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KBC adds live football clips from Jupiler Pro League matches to mobile app in strategy
to grow app into a lifestyle portal 'super app’
(Belgium)
KBC has acquired the exclusive rights to offer mobile clips during the matches of the
Jupiler Pro League ('near live clips'). In addition, KBC has also acquired non-exclusive
rights to the online summaries of all matches.
From the end of August onwards all football fans, both KBC customers and noncustomers, will be able to use KBC Mobile to view the goals and highlights during the
match and all the summaries at the end of the football weekend. KBC Mobile is the only
app in Belgium offering such “Goal Alert”. Also football fans in Brussels and Wallonia will
receive the same “Goals Alerts” on KBC Brussels Mobile and CBC Mobile.
All goals and highlights of your favorite team(s) will be pushed with image and comments
directly to your phone during the match. Moreover, at the end of the football weekend you
can review the summaries of all matches. So you won't miss a single important moment of
your favourite club and you'll always keep abreast, wherever you are.
With “Goal Alert” KBC wants to offer a user-friendly solution for the large group of football
fans who do not have the time to watch a full match, but would like to keep abreast with
their favourite club and/or want an overview of the entire competition.
In doing so, KBC can offer all Belgian football fans, both KBC customers and noncustomers, a unique and exclusive mobile football experience.
For those who have a paying KBC-Plus account, “Goal Alert” is included in the price. If you
do not have a KBC-Plus account or if you are not a KBC customer, you pay a very
"reasonable" price for "Goal Alert".
Patrick Tans, senior general manager banking products and transformation KBC Division
Belgium explains: "Consumer expectations are evolving rapidly. KBC wants its customers
to benefit from the widest possible range of services, quickly and easily activated directly
from one central app, without hassle and without having to download 10 different apps."
He says that more than 250,000 of the bank's 1.5 million mobile customers have so far
used the app to access third-party non-banking services, delivering a total of 2.7 million
Screenshot of 'Goal Alert' set up
downloads.
Since December 2019, KBC became the first financial institution in Belgium to open its mobile applications to a wider audience
than its own customers.
Patrick Tans continues: "We are developing KBC Mobile into an open platform that is easily accessible to every consumer and
offers real added value. Now we want to go one step further. It is common knowledge that football connects and brings people
together, it is also the most popular sport in Belgium. We believe that, with KBC Mobile, we can offer a unique and exclusive
mobile football proposition to all Belgian football fans."

Barclays campaign highlights
their Digital Eagles service in
heart warming football spot
(UK)
With the English football season restarted but
with no fans allowed, Barclays released a heart
warming campaign to promote their Digital
Eagles service, an initiative that aims to equip
older people with the relevant skills they may
need to communicate in an ever more
technological world.
The spot shows an Aston Villa fan who is happy
the season has resumed but is sad and lonely
at the thought of not being able to go to
matches with his son and friends. Filmed
during the match between Aston Villa and
Sheffield United, a Barclays Digital Eagle links
up a long-time Villa fan Tim with three of his
best football-going mates via a Zoom-type video
and surprise guest Dion Dublin, a Aston Villa
legend, joins the video feed.
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Lloyds adds subscription management service to mobile banking app
(UK)
Lloyds Bank customers will soon be able to view, manage or amend subscription services following an update to the mobile
banking app.
With so many consumers signing up to
subscriptions - which increased over lockdown
period - Lloyds Bank is making it easier for
customers to cancel a service they no longer
use, or when a free trial ends.
The purpose is to help customers keep on top
of their spending, with the app feature providing
a snapshot of debit card subscriptions to
encourage regular and better money
management that is simple, easy to use and
free of charge. Customers can also benefit from
real time push notifications that proactively keep
them informed about subscription charges,
including price increases and can also cancel
within the app when they no longer want to use
the subscription service or product.
Using the new function, personal current
account customers can cancel their subscription
in three easy clicks, all managed within the
Feature screenshots
mobile banking app.

ING Belgium adds subscription management tool to app
(Belgium)
ING in Belgium has entered a partnership with
Minna Technologies to give their customers the
opportunity to manage their subscription
services without leaving ING’s digital channel.
The new service not only provides Belgian
customers with a clear overview of all
subscriptions, but also allows them to cancel
existing subscriptions and improve them by
switching to better alternatives.
Olivier Guillaumond, Global Head of ING Labs
& Fintech’s, “It will offer a differentiating
experience to our customers allowing them to
have a better insight into their subscriptions and
save millions of euros via cancellation and fully
automated switching services."
Subscription management service screenshots

Otaara note: With subscriptions an increasingly popular business model
(Netflix, Spotify, cloud services, gyms, etc.) offering a method for
customers to better manage these recurring payments is of real
value. Starling Bank (UK) introduced in late 2019 the ability for app users
to view all the identified regular payments are listed in a single view and 86
400 (Australia) has a similar feature.
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CommBank unveil program to better aid people impacted by financial abuse, as a
result of domestic violence
(Australia)
Commonwealth Bank is extending and expanding its support for people impacted by financial abuse, as a result of domestic
and family violence, with the launch of Next Chapter; a new program that will see the bank bring a range of services, support,
resources and research to the market. This program launches with two new services designed to make it easier for victims and
survivors of financial abuse to start their next chapter and achieve long-term financial independence.
The first two Next Chapter initiatives - a new Financial Independence Hub, in partnership with Good Shepherd, a leader in
financial inclusion products and services, and a specialist CBA Community Wellbeing team.
The Financial Independence Hub offers tailored financial coaching program by Good Shepherd to help people impacted by
domestic and financial abuse establish a pathway to long-term financial recovery – regardless of who they bank with. The
program provides specialist one-on-one financial coaching to help people impacted get back on their feet, with referrals to
support services and, in some cases, access to solutions like interest-free loans.

Screenshot from Next Chapter website
CBA has also launched a specialist Community Wellbeing team, who have developed trauma-informed approaches to provide
support to customers experiencing vulnerability with guidance from Rape and Domestic Violence Services Australia, the
national experts in trauma-specialist practice. The Community Wellbeing team provides confidential support to help customers
with their immediate banking needs, including direct financial assistance, safe banking support and referrals to external experts
as required.
View the Next Chapter brochure here.

Revolut brings cryptocurrency offering to the US
Revolut has now expanded its cryptocurrency services to the US after launching banking services in the country in March.
Partnered with New York-based financial infrastructure provider Paxos, Revolut is now also able to offer cryptocurrency
trading services in the states, without having to tackle the regulatory and technological hurdles that cryptocurrency exchanges
face on its own. Instead, Paxos will handle the regulatory matters, since the US trust company acts as the cryptocurrency
custodian for Revolut.
Through the Revolut app, users are now able to convert 28 different fiat currencies into Bitcoin (BTC) or Ethereum (ETH) with
the push of the button. They'll also be able to opt-in to real-time price alerts for their chosen digital assets, helping users keep
on top of the value of their portfolio. Cryptocurrency buy and sell features are currently available in 49 out of 50 US states,
with Tennessee being the only exclusion.
Revolut also allows customers to automatically
round up their payments to the nearest dollar and
convert the spare change into cryptocurrency. But
US users are currently unable to move their
cryptocurrency funds to an external wallet.
The company has plans to expand the range of
cryptocurrencies made available through the app in
the "near future", with Bitcoin Cash (BCH), XRP,
and Litecoin (LTC) likely poised to be added next,
since these are already available to EU users.
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DBS and Gojek further push digital payment with PayLah! partnership
(Singapore)
DBS Bank and Gojek announced that more than 1.7 million DBS PayLah! users
can now book and pay for their Gojek rides directly through the PayLah!
platform. The move will provide more convenient access to transport services
and boost the adoption of digital payments.
The integration of Gojek’s services into the DBS PayLah! platform deepens the
strategic partnership between the two companies, which was inked in 2018 at
the time of Gojek’s launch in Singapore, where all five million DBS/POSB
customers enjoyed exclusive early access to Gojek’s services. It follows the
successful rollout last year of DBS PayLah! as a default in-app payment option
in the Gojek app, which enables users - who may not own a debit or credit card
and need an alternative to cash payments.
Shee Tse Koon, DBS Singapore Country Head. “Ride-hailing is among one of
the most frequently used services by our DBS PayLah! users. Allowing them to
now conveniently book and pay for their Gojek rides via PayLah! further
enhances their user experience as there’s no need to toggle between apps. The
integration also enables us to better engage PayLah! users via our large range
of services and personalised offers curated just for them, to help serve their
everyday needs.”
In April, DBS and Gojek collaborated on several initiatives to extend support to
Gojek’s driver-partners and the wider community in Singapore. They include:
•
•
•

A three-part financial planning webinar series by DBS for Gojek driver-partners, which covered topics such as managing
one’s personal finances and how to plan for your children’s education needs.
Enabling the instant transfer of earnings support funds to Gojek’s driver-partners during the circuit breaker period, for which
DBS waived all payment processing fees as goodwill.
Delivering care packs to 2,000 households in Singapore under the “Passion CARES for You” initiative, as food ration
deliveries to vulnerable households by volunteers were affected in view of restrictions imposed during the circuit breaker
period.

To commemorate the launch of the new integration, the first 20,000 customers who book a Gojek ride through DBS PayLah!
between 13 July and 31 August can redeem a cash rebate of SGD 3. DBS will also offer Gojek riders personalised offers or
rebates curated from DBS PayLah! partners such as Dunkin' Donuts, Gong Cha and Foodpanda. For more information,
visit: go.dbs.com/sg-gojek

OCBC enables use of SingPass to
access digital banking services
becoming first financial institution
in Singapore to do so
OCBC Bank has tapped the Singapore government's e-services mobile app, SingPass, to offer an alternative login option for
customers to access its own banking app. Currently used by more than 1.6 million residents, SingPass provides access to
services from more than 60 government agencies and, increasingly, is used also by private enterprises as the Singapore
government looks to open up access to citizen data to facilitate business transactions.
The new login feature was enabled with the integration of digital banking access with the country's National Digital
Identity platform. Introduced earlier this month, the login features would reduce the need for customers to remember multiple
user IDs, pass codes, passwords, or PINs to log into their various digital services, said the Singapore bank.
SingPass Mobile is available for download
on both Google Android and Apple iOS
devices, and offers users the option to
authenticate their login credentials using
fingerprint or face recognition as well as a
six-digit passcode. OCBC customers who
have downloaded the SingPass Mobile app
can click on the "SingPass Login" button
when they launch the bank's mobile app or
internet login page, and scan the QR code
to initiate the authentication process.
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Krungsri unveils digital savings platform called Kept facilitating savings for 'Kept',
'Growth' and 'Fun’
(Thailand)
Krungsri has released an app called Kept, a
new money management platform developed
with the aim of making saving easier.
The platform has three sections – Kept, Grow and Fun. Kept is essentially a digital wallet, while Grow and Fun are savings
jars.
Customers first transfer money to the Kept Wallet, and set a certain amount of money for spending in advance. The remaining
amount will be automatically transferred to the Grow account at the end of every day. If there’s not enough money in the Kept
wallet, the system has a feature for automatically transferring money back from the Grow account. Customers can transfer
money in and out of Kept as often as needed without paying any fee.
The Grow account works as a long-term savings jar, receiving automatic transfers of surplus money (minimum of Bt5,000) for
high interest (currently 1.6%) in the first year and 1.8%t in the second.
The Fun account works like a short-term savings jar, enabling customers to set up and regulate daily transfers into and out of
the account.
Watch the launch campaign video here which plays up the gamified elements of the moving money around with the app.

Launch campaign video screenshots

ING Bank introduce shopping platform that gathers cashback deals and discounts in
one place
(Romania)
A new ING initiative that brings all the best deals to customers – and even gives
them cashback on their shopping - has been introduced in Romania.
Called DealWise, it’s now available as a stand-alone app in Romania, but is
expected to be incorporated into ING banking apps in the future.
DealWise is a shopping platform that gathers cashback deals and great discounts in
one place. Developed by ING as a ‘beyond banking’ service, the DealWise app is
available to any consumer (not necessarily an ING customer) with a bank account.
In the future, it will provide extra benefits to ING customers by being integrated into
ING banking apps. DealWise helps consumers choose the most relevant deal
and at the same time it helps merchants to find and retain targeted clients.
Watch the launch TV spot here.
DealWise not only takes away the hassle of finding a good offer, but also helps consumers save on their daily spending by
promoting healthier financial behaviour. The cashback aspect of DealWise is seamless. You buy something and get money paid
back into your bank account. All consumers can get money back after buying from specific shops. This cashback is on top of the
store’s other discounts.
Otaara note: The initiative reminds us of Wikibuy, the service Capital One acquired in 2018. Wikibuy is a fantastic service for
helping people save time and money. When customers find a product online that they’re interested in, Wikibuy hunts for a better
price by instantly scanning a multitude of retailers across the internet. At the same time, it automatically locates, verifies and
applies valid coupons. If the user is not satisfied with any available discounts or coupons at that time, Wikibuy can also add items
that users have viewed to a watch list so that they can keep an eye on a product for any future price drops or discounts. This
makes for a truly personalized and hassle-free experience for customers.
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People's United Bank introduce AlwaysChecking, a digital identity & credit protection
service free for all checking account customers
(USA)
People's United Bank has launched AlwaysChecking, a digital identity and credit protection service offered in partnership with
Experian, designed for customers to monitor their, and their families' digital identity from a single dashboard. AlwaysChecking is
offered free exclusively to all personal checking account customers of the Bank, and for those opening a new account.
"AlwaysChecking goes beyond the typical monitoring of bank-associated accounts and helps to protect and alert customers of
any potential digital breaches for free. It aligns a sophisticated technology solution we know customers are looking for with the
Bank's core value proposition of local and personalized service," said Sara Longobardi, SEVP, Retail Banking, People's United
Bank. "Similar to logging into online or mobile banking to view your financial profile and manage it from your fingertips,
AlwaysChecking does the same for your digital identity. With AlwaysChecking, customers can access a digital identity
dashboard from any mobile or computer device, where they can register their credit cards, their family's internet profile, even
their license and passport and monitor it in real-time."
Core monitoring capabilities for AlwaysChecking include:
• Credit Monitoring
• Family Monitoring
• Online Monitoring
If users experience fraud or a breach, AlwaysChecking will send an alert with details, educational materials and guidance on
what to do to begin to mitigate the issue. Users also have access to a dedicated AlwaysChecking call center equipped to guide
subscribers on mitigation steps seven days a week, 24 hours a day.

Wells Fargo stops enrolling customers for millennial focused Greenhouse banking app
(USA)
Wells Fargo has stopped accepting new customers for Greenhouse, its digital banking app brand that launched in 2018.
The Greenhouse website states, “The enrolment period for the Greenhousesm mobile banking program has ended, and we’re
no longer accepting new applications.“
Greenhouse came with two deposit accounts: one for bills and one for day-to-day spending that along with the app was
positioned as a way to help consumers pay bills on time, spend confidently, and start to build a savings cushion — all while
providing personalized insights through artificial intelligence to help them stay on track.
This news comes on the heels of JP
Morgan Chase decision to close their
Finn brand in June 2019 and RBS
closing Bó in May 2020, which together
serves to highlight the challenge of
banks trying to establish a truly
differentiated and meaningful
experience and value proposition from
their primary brand.
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EQ Bank launch Joint Savings Plus Account for up to three people
(Canada)
EQ Bank has launched its Joint Savings Plus Account. The new joint function offers users a fully online sign-up process, along
with a high interest rate of 2.00%, paid monthly.
The Joint Savings Plus Account allows customers to invite up to three other people, for a total of four account co-holders,
making it an option for money management between partners, housemates, or family.
It also offers: no everyday banking fees and free transactions, Free Interac e-Transfers®, Zero Minimum Balance, Cheap
International Money Transfers.

Otaara note: In an obvious acquisition strategy, there has been an increased move for neo and new banks to promote
availability and ease of setting up Joint Accounts (examples below):
• bunq launch bunq +1 for creating joint accounts with someone who doesn't have bunq (read here). This is arguably
the most distinctive new offering.
• Goldman Sachs Marcus now offering Joint Accounts (read here)
• Monzo allows users to test joint accounts (read here)
• Starling Bank launches joint bank accounts that can be opened in minutes (read here)

Westpac offers special savings interest rate for customers aged between 18-29
(Australia)
Westpac has begun offering customers aged between 18-29 a special interest rate of 3%.
From 8 July, eligible customers can unlock new bonus savings rates on their Westpac Life account when they make five
eligible purchases with a debit card linked to their Westpac Choice account each month.
• Up to 3% p.a. savings rate available to customers who grow their savings each month; and
• Up to 2.40% p.a. savings rate in the months customers cannot grow their savings.
Kathryn Carpenter, Westpac’s Head of Savings and Investments, said the impact of COVID-19 has encouraged many
Australians to reassess their financial priorities.
“Building savings can already be challenging for young adults who are only just starting their financial journey, particularly in an
environment like this where many are also now navigating changes to their income or employment.
“We recognise the unique financial challenges this generation is facing and the flow on impact this can have to future wealth
building, like buying a home.
“That’s why we’re committed to looking at solutions which balance everyday spending with the need to save to achieve their
financial goals."

Screenshot from product webpage
Otaara note: While we're used to seeing special interest bonus for children (see example) and seniors (see example)
a special interest bonus rate for this 18-29 age group is something we don't recall seeing before.
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OCBC advertises interest rate promotion in same week banks across Singapore cut
interest rates
(Singapore)
The following OCBC print ad placed in The Straits Times on 5 July 2020 points to receiving 0.7% on the OCBC Bonus+
Account and for those with S$200,000 to deposit, O.8% in the OCBC Premier Dividend+ Savings Account.
What is notable however is the timing of the ad, as in the week prior banks across Singapore announced interest rate cuts to
their flagship savings accounts (for OCBC this would be their 360 account). Essentially, the timing and message rationale for
this ad is to infer that while their competitors are cutting rates, OCBC appears to be still offering "higher interest rates".

Westpac promote
ability to manage all
aspects of Term
Deposit from online
banking
(Australia)
New ad from Westpac
promoting the ability for
customers to now manage their
Term Deposits from online
banking, pointing specifically
to ability to open, find rates,
withdraw and renew all online.
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Bank of the West launches the first account to combat climate change
(USA)
Bank of the West has launched the first and only checking account designed for climate action features a carbon tracking tool,
biodegradable card, and will donate 1% of account revenues to environmental nonprofit partners of 1% for the Planet at no
cost to customers.

The 1% for the Planet
Account includes:
• A carbon tracking tool allows
customers to view the carbon
impact of every purchase made with
the 1% for the Planet debit card;
• A debit card made from 100%
biodegradable/compostable plastic;
• No monthly service charge with one
qualifying deposit per statement;
and
• Bank of the West will donate 1% of
revenue from the account to
environmental nonprofit partners of
1% for the Planet, starting with
Protect Our Winters. This is at no
cost to the customer.
"When you talk about climate change
people are often at a loss as to what
they can do personally to effect
change," said Ben Stuart, Chief
Marketing Officer at Bank of the West.
"The 1% for the Planet Account allows
consumers not only to bank with a
group that is progressive on energy
policy and is striving to meet the
demands of the Paris Accord, but also
that donates 1% of the account’s
revenue to address climate change at
no cost to the consumer.“
The account comes with a $10 monthly
service charge which is waived with
one deposit of any amount each
statement cycle. Deposits include direct
deposits, mobile deposit, ATM deposit,
or in-branch deposit of any amount.
Does not include fund transfers
between Bank of the West accounts or
any credits from Bank of the
West. Also, no monthly service charge
if any account owner is under age 25.
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Monzo relaunches premium accounts with range of features - including open banking they hope customers choose to pay for
(UK)
Monzo is giving paid-for checking accounts another attempt,
with a revamped premium service it hopes customers will
want to pay £5 a month for.
Monzo originally launched a version of Monzo Plus in 2019
with the offering only to last for five months, following slow
customer uptake and complaints from customers.
The new Monzo Plus costs £5 per month and comes with
perks including 1% interest on balances of up to £2,000,
credit score checks, the ability to view bank balances from
other banks in the app, set up virtual cards, discounts at
partner merchants, £400 of fee-free withdrawals abroad and
more.
Mike Hudack, chief product officer at Monzo, told CNBC the
firm’s new packaged accounts were aimed at helping users
budget better, with the ability to customize spending
categories. He said he felt confident the reworked product
wouldn’t suffer the same fate as its predecessor.
“We’re going to market with what we consider to be a really
great, complete, high-value product,” Hudack said. “I think
we’ve taken a dramatically different approach here.”
For Monzo Plus customers, open banking is included through
the ability to view their finances by adding other bank
accounts and credit cards to Monzo. See your balances and
transactions, and move money around with easy bank
transfers.

With everyone now spending more online the virtual cards
feature is a method to protect yourself, keeping your physical
card details safe from fraudsters by using virtual cards for
online payments.
The money you spend comes from your balance, just like with
your actual Monzo card. Virtual cards are especially handy for
managing online subscriptions.

Other product details:
• Interest on your balance and regular Pots – Earn
1.00% AER/Gross (variable) interest on your account
balance and money in regular Pots (not including
Savings Pots) up to £2,000. We’ll pay you the interest
at the end of each month.
• Offers – Like 15% off Patch plant and plant pot orders
over £50. As well as 25% off a Fiit home workout
membership and 20% off an annual subscription to
Babylon Health. These may change over time.
Conditions apply.
• Advanced roundups – We can round up a payment to
the nearest pound and put your spare change in a
Pot. We’ll multiply your spare change by 2, 5 or 10.
With the 2 times advanced roundup on, spending
£1.90 would put 20p (10p x 2 = 20p) in a separate
Pot.
• Credit Tracker – See your TransUnion credit score
and track how it changes each month. With helpful
information about what a credit score is and how to
improve yours.
• Auto-export transactions – If you want us to, we'll add
your transactions to a single Google Sheet as they
happen, so you can get to know your money better.
Then add your own tables and graphs. You can turn
auto-export on and off whenever you like.
• 1 free cash deposit a month – Pay in cash once a
month for free. Just go to one of the 28,000 PayPoints
across the UK to pay your money in.
• £400 fee-free cash withdrawals abroad – Take out up
to £400 in cash when you’re abroad every 30 days,
fee-free. That’s double the amount you can take out
with our free, original Monzo account. Perfect for
when we can all go away again.

Monzo Plus customers also get a holographic debit
card with a reflective holographic layer.
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Kotak Mahindra Bank begin offering EMIs on Kotak debit cards
(India)
Kotak Mahindra Bank (Kotak) and Innoviti Payment Solutions announced that they have collaborated to offer equated monthly
installments (EMI) billing options on Kotak Debit Cards swiped on 70,000+ Innoviti POS terminals across 1000+ cities.
Ambuj Chandna, President – Consumer Assets, Kotak Mahindra Bank said, “This flexibility on repayments becomes all the
more important in these uncertain times. The power of EMIs on Kotak Debit Cards is that it provides easy and affordable
repayment options to a large set of our customers, giving them the opportunity to break their high-value purchases into
instalments at no extra cost with just a swipe of their Kotak debit card.”
All that an eligible Kotak customer has to do is ask the cashier for the Kotak Debit Card EMI facility, select the preferred EMI
tenure and swipe the Kotak debit card on Innoviti’s POS terminal to complete the purchase and enable instant loan
disbursement.

OCBC demonstrate Singaporeans delight at being able to dine out again and to celebrate
add exclusive dining discounts for cardholders
(Singapore)
With Singapore being a renowned foodie hotspot, lockdown-circuit breaker hit Singaporeans hard and despite valiant efforts from
restaurants offering delivery eating out has been sorely missed. With circuit breaker easing (Phase 2 in Singapore), and
Singaporeans now heading back to restaurants the emotion of the experience has been captured and dramatized in a campaign
from OCBC called 'The Dining Out Effect.'
In just 4 days, the campaign was conceptualised by OCBC agency GOVT Singapore, who also shot, edited and produced an
entire content series featuring all the emotions Singaporeans might feel and highlighted the incredible dining deals available to
OCBC card holders.
Belinda Tan, Head of Marketing, group Lifestyle Finance, said, “When Phase 2 was announced, we knew things were going to
get pretty emotional. Especially because we are a nation of foodies. So, together with GOVT Singapore, we created a series of
relevant content pieces to give foodies the next best thing after a great meal – a great set of deals.”
The campaign revolves social posts on Facebook and Instagram, to engage consumers, with effective targeting metrics.

Screenshots from campaign video
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RBC launch Points for Canada to stimulate local economies with double points at
restaurants and more value for redeeming points for gift cards or pay with points in-store
(Canada)
Royal Bank of Canada (RBC) has put in place in time for Canada
Day on 1 July, a new RBC-funded campaign that gives RBC
Rewards clients the opportunity to enjoy significantly more value
when they shop and dine at businesses across Canada.
The Points for Canada program aims to help stimulate growth in
local economies.
During the month of July, RBC personal and business clients
who pay using their RBC Rewards credit card earn 2x RBC
Rewards points at restaurants across Canada (opt-in required),
and at Petro-Canada from July 15 to July 21 (no opt-in required).
In addition, RBC Rewards credit card clients save 30% when
they redeem their RBC Rewards points to purchase select gift
cards from their favourite Canadian brands, including the RBC
Visa Prepaid Card which can be used to shop locally. RBC is
also providing clients with 30% more value when they redeem
their RBC Rewards points by using Pay In Store with Points at
retailers across Canada.
"We know the last three months have been extremely difficult for
business owners in Canada as the majority experienced a
significant loss of revenue due to the pandemic," said Neil
McLaughlin, Group Head, Personal & Commercial Banking at
RBC. "Throughout COVID-19, we have supported clients and
businesses through a variety of relief programs and we're proud
to build on that commitment by now focusing on ways we can
help stimulate growth in local economies across the country.
Through Points for Canada, we're pleased to be able to help our
Canadian clients receive more value from their points and help
them support local businesses in their recovery."

SBI Card & Visa show India how they can
‘Tap into the new normal’ with campaign
video achieving over 30 million views
(India)

Video Screenshots

Limited time cashback offer

SBI Card and Visa have launched a campaign that
encourages people to understand and embrace the increased
ability to use contactless for payments.
The campaign video is an uplifting montage and soundtrack
suggesting you ‘Tap to the new normal.’
The video also highlights how for a limited period offer SBI
cardholders can get ₹75 Cashback, for contactless
transactions of ₹750 and above.

Campaign webpage
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Apple launch pioneering four-month 'Path to Apple Card' credit coaching program
(USA)
Apple have launched a new Apple Card program and website designed to help people who have their Apple Card applications
declined improve their credit to qualify in future.
"Path to Apple Card" is a four-month, opt-in program that helps denied applicants assess and improve the financial markers
that caused their rejections. It launches alongside a new Apple Card financial health website.
When a user signs up for the program, they'll get a monthly update displaying their progress on specific financial tasks
personalized to their credit ratings. The platform leverages information pulled from Goldman Sachs during the application
process.
Some examples of financial tasks in the program include paying off past due balances, making on-time payments, and
lowering the total amount of doubt.

Once successfully completed the program, participants will be invited to reapply for Apple Card within 14 days of
receiving their invite.
Otaara opinion: What a commendable undertaking by Apple in partnership with Goldman Sachs. We haven’t heard of such
a program before in credit card lending. The closest such program could be Zopa’s Power of Borrowing. This program comes
six months after reports circulated about concerns with Apple Card’s application approval process. Now with the Path to Apple
Card program Apple is pioneering this positive customer experience that not only helps mitigate immediate applicant
frustration and with total transparency, through complete and justifiable rationale goes on to positively educate applicants plus
providing concrete steps to improve their score. This custom-centric program should be replicated by other card providers.

BNP Paribas bring forward roll out
of cards that use biometrics to
increase contactless payment limit
(France)
BNP Paribas is bringing forward the release
of biometric contactless cards to this autumn.
The cards with a built-in fingerprint sensor will be
distributed to premier and Gold cardholders, BNP
Paribas’ Jean-Marie Dragon told Le Parisien. The
biometric feature can be used to authenticate
contactless payments over the standard limit in
France. The consumer preference for contactless
being obvious in light of coronavirus.
Biometric cards are also being piloted by banks
such as Crédit Agricole, Intesa
Sanpaolo, NatWest.
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Chime introduce Credit Builder, a secured credit card with 0% APR and $0 in fees,
intended to help debit card users build credit score
(USA)
Chime has introduced a secured credit card to help customers increase their credit score.
The Credit Builder card requires a Chime Spending Account so that customer can move money instantly from their Spending
account into Credit Builder in order to use their Credit Builder card. During the month, users can borrow against that money and
build credit that way.
Credit Builder charges 0% APR
and $0 in fees and there’s also
no credit check to apply. Credit
Builder doesn’t have a pre-set
credit limit or large deposit
required upfront, with customers
choosing the amount and
borrowing against the money
they add to the Credit Builder
secured account.
With the popularity of debit
cards, among millennials the
problem is they aren’t building up
their credit history. “Americans
have embraced debit cards for
greater control but this limits their
ability to establish or build their
credit score,” noted Chime CEO
Chris Britt, in a launch
announcement. “We created
Credit Builder to help our
members stay in control and
safely build their credit with their
everyday purchases,” he said.
Watch the introductory
video here.

Maybank release e-commerce focused credit card with Shopee to support surge in
online spending
(Malaysia)
Maybank is targeting 40,000 sign-ups for the newly-introduced Maybank
Shopee Credit Card in the next 12 months.
The co-branded credit card, introduced in partnership with Shopee and
Visa, is aimed at tapping into Malaysians’ e-commerce spending
growth with consumers spending an average of 20% more time on Shopee
a week.
Users of the new card will be rewarded with Shopee Coins for all their
spend be it online or offline.
Cardholders will also earn more rewards when they spend during Shopee's
selected campaigns and on the 28th of every month, users earn
5x Shopee coins, or 4x coins when you use the card for dining,
entertainment or make contactless payments; and 1x coins for other transactions made using the card.
The accumulated Shopee Coins enable users to offset future purchases on the platform, and redeem vouchers including food
and beverage and services from the Daily Coins Rewards feature on the app.
When earning more than 5,000 Shopee Coins each month
cardholders will be rewarded in the form of Maybank
TreatsPoints which cardholders can use to redeem gifts from
Maybank.
BankBulb note: The introduction of this e-commerce focused
credit card comes on the heels of competitor CIMB's similar ecommerce card that we highlighted last month.
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ANZ and NAB allow digital signatures
for home lending documentation
(Australia)
ANZ has announced its new digital signature and
document execution process is set to launch on 27
July. ANZ eSign will enable a range of application
forms to be signed digitally in both LoanApp and
ApplyOnline – “saving significant time, as well as
reams of paper”, according to the bank. The new
capability targets new and existing home loan
customers requesting either a new home loan
application or even a Streamlined Credit Critical
Renewal (SCCR) or Non Credit Critical Renewal
(NCC).
NAB customers will be able to digitally sign their home
lending documentation with the eSign feature powered
by DocuSign. The capability was rolled out first in
Victoria from 29 June, followed by New South Wales
from 6 July with roll out continuing across
Australia. Customers who are unable to or would
simply prefer not to sign their documents digitally are
still able to physically sign them.

TSB launches "industry first" fiveyear Fix and Flex mortgage product
(UK)
TSB has launched what it calls "an industry first" – a
five-year Fix and Flex Mortgage (0-80% LTV) to help
homeowners, particularly in the wake of Covid-19.
Unlike most fixed deals, the Fix and Flex mortgage
offers the reassurance of a fixed rate but without being
tied in for too long. Customers have the flexibility to
refinance or leave the mortgage after three years,
without having to pay an early repayment charge.
TSB’s Fix and Flex will be available for residential
remortgage customers from today and will be
available for both first time buyers and home movers
from 17 July 2020.
Roland McCormack, TSB’s Director of Mortgages
said: “We understand that now, more than ever,
people’s circumstances can change. Fix and Flex
offers our customers the comfort of a fixed monthly
payment with the ability to leave their mortgage deal
after three years, without having to worry about an
early repayment charge. We want our customers to
feel money confident and more in charge of their
finances when they bank with us and this new product
is designed to help them do exactly that.”
No advertising currently in market.
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Capitec launches flexible credit facility
providing affordable revolving credit to
customers.
(South Africa)
Capitec has launched a new revolving credit product called
the Capitec Access Facility that aims to provide affordable
revolving credit to customers.

The facility can be fully managed from the bank’s app allowing
clients to decide how much of the facility they want to use at any
given point in time, as well as select a monthly repayment amount
or period they are comfortable with.
How it works
After a once-off in-branch credit assessment clients get access to
the revolving credit, over a period of up to 60 months and once an
amount is repaid it can be accessed again should the need arise.
Capitec said it will give competitive interest rates, based on a
client’s credit profile, are linked to prime and range from 12.4% to
17.25%.
Initiation fees are charged once off, and the monthly fee of R69 is
only payable when the client has an outstanding balance, the
bank said.
Francois Viviers, executive of Marketing and Communications at
Capitec says "in just over a month we’ve seen over 17,000
Access Facilities sold, with the majority of clients being middle to
higher-income earners. A significant number of clients are using
the facility for home improvement, which, given the current
lockdown, has become a priority for people.”
“If a client doesn’t use the facility, no fees are charged, which
means no interest or monthly admin fees are payable. This
flexibility makes the Capitec Access Facility great for unplanned
life events.” said Viviers.
He added that unlike traditional revolving loan facilities, which
usually have a fixed monthly instalment, the Capitec Access
Facility offers increased flexibility.
It allows clients to make additional repayments that can be used to
lower monthly instalments or reduce repayment periods, which
leads to a saving in interest.
Should a client face unplanned life events and need additional
disposable income, the repayment period can be extended (up to
a maximum of 60 months) to reduce the amount paid back each
month, he said.
“When designing the Capitec Access Facility we wanted to offer
our clients a credit solution that was affordable and flexible
enough to cater to each person’s needs.
“We believe we’ve created a product that will enable our clients to
realise their goals and ultimately live better.” said Viviers.
Watch the introductory video here.
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ICICI Bank launches instant loans against customer's mutual fund holdings
(India)
ICICI Bank customers can now get a loan of up to Rs.1 crore instantaneously by pledging their holdings in both debt and equity
schemes of mutual funds. The fully digital and paperless facility called, ‘Insta Loans against Mutual Funds’ is an extension of
the Insta LAS, an instant loan facility against equity shares, which the Bank launched in 2019
With ‘Insta Loans against Mutual Funds’, the millions of pre-approved customers of the Bank get the convenience to select the
mutual fund scheme and number of units they wish to pledge, confirm the loan amount and set-up the OD limit in a few clicks
on the Bank’s internet banking platform.
Key features of ‘Insta Loans against Mutual Funds’ are:
• Instant access to funds: The customers get access to instant liquidity by leveraging their existing mutual fund portfolio,
without selling them.
• Flexibility of mutual funds: The loan can be availed against a wide range of debt and equity schemes of mutual funds
serviced by CAMS and approved by the Bank
• Wide range of loan amount: Minimum loan amount is Rs. 50,000 for both debt and equity schemes of MFs. Maximum loan
amount is Rs. 1 crore for debt schemes of MFs and Rs. 20 lakh for equity schemes of MFs
• Competitive margin: Minimum 20% for debt and 50% for equity MFs
• Advantage of OD; No fixed EMI: Since the loan is available as an OD, the customers do not have to pay fixed EMI. They
only need to pay interest on the limit utilised and for the number of the days it was utilised
• No foreclosure charges: The customers have the flexibility to repay the principal as and when they choose to, without any
foreclosure charges

Klarna introduces itself to America as "Klarna = Swedish for smooother shopping"
(USA)
Klarna is introducing America to its online shopping service and app. The campaign trades on kitsch Swedish silliness aimed
at encouraging sharing. Doubling down on Klarna’s Swedish origins, the campaign transforms over 50 years of Swedish
cinema, TV, soap operas, and music into ads with wacky English subtitles that don't match the scenes unfolding on screen.
According to Klarna CMO David Sandstorm, Klarna hopes the campaign's self-conscious quirkiness will help it stand out in a
crowded field, says client marketing chief David Sandstorm.
Though relatively unknown in the
U.S., Klarna claims more than 1
million active US monthly users for its
app that provides customers with
payment services and deals at
retailers such as H&M, Sephora,
Timberland and Abercrombie & Fitch.
The campaign features 18 Films
(such as Swedish Family
Dinner, Swedish Meow, Swedish
Shirtless), Shoppable Entertainment,
an interactive experience, plus
integrations into mobile gaming,
media partnerships, podcasts and
more.
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Virgin Money pilots first-time home buyer app
with purpose of simplifying the purchasing
process
(UK)
Virgin Money is trialling a new app designed to help first-time buyers
navigate the home purchase process.
Called 'Home Buying Coach' it is launched in collaboration with Life
Moments, a provider of platforms and tools to improve customer
experience and generate data insight.
The four-week trial will see thousands of customers invited to
download the interactive tool which looks to simplify the home-buying
process.
Key features include an affordability calculator, a personalised plan
with savings goals and timelines, and an in-app digital coach.
The full launch will follow the completion of the BETA phase, which is
open to Virgin Money’s Help to Buy ISA customers as well its
colleagues.
Simon Wallace, head of transformation at Virgin Money, said: “Home
Buying Coach is a great example of how we can use our strategic
partnerships to create innovative propositions that enhance the
customer experience.

Commonwealth Bank begin
advertising support for
Australian-first home loan
protection in event of partner
death or terminal illness
(Australia)
Here is the first advertising we’ve seen in support
of the recently launched (February 2020) Home
Loan Compassionate Care proposition from
Commonwealth Bank.
Home Loan Compassionate Care, a first for
Australians, provides complimentary protection to
Owner-Occupied homeowners to support them
by paying their repayments for around 12 months
if they, their spouse or dependant passes away
or is diagnosed with a terminal illness.
The Home Loan Compassionate Care is
available for new and existing owner-occupied
home loan customers aged between 18-59, with
a standard variable rate home loan, fixed rate
home loan, or an Extra home loan, and a
$120,000 cap applies.
The initiative came after research from
CommBank showed one in 10
homeowners would only be able to cover their
mortgage repayments for one month or less.
Watch the introductory video here.
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Schroders and DBS launch multi-asset Asia fund for retirement planning
(Singapore)
DBS and Schroders and DBS announced a new multi-asset retirement fund called Schroder Asia More+, managed by Schroders
with DBS as the fund's distributor.
Asia More+ will be primarily invested in Asia-Pacific and particularly Singapore-based assets.
Investors can choose from three share classes with different payout features to suit their life stage and income needs.
The distribution class offers intended payouts of 5 per cent per annum, while the accumulation class reinvests all potential
coupons, dividends and capital gains back into the fund.

Illustration from Asia More+ website
Meanwhile, the decumulation class is targeted at investors who are retired. The focus of these investors shifts from accumulating
wealth to drawing down from assets, the companies said.
"With intended payouts of 6.88 per cent per annum, investors can expect higher payouts from their retirement investments, while
drawing down from their capital over the long term. This is designed for retirees who may be spending longer in retirement and
desire an income solution that will support their needs and wants," said the companies.
Lim Soon Chong, regional head of investment products and advisory at DBS, said: "The concept of decumulation is still relatively
new in Singapore. Besides monetary distributions from government and pension schemes post-retirement, a steady source of
recurring income from private savings and investments to replace income from work is of critical importance."
Lim went on: "A typical Singaporean can expect to live around 20 years in retirement. Besides monetary distributions from
government and pension schemes post-retirement, a steady source of recurring income from private savings and investments to
replace income from work is of critical importance."
Lily Choh, deputy chief executive at Schroders Singapore, said: "With Schroder Asia More+, we aim to address these gaps and
concerns [for a longer-term retirement], while also offering a greater peace of mind for investors."

Illustration for 'More Stability' one of
four key benefits described for Asia
More+

Video screenshots of introductory video

WEALTH MANAGEMENT & PRIVATE BANKING 20
Barclays launch digital investment service 'Plan & Invest' providing professional
investing help and personalised plan with £5,000 minimum investment
(UK)
Barclays has launched a new digital advice service ‘Barclays Plan & Invest’ in a bid to create customised investment plans for
customers and managing the investments on their behalf. The company has teamed up with Scalable Capital for launching the
service and allow customers to gain access to active and passive funds through a managed portfolio.
Barclays stated that the new service will initially be rolled out to its current account customers who have at least £5,000 to invest
and will be accessed through Online Banking, with dedicated support over the phone.
Dirk Klee, CEO of Wealth Management and Investments at Barclays, said, “Over the last few months, we’ve seen a rise in the
number of people wanting to invest for the first time and it feels more important than ever that we give people the right tools and
advice to plan for their financial future.”
“We launched Plan & Invest after listening to our customers, who said they wanted an investment service that gave them the
convenience and affordability of robo-advice, but with more of the personalisation of Wealth Management. I firmly believe that
everyone should have access to affordable advice and Plan & Invest is just the first step in our plans to open up the tools we use
with our Wealth clients to more people.”
Barclays Plan & Invest, will create a personalised investment plan that’s tailored to a customer’s goals, with Barclays then
managing the investments on their behalf – traditionally known as discretionary portfolio management.
Barclays has partnered with Scalable Capital to launch the new service, which will give customers access to the bank’s pick of
both active and passive funds through a managed portfolio. Their investments will be chosen and managed by the bank’s
dedicated team of investment experts, previously only accessible to clients with considerable sums to invest.
Unlike many robo-advice providers, Barclays will adapt the investment plan to any changes in the market or the customer’s
circumstances and check-in with them at least once a year, to make sure that the investments are still right for the customer
and that they’re making the most of their tax allowances. If anything needs to change, for example if they would benefit from
moving their investments into an ISA account, Barclays will take care of it.
How does Plan & Invest work?
Customers will complete an in-depth questionnaire on their circumstances and what
they want to achieve by when, along with a personality assessment on how they
respond to risk. Barclays will then use the latest technology to combine this information
with their expert team’s pick of investments, to create a personalised plan that can
follow over 10,000 investment paths. The full customer journey is explained below:
1. First things first, customers will answer a series of questions online – covering their
goals, finances, ISA allowances and how they respond to risk.
2. We’ll use this information to work out if investing is right for the customer and how
much they can afford to contribute towards their goal, both initially and on an ongoing
basis.
3.We’ll then create their personalised investment plan, combining a mix of investments
that have been chosen by our dedicated team of experts.
4. The plan will show customers how we intend to invest their money, and how this will
change over time/as they get closer to their goal. It will also show them how achievable
their goal is and make sure that, where possible, they’re investing in a tax-efficient way
by using an ISA.
5. Once they’ve decided to go ahead with the plan, our team of experts will manage the
customer’s investments for them – monitoring their performance, making “buy and sell”
decisions on their behalf and spotting good market opportunities.
6. We’ll keep customers updated on how everything’s going, with dedicated support
over the phone and an online hub where they can see how well their investments are
tracking against their goal and make any changes.
7. We’ll also organise an annual review of their investment plan, to make sure they are
making the most of their personal ISA allowances and check if there are any changes
to their goals or life circumstances.

Plan & Invest is free for customers to create their initial personalised investment plan and they will only be charged once their
accounts are set-up and their money has been invested.
Once a portfolio is set-up, Barclays will charge an ongoing annual fee of between 1.39 per cent and 1.59 per cent. This is
charged based on the value of their investments and split into two types of costs: service costs and product costs.
The service cost is fixed at 0.95% (+ VAT) and covers planning, investing and safekeeping costs. The product costs cover
ongoing fund management fees and transaction fees and will range between 0.25 and 0.45%, depending on which funds are
chosen for a customer’s personalised investment plan.
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Hang Seng Bank entices young and novice investors with new HK$1 investment minimum
(Hong Kong)
Hang Seng Bank is looking to entice novice investors with an in-app fund investment service offering a minimum investment
amount of just HK$1.
Developed in collaboration with Hang Seng's younger employees, 'SimplyFund aims to make smart investing easier for beginners
by eliminating the four most commonly cited obstacles from 18-35 age group:
1. Overwhelming number of funds available;
2. High fund management fees;
3. Do not understand how mutual funds work;
4. High investment threshold.
‘SimplyFund’ addresses these difficulties
with an easy-to-use interface, clear and
simple product information, and an
emphasis on promoting improved
financial literacy. In addition, the
minimum investment amount is just
HK$1 and fund subscription fees are as
low as HK$0, meaning beginner
investors can take their first steps to
learn about mutual funds and try out
fund investment in a low-cost, low-stress environment.
‘SimplyFund’ offers a range of mutual funds selected by internal Hang Seng team. The common fund types such as equity,
bond and balanced funds are all represented. There is clear information on the different geographical focuses of the funds – for
example, China market, Hong Kong market or global market. The simple classification of the available funds not only makes it
easier for young and new investors to select the funds that best suit their needs, but also allows them to create a welldiversified portfolio.
Margaret Kwan, Executive Director and Head of Wealth and Personal Banking at Hang Seng Bank, said: “Whatever our
customers’ aspirations in life, Hang Seng is committed to providing tailored financial and wealth management solutions and
services that help them to achieve their goals. Our ‘SimplyFund’ service has been specifically designed to be easy, low stress
and cost effective for young people and novice investors. In developing the service, we tapped into the knowledge base of our
young colleagues who provided valuable input into the investment needs and preferences of their peers. Indeed, ‘SimplyFund’
is the product of a close collaboration between our young banking talent and our digital banking team who worked hand-inhand on the project to open up the possibilities of long-term wealth management to a broader clientele.”
Watch the launch spot here.

Hang Seng is offering the following launch promotion
of HK$50 cash reward for the first 20,000 customers
to complete their first fund subscription before 30
September 2020:
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POSB retirement campaign highlighting the need for parents not to sacrifice their
futures for sake of their children sees 187% increase in lead gen
(Singapore)
POSB Bank's latest Po's family campaign iteration is a storybook style animated film whose message to parents preoccupied
with planning for their child’s future is they should not sacrifice their own future/reirement planning. The campaign
has according a release seen by Marketing Interactive seen a 187% increase compared to 2019, and surpassed targets in
less than two months into the campaign.
The film follows a mother, Adithi, and her son, Timmy having a day out together which morphs into a discussion about their
financial worries, hopes and plans for their future.
Bee Bee Lim, POSB said many parents often put their own plans for retirement “on the backburner to prioritise their child’s
needs”, which was why POSB wanted to remind parents that planning for the children’s future versus their own did not have to
be mutually exclusive. “The use of animation was one way to experiment with a different medium to communicate an important
part of financial planning and make it relatable,” Lim added.
Hanyi Lee, chief creative officer at The Secret Little Agency which created the campaign said the film was “incredibly fun to
produce and was a style of expressing The Po’s that it had not seen before”. She added that it was clear from the results that
the film struck a chord with many parents who often put themselves last.

Video Screenshots

Nomura roll out Asset Management app enabling clients to see the assets they have at
different financial institutions
(Japan)
Nomura is rolling out a new account aggregation app for
consumers to track their assets at different financial
institutions and build a smarter investment portfolio.
Developed in collaboration with software company Money
Forward, the OneStock app is intended to help consumers
get a better grasp of their finances by monitoring their income
and expenses and providing an overview of their current
assets.
Available to both current customers and non-clients, the app
enable users to see the assets they have at multiple financial
institutions such as banks and securities companies, and
manage them together.
To address clients’ concerns about building and managing
their assets, the app will help them understand the future
lifespan of their assets based on their income, expenses and
current assets.
By understanding what assets they have, clients will be better
able to consider strategies to extend the life of their assets.
In addition, the app will offer services such as monthly and
yearly asset reports regarding overall assets and individual
stock performance.
Nomura also plans to introduce other functions, and features
that allow clients to view assets such as health insurance and
real estate.

OneStock app screenshots
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HSBC Bank Canada completes first green
loan in Canada for property developer
(Canada)

Venmo start pilot of Business Profiles
for Sole Proprietors
(USA)

Vancouver-based Concert Properties is the first to gain access
to a new lending product that supports sustainability leaders to
finance projects with strong environmental benefits including
combatting climate change. Its CAD71.5 million construction
loan for the Tapestry at Victoria Harbour development was
converted to a green loan based on the strong green attributes
of the building project including its expected lower carbon and
energy footprint versus a comparable building.
This first Green Loan Principles-aligned green loan in Canada
follows HSBC Bank Canada’s launch of a green finance
proposition in late 2019.
“Tapestry at Victoria Harbour demonstrates our commitment to
quality, sustainability and creating communities that inspire and
enhance the wellness of an active aging resident,” says Brian
McCauley, President and CEO, Concert Properties. “We are
pleased to be selected for HSBC’s Green Loan program. It
recognizes Concert’s commitment to achieving greater
sustainability in our portfolio.”
Linda Seymour, Head of Commercial Banking, HSBC Bank
Canada. “Our customers are becoming increasingly focussed
on ESG issues, and we are committed to offering them products
that help them invest in creating a lower carbon economy.”
HSBC is the top underwriter of green, social and sustainable
bonds globally.

Piloting to a limited number of users, Business Profiles
allows sole proprietors, casual sellers, and users with a
side hustle to create an additional Venmo profile to accept
payments for goods and services from customers on
Venmo.. Whether you’re an artist, selling homemade
planters at a craft fair, serving up one-of-a-kind haircuts,
selling floral arrangements or mowing lawns, you can now
leverage the power of Venmo’s community of more than
52 million users to generate interest, referrals and
awareness for your business.

Business Profiles screenshots

HSBC Canada Sustainable Finance webpage

Per the Venmo blog posting on Business Profiles here
are some of the ways a Business Profile can help you
grow your solo business:
•Touch-free transactions: As the world continues to
social distance, sellers can get paid for transactions
with a business specific Venmo QR Code. Simply print
out the QR Code and have it at your point-of-sale for
customers to pay you by scanning with their phone. Or
send the QR Code directly to your customers via
email, text or AirDrop (iOS only) to give them a direct
link to your Business Profile.
• Stand out and be discovered: Customize your page
by easily adding a profile picture, business URL,
description and other important details about your
business. Get discovered via the Venmo social
feed when customers share their purchases and
inspire their friends to explore your products or
services.
• Get organized: Switch from your business to your
personal profile under the same login. And track
business transactions separately for simple
bookkeeping.
• Understand your customer: Get access to
important transactional insights and information,
including number of customers and your customer
list.
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Kiwibank introduce Fast Capital, a New Zealand banking first digital platform, providing
loans in 5 minutes with no paperwork
(New Zealand)
In a New Zealand banking first, Kiwibank has
launched Fast Capital, a digital platform that
enables automated decision-making for lending to
companies.
By linking Xero or MYOB AccountRight company
accounting data to Kiwibank, companies can apply
for up to $100,000 of capital for a business
overdraft, a business loan or even a credit card and
get a decision in just five minutes.
Kiwibank General Manager for Product Nicole
Pervan says: "This online automated application
and decision process provides Kiwi businesses with
a quick and painless borrowing experience. It
drastically reduces the time spent by both the
borrower and the lender in assessing and approving
an application.
"In comparison the time it takes to get a credit
decision through a normal process can be five or six
working days. We know time spent dealing with
bank administration is a point of frustration for many
businesses so it’s great to deliver an innovative
solution so businesses can focus on other priorities.
"Kiwibank is really excited to be the first bank to use this
technology designed right here in New Zealand. It’s the brainchild
of Auckland based fintech company Ranqx which developed the
software in partnership with Kiwibank. We want to support Kiwi
ingenuity and find solutions to customer problems, so this was a
great opportunity to work with a smart company in our own
backyard.
"All businesses have ups and downs and COVID has exacerbated
this. Fast Capital provides support for businesses, giving them
access to extra funds when they are needed and fast," Pervan
said.

Illustration from Fast Capital webpage

YES Bank launch 'Loan in Seconds' instant personal loans to eligible customers, with
no customer documentation required
(India)
YES Bank has introduced a personal loan for pre-approved customers called ‘Loan in Seconds.’
The 'Loan in Seconds’ solution customises loan offers for each customer with a real-time assessment of a loan application
while eliminating the need for customers to visit a branch or submit additional paperwork.
The bank is sending invite links to eligible customers – who can verify and accept the offer terms to get instant credit in their
accounts.
Yes Bank global head of retail banking Rajan Pental said “With ‘Loan in Seconds’, we provide a differentiated banking
experience to customers as the loan gets instantly credited to their accounts in a completely paperless and hassle-free way.”
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Mastercard launch Shop Openings tool so customers can identify nearby stores
that have opened following lockdown
(Canada, Italy, USA, UK)
Mastercard has
introduced www.ShopOpenings.com,
a new online search tool, optimised for
mobile phone use, that confirms which
shops and businesses are open for
customers to visit as the nation
gradually reopens over the coming
weeks, in line with Government
guidance in Canada, Italy, UK and
USA. Built in partnership with Sixth
Sense, this new search site is free to
use and offers people a latest record
of which shops and businesses
are open for trading and if they
accept contactless payments.
Shop Openings includes details on
various types of merchants,
Screenshot of website with search based on zip code in Washington, DC
from restaurants and grocery stores to
apparel and dry cleaning/laundry
services.
When you submit a search, you’ll receive businesses that are open based on successful Mastercard-branded transactions within
the last 48 hours and up to the previous seven days.
Shops don’t need to register to take part. The site will automatically record them as ‘open’ if they are trading and have taken a
Mastercard payment within their store. The ShopOpenings.com search will also provide a Google search link for people who
want more detail about the business, such as contact details and opening times.
ShopOpenings.com is part of Mastercard’s wider Recovery Insights programme, which has been designed to support
businesses and governments across the globe looking for resources to help better manage the health, safety and economic risks
presented by the recent pandemic. Recovery Insights offers a set of tools, innovation and research that can provide some
certainty today and support data-driven decision-making for a more digital tomorrow.
More information on Mastercard Recovery Insights can be found here.

ING and Amazon join forces in SME lending
(Germany)
ING is the first bank in Germany to cooperate with Amazon in
offering loans to eligible sellers – mainly small and medium
sized enterprises (SMEs) – through Amazon’s seller portal.
The cooperation with Amazon opens up a new digital sales
channel for ING in Germany. Amazon acts as a broker and
presents loan proposals on the lending page of its selling portal
to eligible business who sell their goods via the platform. Sellers
are directed to ING’s website where they can submit a credit
application to ING.
ING in Germany will provide these sellers with loans of between
€10,000-750,000 with a repayment period of up to three years.
ING in Germany sees great potential in partnering with Amazon.
“With the initiative, we’re convinced that we are to meet the
growing demand from SMEs for these type of
solutions,” said Nick Jue, country manager of ING in Germany.
“It is in line with what we stand for: offering digital products and
services that are simple, transparent and affordable,” he said.
In addition, SMEs now can gain better access to liquidity to help
them grow. For Amazon, it means their established sellers can
use this fresh capital to buy inventory to meet sales demand,
fund their operations and reach more customers.
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ASB launch online portal to help struggling SMEs
and present an opportunity for a business to have
ad campaign featuring All Blacks rugby stars
(New Zealand)
In an effort to help SMEs are struggling to find the information they need
most to help their business manage the economic impacts of COVID19 ASB has launched a new online resource – the ASB Business Hub.
Free to access for all New Zealand businesses, SB executive general
manger Business Banking Tim Deane says “One of the challenges SMEs
tell us they face is having the time to find information and insights they
could use to shape their businesses. The ASB Business Hub is designed
to curate business knowledge into one place at their fingertips. While we
know there is there is no silver bullet for all businesses, we’ve teamed up
with our own experts and banking partners to provide support, information
and tools for SMEs in one easy to access place.”
As well as information and advice, the ASB Business Hub will provide a
number of partner offers for customers, including discounted access to the
likes of Xero and MYOB accounting software. Some of ASB’s own tools,
such as Vonto which gives customers a curated daily feed of useful
information about their business, will also be available.
Stimulus & Support Finder screenshot
The hub will house content around how other SMEs have managed the
COVID challenges and tips and tools, such as the COVID support
navigation wizard that helps identify what financial support companies might be eligible for, both from ASB and the
Government - a first in New Zealand.
“Our vision for the ASB Business Hub is for it to become a one-stop shop for New Zealand SMEs wanting to grow, and
we’ll be building up the hub over time to reach that goal,” says Deane.
Features of ASB Business Hub
1. The Stimulus & Support Finder (above right): In our opinion the layout is fantastic through the showing of the 8 Questions.
2. The hub shows three
immediate steps
businesses should
consider backed with
plenty of advice and
guidance on each one.

3. Case studies: Currently showing one video
case study, 2:47 in length.

Starting on 6 July, businesses will be able to apply for the opportunity to have players from the All Blacks front an ad
campaign for the winning business.
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NAB asks Australians ‘What is money for, if not for this?’
(Australia)
NAB has a brand campaign running that poses the question ‘What is money for, if not for this?’ The campaign fits within
NAB's brand platform ‘More than money’ introduced in 2016 and while not specifically mentioning COVID-19 the campaign is
certainly a backdrop, especially with most of Australia emerged from lockdown.

In the new TV spot, a young girl peers out of her window seeing a couple at home with a baby, a delivery truck of fresh farm
produce being unloaded, a store opening up for the day and a mother and son walking to school with the son holding an AFL
football. All the while, the girl's voiceover suggests that whatever matters most to people - from making a home where you
want, to looking after your business, to playing a game that brings people together (a shout out to NAB's AFL sponsorship) that money is surely for helping people with their priorities and passions and NAB is "ready to help."
NAB executive, group marketing Suzana Ristevski says of the campaign, “What is money for, if not for this? is an evolution of
our longstanding More than Money platform. In the current challenging times many Australians are re-evaluating their lives.
This campaign is about helping our customers refocus on what matters most, and to provide the peace of mind that NAB is
here to support those aspirations, whatever they may be."
The campaign will run nationally across TV, radio, digital and social.
Watch the spot here.

Itaú share how they overcame bureaucracy to ensure pensions got to the COVID
vulnerable, underscoring positiveness of being largest private bank in Latin America
(Argentina)
Itaú, the largest private bank in Latin America, saw the urgent need to solve how Argentina's pensioners could get their
pensions in a country where suspicion of electronic banking is runs deep. In order to mitigate the older generation from feeling
forced to leave their homes to stand in queues to get their pensions from a bank branch, Itaú created a revolutionary pension
delivery system for its elderly clients, the most at risk during the Covid-19 crisis.
The bank along with its agency Grey took on entrenched cultural habits and the governmental, financial and legal
establishment, believed to be impervious to change.
“I feel we broke through the ‘this cannot be done’ mentality.
We transformed banking into a more humane service in
record time,” said Carolina Belzunce, marketing manager of
Itaú. “This innovation normally would have taken years to
accept. When we hit obstacles, Grey convinced us that it was
worth continuing.”
In less than a month, Itaú and Grey developed a unique home
delivery system of microflow transportation and identification
verification. Older clients make a phone request and receive
their pension in cash at the door. The invention is upending
long-held traditions of the Argentine financial system and
ushering in new ways of banking across Latin America.
Watch the solution and campaign video here.
Diego Medvedocky, president of Grey Argentina and chief
creative officer of Grey Latin America, said: “This is not a
communications strategy, it is a powerful solution to a
business and societal challenge. We’ve changed banking
forever, serving seniors and saving lives.”
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Virgin Money puts focus on music sponsorship to help brand stand out in the banking
market
(UK)
Virgin Money is committing new investment
in the UK’s music industry. Earlier this year,
Virgin Money cemented sponsorships of two
of the UK’s most prolific venues – London’s
The O2 and the SSE Hydro in
Glasgow. This month, a new initiative
designed to support emerging talent called
'Virgin Money Emerging Stars programme'
has been unveiled.
The programme's mission is to help grow the
UK music industry by identifying, supporting
and promoting the best emerging talent it
has. Over the next 12 months, the
programme will shine a spotlight on eight
really exciting new artists that the company
feels embody the Virgin Money spirit –
original, creative entrepreneurs who are
pursuing their passion no matter what, but
who would benefit from a helping hand to
reach the next stage of their career.
Each chosen artist will receive a £10,000
development fund, the opportunity to play live
at Virgin Money’s newly opened retail stores
across the UK and at the brand’s iconic
partnership venues, The O2 and the SSE
Hydro, mentoring by AEG Presents music
executives and Virgin Money representatives
on navigating through the music industry, as
well as financial support and forecasting.
The first three Emerging Stars have been
selected for the programme launch.
Emerging Stars, part of Virgin Money’s ‘Brighter Music Moments’ campaign, has been put in place as over 23
million Brits attribute music as being the creative force helping to keep their spirits high (especially during COVID-19 lockdown)
but it is also the second most popular way people have been connecting with each other and building new social communities.
Critically, music has also been a source for improvements in mental health and in helping people develop stronger, more
meaningful relationships so Virgin Money will help grow their brand providing people with virtual music experiences, memorable
live events and engaging content. Of course, the Virgin brand is synonymous with music, so music sponsorship makes a
natural fit.
Virgin Money’s group brand and marketing
officer, Helen Page told Marketing Week “We’re
trying to create a national, consumer brand, I’m
not focused on finance. I want to become a much
loved consumer brand in your life, one you turn to
for everything because money facilitates
everything. To take the fear out of finance and
have a relationship that doesn’t feel like a parent
and child.” She continues saying that she also
believes Covid-19 has enabled Virgin Money to
have a more relevant conversation rather than
just pushing out communications around interestfree mortgages or loans. And that is already
paying off, she claims, with engagement and
consideration on the rise. Open rates on emails,
for example, are at between 40% and 50%, while
around 50% of those that open click through to
more content.
Watch the 'Emerging Stars' introductory
video here.
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OCBC advertise their S$25 billion pledge in
sustainable finance by 2025
(Singapore)
The following print ad from OCBC that ran in The Straits
Times on 19 July 2020 advertises the
recent announcement from OCBC that it is pledging S$25 billion
by 2025 for its sustainable finance portfolio.
This comes after OCBC surpassed its original S$10 billion
target in the first quarter of 2020 – two years ahead of its 2022
schedule. The announcement also states that last year, OCBC
Bank witnessed a strong demand for green and sustainabilitylinked loans.
Also mentioned in the advertisement is the bank topping the
2019 MLA league table for green loans and sustainability-linked
loans by intelligence service Debtwire.
Said Mr Mike Ng, Head of Structured Finance and Sustainable
Finance, OCBC Bank, “The awareness and interest in
sustainable projects has been increasing over the last few
years, and COVID-19 has helped to draw attention to wider
sustainability issues, including social ones. In the wake of the
pandemic, the collective action taken by both the public and
private sectors can help to rebuild economies in a more
sustainable fashion.
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Goldman Sachs aims to grow awareness
of Marcus brand with sponsorship of
PGA golfer Patrick Cantlay
(USA)
Goldman Sachs has partnered with PGA Tour golfer Patrick
Cantlay to help increase its brand awareness for its Marcus
by Goldman Sachs.
In a TV advertisement timed for this year's Memorial
Tournament, from July 16–19, 2020, Cantlay is shown
growing up, learning golf and evolving to being a PGA
player. The spot called 'Success starts with the right
people behind you' is narrated by his father.
Cantlay signed with Goldman Sachs for multi-year deal
earlier this year and sports the bank’s logo on his clothing
during events as part of the sponsorship.
Watch the spot here.

TV Spot
Screenshot

According to Dustin Cohn, head of brand marketing for the
Consumer and Investment Management Division at
Goldman Sachs, the ad aims to show what “support
means to people and how this is a good example of how
success starts with the right support.”

MyState Bank new campaign highlights
how the bank's new budgeting features
help customers towards financial balance
and simplifying life
(Australia)
MyState Bank’s new campaign suggests the bank helps
customers achieve financial balance in what could be
considered an unbalanced world.
The ‘Unbalanced World’ campaign comprises brand
and product feature messaging encased in the MyState
Bank tagline of ‘The human way to bank’.
The campaign highlights several technology features
available to customers in the updated online banking
and mobile app that contribute towards customers
simplifying their lives and reaching financial balance. These
include: Savings Detection (video here) / Auto Saver which
"finds hidden money and squirrels it into savings“
(video here) / Predictive Notifications to help prevent
unaffordable purchases (video here).

‘Auto Saver’
Spot Screenshot

