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-Interest Rate Overnight Averages- 
AS OF 8/24/2015 

 

Mortgage  Home Equity 

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

3.86% 2.94% 3.05%  4.38% 4.06% 3.49% 

         
Auto  Credit Cards 

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

2.52% 2.87% 3.14%  16.24% 16.48% 11.27% 

         
Checking and Savings  CDs 

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

0.44% 0.48% 0.38%  1.06% 1.20% 1.77% 
 
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- 

 

Millennials Embrace Mobile Banking 
The latest U.S. mobile phone banking usage forecast by eMarketer shows that close to 59% of 

mobile phone users between the ages of 18 and 34 will use their devices’ mobile browsers to 

access their bank, credit union, credit card, or brokerage accounts at least monthly this year. 

Only 28% of baby boomers are expected to do the same. 

Brian Yeager, an analyst at eMarketer, says, “Having real-

time mobile access to personal financial information is a 

baseline expectation among millennials today, which helps 

explain why this cohort comprises the largest share of U.S. 

mobile banking users.” However, baby boomers have 

adopted mobile phone banking at a slower pace, with 

many in this demographic preferring larger-screen devices 

to access their accounts. Millennials have embraced 

mobile banking despite concerns about security, and 

Yeager thinks marketing and education on mobile banking 

security could boost adoption rates among baby boomers. 

Yeager notes that “more banks and other financial firms 

are treating their apps and sites as the primary point of 

engagement with customers. They're also experimenting with ways to cross-sell other relevant 

financial products, upsell to premium services, and even acquire new customers entirely 

through the mobile channel.” SOURCE: "Millennials Embrace Mobile Banking" eMarketer (08/18/15) 
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-Technology & Innovation- 
 
Wells Fargo Is Mining Video Game Secrets To Make a Better App 
Wells Fargo has bought a small stake in Context360 Inc., a startup that makes behavior-

predicting technology for the mobile video game industry. The investment highlights how banks 

are teaming up with tech companies on ways to improve fraud prevention and attract customers 

who increasingly are turning to mobile apps. “Banks are trying to stretch themselves to adapt to 

the thinking of young people,” says Javelin Strategy & Research CEO Jim Van Dyke. Wells 

Fargo is interested in the technology because it uses data from sensors embedded in mobile 

devices to predict customer behavior, measuring the position, direction, and speed of the 

person using the device. The bank could possibly use the results to tailor alerts that are sent to 

customers’ phones when they are engaging in activities that may require its products or stop 

transactions if the customer's phone and credit card are not in the same place.  

SOURCE: “Wells Fargo Is Mining Video Game Secrets to Make a Better App” Bloomberg (8/5/2015) Campbell, Dakin 

 

-Card & Payments- 
 

American Express Adds Cash Back to Serve Prepaid Cards 
Looking to broaden its customer base, American Express is adding a cash back feature to its 

prepaid debit cards. The new Serve card, rolled out August 19, gives users 1% cash back on all 

purchases, whereas other prepaid cards only offer cash back at certain retailers. The Serve  

card comes with a monthly fee of $5.95. American Express has been looking beyond affluent 

customers and corporate travelers due to increased competition, turning its attention to the 

growing business of prepaid cards, which attract lower-income consumers and those without 

traditional banking accounts. 

The company also recently 

launched another new Serve 

prepaid card, which allows 

unlimited reloads and has a 

monthly fee of $4.95. The 

current Serve card charges 

$3.95 per reload, so the new 

card's monthly cost will be less 

for certain customers, like workers paid mainly in cash. SOURCE: “American Express Adds Cash Back to 

Serve Prepaid Cards” Associated Press (08/19/15) Sweet, Ken 
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-Consumer Lending- 
 

Auto Loans Hit Nearly $1 Trillion  
Experian Automotive says auto loans hit a record of $932 billion in the second quarter, up $92 

billion on a year-over-year basis, which is the largest quarterly increase in dollars borrowed 

since 2006. The jump in auto loans is attributed to near-record auto sales, rising new vehicle 

prices, and low interest rates. Melinda Zabritski, senior director of automotive finance at 

Experian, says, “The automotive loan market is gaining momentum while maintaining 

remarkable stability. It's a good sign for the economy overall.” Subprime borrowers accounted 

for slightly more than 20 percent of the money loaned in the second quarter, and borrowers with 

super-prime credit ratings accounted for a similar amount. Meanwhile, Experian says 60-day 

delinquencies rose slightly to 0.603 percent of all loans, but 30-day delinquencies dropped to 

2.32 percent. SOURCE: "Auto Loans Hit Nearly $1 Trillion" CNBC News (08/12/15) LeBeau, Phil 

 

-Wealth Management- 
 
Wells Fargo Taps Mobile To Connect Financial Advisors with Consumers 
Wells Fargo Advisors, a subsidiary of Wells Fargo & Co., is bringing conversations with clients 

out of the office and onto mobile as it expands its Smart2Go application. The firm has made the 

mobile app accessible to more than 1,000 of its financial advisors who may use their personal 

devices to communicate with Wells Fargo customers. “Clients are accustomed to using mobile 

devices in their personal and professional lives, and many expect that their financial advisors to 

share their comfort with mobile technology,” said Warren Terry, managing director of financial 

advisor platforms at Wells Fargo Advisors. “Our Smart2Go proprietary application is one way 

we’re meeting our clients expectations in the digital 

age.” The tablet app is able to transition desktop 

functions to tablet devices to provide users with an 

enhanced digital experience, a feature which may 

prove extremely useful for clients who do not have 

the time desired to go meet with their financial 

advisors in person. Wells Fargo Advisors believes 

this functionality is paramount in adapting the brand 

alongside the ever-changing mobile landscape. 
SOURCE: "Wells Fargo Taps Mobile to Connect Financial Advisors with 

Consumers" Mobile Commerce Daily (06/04/15) Samuely, Alex 
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-Small Business- 
 

Survey: 49% of Small Businesses Not Ready for EMV Chip Cards Oct 1 
According to the nationwide Wells Fargo/Gallup Small 

Business Index, only 49 percent of small business owners 

that accept credit and debit cards know about the October 1 

deadline to support EMV chip card technology. Those that do 

not support EMV by the deadline will be held liable for 

fraudulent charges from point-of-sale transactions. Business 

owners need to convert to new card readers or add EMV 

capabilities to existing payment systems to prepare for the deadline. SOURCE: “Wells Fargo Survey: 

Many Small Businesses Not Ready for Chip Cards” Denver Business Journal (08/10/15) Burns, Hilary 

 
 

-Regulation & Security- 
 

Feds Expanding Access to Mortgage Loans 
The Federal Housing Administration has announced an effort to expand credit to underserved 

borrowers while easing lender risk. A new supplemental performance metric measures a 

lender's default rate within three credit score bands and compares it to an FHA target rate, 

instead of the lender's peers in the market. “This is one more tool to help FHA, lenders, and the 

public know exactly who we're serving,” says Ed Golding, principal deputy assistant secretary 

for housing at the U.S. Department of Housing and Urban Development. Lenders will have a 

better understanding of the FHA's acceptable risk tolerance levels for various credit scores, 

which can encourage them to lend more broadly. The change, which took effect at the end of 

July, will help lenders better see the effects of their lending throughout the credit spectrum in 

line with the FHA's willingness to insure loans to eligible borrowers with lower credit scores. 

SOURCE: “Feds Expanding Access to Mortgage Loans” The Hill (08/17/15) Needham, Vicki 

 

-Economy- 
 

Consumer Borrowing Hits Another Record in June 
The Federal Reserve reports a $20.7 billion jump in U.S. consumer borrowing in June to a 

record $3.42 trillion. Consumer borrowing rose $15.2 billion in the category that includes auto 

and student loans and $5.5 billion in the category that includes credit cards. Economists predict 

further increases in consumer borrowing and spending during the rest of the year, spurred by an 

improving job market. The report, however, does not include home mortgages or home equity 

loans. On a year-over-year basis, consumer borrowing rose 6.5 percent, with increases of 7.7 

percent in auto and student loans and 3.5 percent in credit cards.  

SOURCE: “U.S. Consumer Borrowing Hits Another Record in June” Associated Press (08/10/15) Wiseman, Paul 
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-Thought Leadership- 
 

Lessons from Regions Bank: How To Make 1:1 Engagement Possible  
 

Building a customer-led marketing strategy isn't just about technology, it requires operational change, 
executive support and importantly, collaboration with your IT, sales and service colleagues 
 

CMO (8/4/2015) Cameron, Nadia 
 

Building a successful engagement strategy in the age of always addressable, mobile customers not only requires 
technology smarts, data-driven marketing capabilities and useful content, it also needs executive support and cross-
functional camaraderie. That’s the view of EVP and head of marketing for Regions bank, Michele Elrod, who shared 
how the banking group has transformed its marketing approach during the ADMA Global Forum in Sydney. 
 

Regions is a regional banking group with 1700 branches across 16 US states. In 2012, it began on a deep analysis 
of its marketing technology and customer intelligence capabilities in order to make the shift towards the holy grail of 
marketing today: One-to-one engagement across channels and based on the lifetime value of a customer.  
 

“What was important to us was to move to a more cross-channel sales, service integration program,” Elrod said. 
“We started looking at what we had in terms of technology marketing, what were our gaps in terms of customer 
journeys, and what we were going to do to address all that. “For everybody who is going to undertake this, your 
mission has to be customer centric, and it has to be relevant to your particular industry and/or company.”  
 

Regions historically had a siloed approach to channel engagement and media, and while it knew a lot about its 
customers, this was mostly transactional information, Elrod said. “We’d appended data for our customers but were 
not able to let a sales person know if someone had talk to them in the contact center, or if they were looking at 
mortgages online. And I wasn’t changing what I was offering them personally based on what they were looking at 
on the website,” she said. “All of that has changed.  
 

“We wanted to use all the information we had within the channels to drive communication. We wanted to increase 
that context and understand what we call ‘hand raisers’ – what people are doing on the website, and what they’re 
doing when their click on our ads. We wanted to be smarter about tracking people, understanding how they interact 
with social, our content, and developing tests to understand if it makes a difference.” For example, Elrod said 
Regions found customers are 11 times more likely to complete an application if the company can provide them with 
content that’s benefit-oriented prior to the application process. “So it was all about having that increased context 
and then building connectivity across our channels as well as across the mediums we use,” Elrod said. Questions 
the Regions team used to understand the capabilities needed for addressing an always-on consumer, meanwhile, 
included whether it had a comprehensive view of customers, understood and segmented them based on their 
value, could optimize resources based on that value, personalize interactions, measure interactions at an integrated 
level, and then impact by activity or stream, Elrod continued. Finally, was the team agile and could they use all of 
this capability to their advantage? 
 

How to make it all happen 
 

Elrod offered a wealth of advice from Regions’ experiences around moving to a customer-led marketing remit and 
making wholesale transformation happen. The first thing to recognize is that everyone in the business has to be 
brought along the journey, she said. That makes executive sponsorship an imperative. “This has to be customer 
centric, relevant to your company, industry and customer,” Elrod told attendees. “You have to be customer centric 
and that has to drive your direction.” 
 

To articulate why it was important for Regions to make this move to the rest of the business, and to explain in 
particular to the sales team the outcomes of its efforts, Elrod’s team whittled down its objectives to three things: 
Better leads, better conversations, and better sales and retention. This was positioned as ‘CCSI’ – cross channel 
sales and service integration. “It’s important to integrate sales, service, IT and all these pieces together with all your 
channels,” Elrod said. “In our sales presentation, we said that if we can continue to do this in marketing, it will result 
in these three things, and we believe it will give us a competitive advantage. “We’re not the biggest... but if we can 
be smarter about how we talk to customers, when we talk to them increase relevancy and that timeliness, then we 
could get that competitive advantage.” 
 

Alongside executive support, organizations need to have a dedicated management team, Elrod said. Thirdly, she 
stressed the importance of process and governance. “You will be working with every one of your channels – IT, 
product, marketing and you have to organize all of that,” she said. “The reason is everyone sees things from a 
different point of view. Marketing sees it as a customer lifecycle, a technologist sees a tech stack, and an analyst 
sees it as data. None of these are wrong, but important to bring all together. “We weren’t even using common 
language and definitions on what we wanted to achieve. It’s important to begin planning as a team.”  

http://www.cmo.com.au/article/581138/lessons-from-regions-bank-making-customer-led-engagement-reality/


[Type text] 
 

7 
 

 Financial Services Industry News 
August 2015 

 

F o r  m o r e  in fo rm a t io n  a b o u t  M er k le ’ s  F in a n c ia l  S er v i ce s  M a r ke t in g  E x p e r t i s e ,  
p l ea s e  v i s i t  u s  a t  w w w . m e rk l e i n c . co m  

 

 

 

 

 

 

 
 

It’s not just governance, but also recognizing and planning for a staged approach, with each phase representing an 
opportunity to learn and regroup, Elrod said. “You don’t want to wait until the end to realize achievements,” she 
advised. “Make that an important part of the project – near-term wins. Every time new tech piece or learnt something 
via data, used that, initiated a new program, reported on it (show revenue from all investments going on). 
 

Cross-company support 
 

Region partnered with performance marketing agency, Merkle, on the program of building an addressable customer 
engagement strategy. According to Merkle’s executive VP, Will Bordelon, an area many organizations are still falling 
over is enacting the changes needed across the business to make a new approach successful. 
 

“Where organizations commonly get stuck is when they’ve maxed out on the authority of the sponsor behind what 
they want to change,” he said. “If you want to change marketing, you can do that as CMO, but if you’re trying to 
intercept product, channel, fulfilment, you have to have executive sponsorship. It can’t just be permission, it has to 
be support.” In creating the customer experience, Bordelon said success comes down to choosing to invest in 
foundational components that enable your organization to operationalize these things, as well as focus resources, 
investments and financials. The other thing to remember is that not all customers are created equal, Bordelon said.  
 

“You’ve got to have some framework that you can organize around,” he said. “All experiences are not created equal 
and you need to decide where to invest in certain experiences based on potential of certain customers. Some could 
be VIP customers, but this becomes more complicated as we are trying to change experience through customer 
lifecycle.” Bordelon agreed designing the customer experience can be daunting and that organizations won’t solve it 
all at once. “Start with easy things – triggers area great way to try and understand where something is happening 
with individual consumer, but the problem is they don’t often scale,” he said. “So it’s a mix of trigger programs while 
mapping our segment-based experiences that are more outbound and reactive, that’s required.” 
 

Bordelon also described the approach being taken by Regions is all about mastering the three Cs of addressable 
customer experience: Context, content and connectivity. “The trick is creating a path for what you need to do to get 
organization behind you, then get that development at pace for your organization to change to this model,” he 
added.  


