to-text and text-
to-speech feature helped VPBank interact with 
customers instantly with limited human resources. 
VPBank has used this feature to call back a 
customer who tried to call the hotline. The callbot 
apologizes to the customer and records their 

request for further action. In 2021, VPBank is 
expected to expand this feature with more products 
and services. 

Outstanding results
The result of VPBank’s contact centre innovations is 
nothing short of impressive. To date, it logs about 
130,000 (30%) self-services per month and waiting 
time for Priority and Corporate customers via IVR 
has been reduced by 70%. In addition, its customer 
satisfaction increased from 7.2 to 9.3 on a 10-point 
scale, after just 4 months. 

These initiatives provide suitable conditions for 
VPBank’s Contact Centre to apply more outstanding 
features in the future. But most importantly, the 
result of these initiatives is just part of the Bank’s 
overall strategy to provide an outstanding customer 
experience through the use of cutting-edge 
technology. 

“Contact centres can 
bring delight and 
differentiated services 
for customers. 
Technology will 
dramatically change 
how a customer 
behaves when they 
connect to a contact 
centre.”
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The Rise of NFTs in the Digital 
Economy

When non-fungible tokens (NFTs) entered the public imagination for the first time in 
early 2021, the world was divided over whether they were about to revolutionize the 
way assets are bought and sold or just another cryptocurrency fad.

Now the end of the year is approaching, and it 
seems like NFTs aren’t about to go anywhere yet — 
the largest NFT marketplace, OpenSea, recently saw 
eight times more daily trades than it experienced in 
March.

It’s time for those working in finance to educate 

themselves, prepare for a potential NFT boom in 
the future, and question how this would affect the 
industry and the entire economy. 

The ABCs of NFTs 
The definition of fungible is a good that’s 
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interchangeable with another item. Dollars and 
bitcoin are both fungible because there’s no way 
to separate one bitcoin or dollar from another. In 
contrast, each non-fungible token is unique and 
represents a different asset (although sometimes 
there can be numbered copies of the same item, 
which is helpful for collectibles like trading cards).

The tokens, therefore, hold information that 
“standard” cryptocurrencies don’t, which makes 
each NFT different.

Each NFT is issued for a specific asset, such as a 
piece of art or music, although they can represent 
just about anything digital. For example, you might 
buy an NFT of a song, a meme, or an animated 
video. There have also been attempts to make 
NFTs of physical objects, with the NFT representing 
ownership rights rather than the item itself, though 
this hasn’t quite taken off yet. 

The concept of NFTs can be somewhat 
counterintuitive since many of the “items” sold 
as NFTs are already publicly available for free to 
consume or even download. However, advocates 

hope there will be demand to collect these 
digital goods in the same way collectors now 
buy physical art. NFT owners gain ownership 
rights of the digital item, although the 
original creator may still have copyright and 
reproduction rights (the question of ownership 
is a complicated issue that hasn’t yet been 
100% resolved).

“The concept of NFTs 
can be somewhat 
counterintuitive 
since many of the 
“items” sold as NFTs 
are already publicly 
available for free to 
consume or even 
download.”

Image: mundissima / Shutterstock.com
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Unlike cryptocurrencies, an NFT is a concept rather 
than a coin for a specific blockchain. Most of them 
are part of the Ethereum protocol, but NFTs can be 
part of any other blockchain if the developers create 
their own version. For instance, TRON has already 
launched infrastructure for NFTs on APENFT.

Considering NFTs currently focus on digital assets 
like artwork, the link with the banking industry 
isn’t immediately obvious. However, NFTs could 
completely change how transactions and payments 
— which usually rely on card networks and banks — 
take place. It’s therefore essential for banks to keep 
a close eye on developments. 

Accelerating the crypto boom
In a general way, the rising popularity of NFTs is 
drawing more attention to the core technology 
behind them. Digital ledger technology (DLT) uses a 
public ledger to record and enable transactions by 
spreading data across various computer networks, 
and it has far-reaching implications.

Payments made through DLT tend to be cheaper 
since the system is decentralized. While banks 

require complicated operations with lots of 
overhead costs just to keep going, DLT solutions 
are maintained by various computer networks 
and users (known as “nodes”), who are directly 
incentivized for their contributions for a fraction of 
the costs. This also makes transactions far quicker.
If NFTs continue to attract attention, more DLT 
solutions are also likely to surge in popularity, which 
would be a direct threat to bank transactions.

A more efficient way to do banking?
Although this technology could threaten banks, 
financial institutions could adopt it themselves 
and make their operations more efficient. DLT 
could be particularly effective for storing customer 
data securely, making it possible for all financial 
information to be available on a record and 
enabling transactions across different banks or even 
countries.

Some financial institutions have even opted to 
join forces with NFT marketplaces or companies. 
For instance, investment firm Mudrick Capital 
Management announced plans to merge with 
TOPPS, which specializes in trading cards and has 

“In many ways, it’s 
difficult to separate 
the impact NFTs will 
have on banking and 
the economy from the 
combined effect of 
cryptocurrencies, the 
blockchain, and digital 
ledger technology.”
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begun to move into the NFT space. Although the 
deal ended up falling through, it’s an example of 
how the finance world is starting to adapt to the 
upcoming changes.

For many banks, it’s a case of adapting or falling 
behind.

NFTs and the Wider Economy
As cryptocurrencies become more important for 
the economy, NFTs will rise in popularity, and 
the reverse is also true. This has the potential to 
change the structure of the economy.

For one, NFTs could change the way that creators, 
artists, and the music industry work. Since the 
dawn of the internet, the fact that anything can 
be downloaded easily (or pirated if it’s not legally 
available) has decreased artists’ opportunity to 
make money. NFTs could change this and provide 
more earning opportunities and royalties. 

However, it remains unclear exactly how this will 
work, considering that NFTs currently fetch eye-
watering amounts that would be inaccessible to 
the average person. Nyan Cat reached $590,000, 
while crypto artist Beeple’s artwork “Everydays: 
The First 5,000 Days” fetched an impressive $69 
million.

Many hope that there’s currently a bubble, 
which will eventually end once there’s a greater 
understanding of what NFTs are and the value 
they provide.

However, there’s no guarantee that NFTs and DLT 
will ever truly take off. The doubts surrounding the 

mechanisms of the NFT world are far from the 
only potential problem.

Everything NFTs could offer comes at the cost 
of energy efficiency.  Just as Bitcoin and other 
cryptocurrencies have been criticized for 
being environmentally unfriendly, NFTs don’t 
miraculously escape this failing. After all, most 
NFTs use the same blockchain as Ethereum, 
which has faced significant criticisms for its 
environmental impact (although the protocol has 
plans to change this).

In many ways, it’s difficult to separate the impact 
NFTs will have on banking and the economy 
from the combined effect of cryptocurrencies, 
the blockchain, and digital ledger technology. 
As these technologies increasingly get more 
mainstream, there will be more opportunities for 
many stakeholders, which will further accelerate 
the shift toward decentralized payment options. 
NFTs are a sign of the evolving technological 
landscape, so banks should ignore them at their 
peril.

“NFTs could completely 
change how 
transactions and 
payments — which 
usually rely on card 
networks and banks — 
take place.”
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AmBank: Putting SME at the core of 
the business strategy

All of that, however, presents a compelling 
opportunity for AmBank to introduce innovation 
and uplift their SME customers. Being the 6th 
largest banking group by assets in Malaysia, the 
SME market segment (Micro, Small & Medium 
Enterprises) has always been a core component of 

AmBank’s business strategy. In fact, the economic 
growth of this key segment is vital not only for the 
country but for its own business success as well. 

To this point, AmBank developed AmAccess 
Biz, an online banking platform dedicated to 

In Malaysia, SMEs account for 98.5% of all business establishments, contributing 38.3% 
of the country’s total GDP and 66% of the country’s employment workforce. Given the 
size of the SME market in Malaysia and the range of industries in which they operate, 
it’s no wonder Malaysian SMEs are late adopters of emerging technologies and are 
quite averse to implement digitisation in their day-to-day business operations.
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SMEs. AmAccess Biz’s SME Digital Onboarding is 
Malaysia’s first end-to-end electronic Know-Your-
Customer (eKYC) business current account opening 
for SMEs.

It is the first truly contactless customer experience 
for digital on-boarding targeting new-to-bank SME 
customers whose companies are registered with 
SSM (the Companies Commission of Malaysia) in 
Malaysia and caters to SMEs with less than or equal 
to 4 directors with their MyKad, Malaysia’s national 
identity card.  

A nod to its exceptional innovation, AmBank was 
recently awarded Highly Acclaimed, Best Digital 
CX - Account Opening and Customer Onboarding at 
the Digital CX Awards 2021 organised by The Digital 
Banker. 

“SMEs have always played a pivotal role in 
AmBank’s growth strategy. Hence, it is imperative 
for the Bank to continuously seek to improve its 
service to this segment with digitally enabled and 
simplified user journeys so SMEs can accelerate 
business growth through digitisation of financial 
value chain,” said Nirav Patel, Managing Director at 
The Digital Banker during the awards ceremony.

The AmAccess Biz platform
The award-winning account opening and 
customer onboarding journey allow customers 
to be onboarded digitally without the hassle of 
going to a branch. This aligns with Bank Negara 
Malaysia’s initiatives in promoting the digitisation 
of financial transactions. Customers can quickly & 
safely onboard to the AmAccess Biz platform with 
a current account in just 3 steps: 1) Apply 2) Install 
3) Activate. 

Step 1: Apply
A customer or a representative of the company 
clicks on “Apply Now” on the AmAccess Biz login 
page to digitally apply for a business current 
account. They are then directed to provide their 
contact and company information. A one-time 
password (OTP) will be sent to the applicant’s 
mobile number for validation and to prevent 
phishing. After keying in the OTP, the customer 
can proceed to key in the particulars, partners’/
directors’ details, account information and 
transaction limits. Customers will then be 
required to upload the Company Secretary 
certified true copy of the Company Constitution 
and list of Directors. A Board Resolution is not 
needed.

“AmAccess Biz’s SME 
Digital Onboarding 
is Malaysia’s first 
end-to-end electronic 
Know-Your-Customer 
(eKYC) business 
current account 
opening for SMEs.”
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Step 2: Install
All partners/directors and authorised signatories 
will be notified via email to download AmAccess 
Biz mobile app to perform eKYC verification from 
their mobile phones to reaffirm the company’s 
intention to open a bank account. Once the app is 
downloaded from Google Play or Apple Appstore, 
the partner/director/authorised signatory will 
click on “Activate business current account” 
and proceed to key in their company’s Business 
Registration number and MyKad number. An 
OTP will be sent to the director’s mobile phone to 
continue with the next step of ID verification by 
scanning the front & back of their MyKad. After 
the system validates the MyKad, the partner/
director/authorised signatory proceeds to perform 
“liveness” detection which allows AmBank’s system 
to check for liveness & facial similarity against the 
MyKad photo.

After completing these eKYC verifications, the 
director proceeds to accept the “Directors’ 
Declaration”, verify account details, company 
details and authorized signatories.

Step 3: Activate
The customer is now able to log in to their 
AmAccess Biz account and start using it.

Adding Value to the Community 
With COVID-19 changing the way businesses 
conduct their operations, banking services must 
evolve quickly to cater to its customers’ need for 
digitisation and contactless solutions due to safe 
distancing requirements and travel restrictions. By 
having the capability for SME customers to onboard 
digitally, AmBank customers can now open a bank 
account and conduct their financial transactions 
without the need to visit the branch physically.

AmBank’s vision is for AmAccess Biz to be more 
than just a transaction account for SME customers, 
but to also develop it into a platform offering a full 
suite of integrated solutions encompassing SME 
customers’ current and emerging needs, adding 
value throughout the financial value chain of the 
SME community.

“Banking services must 
evolve quickly to cater 
to its customers’ need 
for digitisation and 
contactless solutions.”
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Digitally open and operate
your Business Current
Account on AmAccess Biz.
Simple. Secure. Seamless

Click here to find out more!

https://biz.amaccess.com.my/sme-application
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