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-Interest Rate Overnight Averages- 
AS OF 7/22/2015 

 
Mortgage  Home Equity 

30-YEAR FIXED 15-YEAR FIXED 5/1 ARM  $30K HELOC $50K HELOC $100K HELOC 

4.26% 3.15% 3.15%  4.38% 4.06% 3.80% 

         
Auto  Credit Cards 

60-MONTH USED  48-MONTH USED 60-MONTH NEW  BAL TRANSFER CASH BACK LOW INTEREST 

2.88% 3.03% 3.12%  16.24% 16.49% 11.27% 

         
Checking and Savings  CDs 

MMA & SAVINGS $10K MMA INTEREST CHECKING  1-YEAR CD 2-YEAR CD 5-YEAR CD 

0.48% 0.50% 0.37%  1.02% 1.16% 1.66% 
 
The current rates displayed were produced from Bankrate.com’s “Overnight Averages” daily survey. Bankrate.com runs its calculations after the close of the business day and 
collects daily rate averages on the previous day for a specific banking product. The institutions included in the "Overnight Averages" differ from one day to the next, depending on 
which institutions’ rates Bankrate.com gathers on a particular day. The credit card rates displayed were gathered from Bankrate.com’s “Credit Card Index,” which is based on a 
weekly survey of the 50 largest card issuers, ranked by total receivables. Bankrate.com’s “Credit Card Index” survey is not a paid advertisement and is strictly an editorial product 
that is compiled by Bankrate.com. Read More: Understanding Bankrate.com's Rate Averages: www.bankrate.com. 

 

-General Industry- 
 

Chase Relaunches Website with Focus on Branded Content, Simplicity 
On July 19, Chase relaunched its website to create a more cohesive experience for users 

across its digital channels. The new home page mimics the mobile app and breaks the mold of 

many bank websites – employing responsive design and highlighting lifestyle images rather 

than product shots. Tim Parsey, head of digital customer experience at Chase, notes that the 

design is simple, personal and cohesive to create the sense of a human relationship: “It's part of 

the journey of modernizing the digital experience at Chase.” To add a personal touch, it 

encourages people to “explore products” and uses more conversational language like “sign in” 

instead of “log in.” It also features a branded content section 

called “News & Stories,” featuring discussions about financial 

health, small business advice and neighborhood stories as well 

as ads for products like Apple Pay, which are labeled as 

promotions. The content aims to bring aspects of the branch 

(i.e., sense of community, personal advice) to the digital 

experience. Susan Canavari, head of brand for Chase, 

comments that “News & Stories” seeks to humanize the brand. 

Chase hopes to attract more visitors to its growing archive of 

stories by showcasing it on the homepage and other areas 

throughout the site, as well as on its social channels. SOURCE: 

Rodriguez, Ashley. “Chase Relaunches Website With Focus on Branded Content, 

Simplicity.” Ad Age. www.adage.com. July 20, 2015.  
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-Technology & Innovation- 
 

U.S. Bank's “Your Community” App: One Step 
Closer to Cracking the Geolocation Code 
While banks have long been working to fully capitalize on 

geolocation trackers in customers’ smartphones, U.S. 

Bank's “Your Community” app may achieve the right 

balance of customer control, privacy, practical technology 

and business potential. Launched on July 13, the new 

geolocation-based app aims to bring community members 

relevant information and resources, such as local events, 

promotions, noteworthy news and financial education advice. Developed in conjunction with 

BlueSoho, U.S. Bank saw an initial rollout in California’s San Jose area. While the app is still in 

pilot mode, its creation suggests that more financial institutions will introduce standalone 

features specific to communities and towns in a bid to serve the most relevant information to 

consumers. “The challenge is for the services to provide specific value to the customer," says 

Bill Sullivan, global head of market intelligence for Capgemini's financial services consulting 

practice. He adds that they must make life simpler, provide extra value and strike a balance 

between providing relevant information and spamming customers with ads. U.S. Bank's app 

does not push offers to customers but requires them to click the “Offers” button to view a map 

with nearby retailers and their special offers. SOURCES: 1) Crosman, Penny. “Banks Are Closer to Cracking the 

Geolocation Code.” Bank Technology News. www.americanbanker.com. July 13, 2015; 2) Samuely, Alex. “U.S. Bank Pilots 

Geolocation App to Deliver Community Information.” Mobile Commerce Daily. www.mobilecommercedaily.com. July 15, 2015. 

 

 

 

 

 

 
 
 

 
 

 

 

 

 

 

Banks have struggled for 

years to take full advantage 

of the geolocation trackers 

embedded in their 

customers’ smartphones, 

but U.S. Bank may be on the 

verge of a breakthrough. 
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-Card & Payments- 
 

American Express Enters Fitness-Wearables Space with UP4 Payments 
Jawbone, the exercise-focused wearables 

company, recently tapped into American 

Express to add payments to its wearable 

product, the UP4 — which pairs with both 

Android and iOS devices. Although an 

announcement was made in April, the new 

Jawbone UP4 tracker became available for 

purchase on jawbone.com this July. Features 

of the UP4 include the typical fitness band 

that tracks a user’s everyday movements, but 

also contactless payments using American Express cards at contactless payment locations. The 

band enables NFC payments, but it doesn’t utilize a display. Instead it pairs with a smartphone 

where consumers can check transaction history. American Express and Jawbone are pitching 

payments the same way Jawbone pitches its fitness aspect, but now with the added 

convenience to show that its latest wearable can truly be the one-stop shop for tracking fitness 

and payments. SOURCE: “Who Are The Wearable ‘Pay’ Players.” PYMTS. www.pymnts.com. July 1, 2015. 

 

-Consumer Lending- 
 

Report: Millions of Borrowers Could Still Benefit from Refinancing 
The data and analytics division of Black Knight Financial Services recently released its latest 

Mortgage Monitor Report, based on data as of the end of May 2015. This month, Black Knight 

looked into the current population of refinanceable borrowers and found that, between traditional 

and HARP programs, approximately 6.5 million borrowers could likely both qualify for and 

benefit from refinancing. As Black Knight Data & Analytics Senior Vice President Ben Graboske 

explained, these refinance opportunities could result in significant monthly savings for qualifying 

borrowers. “By looking at current interest rates on existing 30-year mortgages and applying 

broad-based underwriting criteria, we found that approximately 6.1 million borrowers make good 

candidates for traditional refinancing,” said Graboske. “An additional 450,000 meet HARP-

eligibility guidelines. For both groups, the potential monthly savings could be substantial. Some 

550,000 American homeowners with a mortgage could save $500 or more each month by 

refinancing at today's rates. Over three million could save at least $200 per month. All told, in 

the aggregate we're looking at about $1.5 billion that American homeowners could be saving 

every month through a traditional refinance. Add in the 450,000 HARP-eligible borrowers and 

that figure swells to about $1.66 billion in savings every month — almost $20 billion a year.” 

SOURCE: “Black Knight's May Mortgage Monitor: 6.5 Million Borrowers Could Save $1.66 Billion Monthly Via Refinancing; Interest 

Rate Jumps Would Strain Home Affordability.” PRNewswire. www.prnewswire.com. July 6, 2015.  
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-Wealth Management- 
 

Betterment Makes Investing Easier with SmartDeposit 
On July 14, Betterment, the largest automated investing service, announced the release of 

SmartDeposit, a feature that makes it easy for customers to invest without having to think about 

their finances. SmartDeposit intelligently checks in on a customer's bank account balance and, 

based on a customer's personalized settings, determines when it's appropriate to invest — 

automatically. SmartDeposit puts more of your money to work in the market and gives you the 

control to set your target balance and withdraw at any 

time. The new tool will transfer money from your bank 

account into Betterment if your balance is above a set 

threshold, removing excess cash sitting in your low-

interest bank account and putting it into a globally 

diversified portfolio of ETFs that is customized based on 

your financial goals. “At Betterment, we aim to automate 

the investing process,” said Dan Egan, Betterment's 

director of behavioral finance and investing. “With 

SmartDeposit, we enable customers to reach their 

financial goals without worrying or thinking about their finances. Our goal is to continue to 

automate in areas where we know customers benefit.” Betterment also recently released 

RetireGuide™, an advice engine that informs customers whether or not they are invested 

correctly for a comfortable retirement. SOURCE: “Betterment Makes Investing Easier With SmartDeposit.” 

PRNewswire. www.prnewswire.com. July 14, 2015.  

 

-Small Business- 
 

Approval Rates at Big Banks, Institutional Lenders Hit New Highs 
Major banks and institutional lenders have been approving small-business loans at higher rates, 

while the pace is holding steady at alternative lenders, according to the June report from 

Biz2Credit, an online marketplace for small-business loans. At banks with more than $10 billion 

in assets and at institutional lenders — including credit funds, insurance companies and 

nonbank financial institutions — approval rates on small-business loan applications climbed in 

June, to their highest level since Biz2Credit began tracking them in 2011, the report says. On 

the other hand, approval rates at alternative lenders and credit unions were mostly flat. The 

report was based on an analysis of 1,000 loan applications on the Biz2Credit platform. “We’ve 

come a long way,” Biz2Credit chief executive Rohit Arora said in a statement. “These are the 

best numbers for big bank lending since the recession.” Molly Otter, chief investment officer at 

Lighter Capital, an alternative lender, says the report paints an upbeat picture. “Banks [are] 

becoming more aggressive in their approvals — I think that is great for business owners.” 

SOURCE: Pimentel, Benjamin. “Small-Business Loans Picking Up at Big Banks.” NerdWallet. www.nerdwallet.com. July 16, 2015. 

“At Betterment, we aim to 

automate the investing 

process. With SmartDeposit, 

we enable customers to 

reach their financial goals 

without worrying or thinking 

about their finances.” 
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-Regulation & Security- 

 

Pew Report: With Nearly 23 Million Consumers 
Using Prepaid Cards, More Protections Are Needed  
According to Pew Charitable Trust’s latest “Banking on Prepaid” 

report, more consumers are using reloadable prepaid cards. 

While most users are unbanked or underbanked, more 

consumers in the mainstream banking market are picking them up 

as well. Despite the growing usage, card terms and conditions continue to confuse the public. 

Pew found that most prepaid card users do not know whether their funds are FDIC-insured or 

whether the cards carry an arbitration clause. Many cardholders also do not know that they are 

covered by liability protections. Sometimes, however, these safeguards only apply if the card is 

registered and the problem is reported in a timely fashion. Pew says its findings support the idea 

that the products should have more regulatory protections, such as those floated by the 

Consumer Financial Protection Bureau late last year. Its proposal suggested that prepaid cards 

carry the same protections as those afforded to checking account and credit card customers, 

such as free online access to account information, a $50 liability limit on fraudulent transactions 

for cardholders who report suspicious activity, standardized disclosure forms for fees and 

surcharges, and overdraft limits. SOURCE: Kieler, Ashlee. “Pew: With Nearly 23 Million Consumers Using Prepaid 

Cards, More Protections Are Needed.” Consumerist. www.consumerist.com. June 30, 2015 

 

-Economy- 
 

National Loan Delinquency Declines 

The American Bankers Association's Consumer Credit Delinquency Bulletin released July 9 

shows that delinquencies on loans and credit cards dropped in the first quarter of 2015, led by a 

significant decrease in late payments on home equity borrowing. Delinquency rates declined 

from 3.23% to 3.12% on home equity loans, from 1.48% to 1.42% on home equity lines of 

credit, and from 0.93% to 0.90% on property improvement loans. The study of 11 loan 

categories shows that late payments of 30 days or more fell in five categories and remained flat 

in two during the first three months of the year. Meanwhile, the composite ratio that tracks 

delinquencies in eight loan categories, including auto and personal loans, slipped from 1.52% to 

1.53%, and credit card delinquencies fell from 2.52% to 2.49%. “It's highly encouraging that 

consumers continued to improve their financial situations even during a quarter where the 

economy contracted,” says ABA chief economist James Chessen. “This speaks to sustained 

consumer discipline as Americans continue to use and manage their debt responsibly.” SOURCE: 

Needham, Vicki. “National Loan Delinquency Declines.” The Hill.  www.thehill.com. July 9, 2015 
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-Merkle Thought Leadership- 
 

The Cashless World: Are you prepared for “The Future of Financial 
Services?” 
By Chris Murray, Vice President, Retail Banking and Consumer Finance 

The World Economic Forum, a Swiss nonprofit foundation most known for their annual Davos 

world leader summit, recently released their report, “The Future of Financial Services.” The 

report focuses on the impact that disruption is currently having on the financial services industry. 

Most interesting, however, the report speculates on potential future scenarios that these 

disruptions might bring about. 

 

The report covers a broad swath of the financial services category, including insurance, 

deposits and lending, capital raising, investment management, and the topic of this post, 

payments. 

 

The report asks the question, “How will customer needs and behaviors change in an 

increasingly cashless payments landscape?” If you are involved in any aspect of the payments 

ecosystem, this is a question that should be on your mind. 

 

Both the benefits of cashless/electronic transactions (convenience, efficiency, traceability, and 

protection) and challenges (merchant adoption, accessibility for the underbanked, small 

denomination convenience, and fraud) are discussed. 

 

The report distills innovation in payment down to four categories: 

1. Mobile payments (Apple Pay, Square, Paypal) 

2. Integrated billing (Uber, iBeacon) 

3. Streamlined payments (location-based payments, machine-to-machine payments) 

4. Next generation security (biometrics, tokenization standards) 

 

The impact that these innovations are having on the existing payments systems is examined. 

Three models emerge and they make the point that these models work within the existing 

ecosystem rather than seek to circumvent it. 

1. Open-loop mobile payment solutions which enhance the customer experience at the 

POS (Apple Pay, Visa Checkout) 

2. Closed-loop mobile payment solutions that consolidate the POS, acquirer and payment 

network functions (Paypal, CurrentC) 

3. Mobile merchant payment solutions/ integrated payment apps/ streamlined payment 

solutions that look to enhance/ replace the current POS infrastructure (Square, Uber) 

 

http://www.weforum.org/reports/future-financial-services
http://www.merkleinc.com/industry-solutions/financial-services/payments-and-credit-card-marketing
http://www.merkleinc.com/industry-solutions/financial-services/payments-and-credit-card-marketing
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They do a nice job of setting up the context for the best part of the report, which is the 

discussion of three potential future scenarios: 

 

Scenario 1: Consolidation of the Payment Market 

 The key to this outcome is the rise in importance of the “Default Card” 

 As customers lose visibility of their payment choice by identifying default cards in mobile 

wallets and integrated apps, spending gets concentrated on a single card 

 Issuers respond by enhancing loyalty and other benefits in order to gain default card status. 

Large issuers, who are more able to increase their value offered, squeeze out smaller and 

niche players resulting in a reduction in the number of issuers. 

 

Scenario 2: Fragmentation of the Payment Market 

 The opposite outcome of Scenario 1 

 Customers are no longer limited by the need to carry physical plastic as their cards are 

virtual within their mobile wallets 

 Niche and specialty purpose products appear and offer the ability to optimize the 

customer’s economics (financing, rewards, discounts) at the individual transaction level 

 Decision support systems are developed for mobile wallets that allow the customer to 

utilize the most advantageous payment method for every transaction 

 

Scenario 3: Displacement of Credit Cards 

 This scenario imagines the replacement of credit cards with a combination of payment 

solutions that link directly to bank accounts and POS vendor financing/merchant loyalty 

 This displacement stresses issuer credit card P&Ls and impairs issuer ability to maintain 

competitive value propositions eventually marginalizing the card business. 

 

The report makes an interesting case for all three scenarios as possible futures in payments. Of 

the three possibilities, Scenario 3 seems the least likely. The main reason for this is that it 

seems to offer the least benefit to customers. Both elements of this scenario exist today in the 

form of debit cards and various merchant financing options. The benefits to the customer seem 

slight and are heavily predicated on the assumption that merchants will pass on the savings 

they realize from cutting out the incumbent players onto their customers. 

 

Scenarios 1 and 2 seem more likely outcomes, primarily based on the fact that they offer more 

meaningful customer gains. In Scenario 1, customers will realize the benefits of enhancements 

as issuers battle for the coveted Default Card position within mobile wallets. In Scenario 2, the 

customer benefits from a seamless optimization of payment choice at the individual transaction 

level.  
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Of these two outcomes, Scenario 1 seems the more likely to occur. Many of the requirements to 

make it happen are already in motion. Scenario 2 is heavily reliant on yet-to-be-developed 

mobile optimization applications, without which little customer benefit will be realized. To the 

extent Scenario 1 begins to take hold and consolidation occurs, it will be difficult to undo and 

reverse, as Scenario 2 would imply. 

 

Regardless of exactly how things shake out, change is happening and the question for you is, 

how is your organization going to deal with it? SOURCE: Murray, Chris. “The Cashless World” Merkle, Inc.  

www.merkleinc.com/blog. July 21, 2015 

 


