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INTEREST RATE OVERNIGHT AVERAGESN 
 

Mortgage     Home Equity 

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

3.78% 2.98% 3.09%  4.46% 3.97% 3.82% 

         

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

2.52% 2.88% 3.11%  14.12% 15.27% 11.62% 

         

Checking and Savings  CDs 
MMA & SAVINGS $10K MMA INTEREST CHECKING  1-YEAR CD 2-YEAR CD 5-YEAR CD 

0.49% 0.51% 0.40%  1.09% 1.20% 1.67% 

 
GENERAL INDUSTRY 
U.S. Bank Eyes Online Authentication Services 
 

 

U.S. Bank is looking at how it might enable its customers to use their online banking credentials to log into government and other 
websites. The company says it is looking closely at what others are doing, including a service from a company called SecureKey 
Technologies. The SecureKey Concierge service, which is used by Canadian banks, made its commercial debut in the United States 
this month. When offered by a U.S. bank, customers would be able to use their credentials to safely log into other sites. The 
credentials are only stored by the bank, and the third-party website relies on the 
bank positively identifying the customer trying to login to the site. “We think it’s 
a really good approach which has potential,” says Dominic Venturo, executive 
vice president and chief innovation officer for U.S. Bank. For some time, the bank 
has been looking at the challenge of creating secure IDs and passwords online. 
“From our perspective there are a lot of opportunities that could be considered, 
but I think the most important thing for us is that it gives us the ability to improve 
our customer experience, leverage what we do really well and potentially make 
things simpler,” he adds. Source: King, Rachael. “U.S. Bank Eyes Online Authentication Services.” Wall Street Journal (09/15/15) 

 
TECHNOLOGY & INNOVATION 
Visa Creates In-Car Payments Prototype  

 

In a first step of a five-year plan of changing the way motorists pay for gas and other 
in-transit needs, Visa has created the Visa Connected Car, a prototype of a car 
designed to initiate payments. The in-car payments mechanism is not intended to be 
a means for driver to engage in e-commerce. However, the simultaneous 
development of driverless cars, which would make it possible for a single occupant to 
focus on other tasks, suggests Visa is at least on a parallel course with other in-car 
tech efforts. The project's initial focus is on fuel and food sales, according to Derek 
Colfer, the head of digital innovation at Visa Canada. He says such interactions may 
force a change in how card-present and card-not-present rules are handled. “For this 
to happen, there are lots of people that need to get along,” says Colfer. “There are 
auto manufacturers, operating system companies, banks, payment networks, and 
others.” Source: Schuman, Evan. “Visa Steers In-Car Payments Down a Challenging Road.” 

PaymentsSource (09/15/15) 

 
 

A passenger uses Visa's in-car interface to 
order food during a demonstration.  

“...It gives us the ability to improve 
our customer experience, leverage 
what we do really well and 
potentially make things simpler.”  

– Dominic Venturo, U.S. Bank 
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CARD & PAYMENTS 
Half of U.S. Consumers Don't Have, and Don't Understand, Chip Cards  

 
More than 50% of U.S. consumers have not received new chip-based credit or debit cards, which are designed to improve 
the security of in-store purchases, while 56% of consumers do not even know what a chip card is, according to a new Shift 
Communications survey. Banks have been accelerating the issuance of chip cards to 
improve security ahead of an October 1 liability shift deadline, but industry analysts 
say it could take up to a decade for a full rollout of replacement chip cards and the 
conversion of millions of point-of-sale terminals. Purchases with chip cards could be 
confusing for some store clerks and consumers, and they take slightly longer to 
process than swiping a magnetic stripe card. Some new terminals will support a 
contactless payment with the new chip cards, which is similar to the way many 
newer Android devices and iPhones use NFC technology to authorize payments with 
a mobile payment app. The survey also found that although just 20.5% of 18- to 24-
year-olds are using chip cards for purchases, that group had the highest usage of 
mobile payments with smartphones and other devices. Source: Hamblen, Matt. “Half of U.S. Consumers Don't Have, and Don't 

Understand, Chip Cards.” Computerworld (09/15/15) 
 
 

CONSUMER LENDING 
Wells Fargo Mortgage Goal: $125B to Hispanic Buyers 
 

Wells Fargo Home Mortgage recently announced a plan to loan $125 billion to as many as 500,000 Hispanic homebuyers over the 
next decade, capitalizing on a growing and underserved segment of the U.S. market. U.S. Census forecasts predict the Hispanic  
population in the U.S. will more than double by 2060. Meanwhile, Hispanic households continue to face lower homeownership 
rates than their neighbors. In the last three months of 2014, 45% of Hispanic households owned their home versus 72% of white 
households and 64% of all U.S. households, reports the Census Bureau. Brad Blackwell, head of portfolio lending for Wells Fargo 
Home Mortgage, remarks, “This is a great business opportunity for Wells Fargo, as well as the right thing to do.” Access to credit 
is the biggest barrier preventing many Hispanic households from buying a home, reports Gary Acosta, CEO of the National 
Association of Hispanic Real Estate Professionals. Many Hispanic households have little credit because they, in general, avoi d 
debt and do not use credit cards. Acosta adds that many are also hindered by lending restrictions that prevent extended family 
members from pooling their money for a down payment. “I think Wells Fargo is taking precisely the correct approach,” Acosta 
said. “It’s the right thing to do for a burgeoning community, but … there is also going to be a tremendous opportunity from a 
business standpoint.” Source: Aschbrenne, Joel. “Wells Fargo Mortgage Goal: $125B to Hispanic Buyers.” USA  Today (09/15/15) 

 

 

WEALTH MANAGEMENT 
The Anxiety of Millennial Affluents 
 

Affluent Millennials – those with a HHI over $180,000 – came of age during the same Great Recession, witnessing friends and 
family face student debt and a depressed job market. With an outlook tempered by economic instability, the more financially 
successful members of this generation have developed a sense of unease and skepticism about their money and spending. More 
than half of Millennial millionaires feel so vulnerable that they say they’re afraid of losing it all, according to UBS Market Watch. 
And, as a result, it’s rendered them into a group of enthusiastic – yet nervous – savers. According to T. Rowe Price, 74% of 
affluent Millennials say they’re more comfortable saving or investing money than spending it. And it shows: they’re increasin g 
their 401(k) contributions faster than any other generational segment. And they’re running into the arms of like-minded and 
technology-based investment services like Wealthfront and Betterment, which offer conservative, algorithm-based index 
products with transparent fees. Most important to vulnerable, skeptical affluent Millennials is trust. They want to know that 
there’s something real and tangible in the brands they favor. That’s why they, like many of their generation, prefer products  and 
services that feel authentic. And if anxiety is a pervasive trait of affluent Millennials, one of the ways that they seek relief is 
definitively mainstream Millennial: via events, services, and experiences. Spending money on luxury goods and gathering up st uff 
is much less important than creating one-of-a-kind moments. Starting a conversation with affluent Millennials requires a special 
dose of humanity and a touch more empathy. Source: Measer, David. “The Anxiety Of Millennial Affluents.” MediaPost (09/18/15) 

More than 50% of U.S. consumers 
have not received new chip-based 
credit or debit cards, while 56% of 
consumers do not even know 
what a chip card is. 
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SMALL BUSINESS 
J.P. Morgan Chase Goes Big on Growing Small Business Customers 
 

Jennifer Piepszak, chief executive of J.P. Morgan Chase's small business banking unit Chase Business Banking, began her tenure 
earlier this year armed with an internal corporate strategy report outlining the opportunity the company had to better cross -sell 
small business banking, credit card, and payment processing services that could lead to hundreds of millions of dollars in 
additional revenues. The bank had found that less than 10% of its customers use Chase for all three products: checking, credit 
cards, and merchant acquiring. The bank has since invested hundreds of thousands of dollars in a new campaign to showcase its 
streamlining of those businesses. It is working on breaking down the silos among those services over the next three years with 
tactics including the use of a common application for clients to fill out that could qualify them for deposits and loans, as well as its 
“Ink” small business credit card and its “Paymentech” payment-processing service, Piepszak says. The bank hopes in about three 
years it can preapprove a business via that single application for a line of credit or a $50,000 Ink credit card, reducing th e 
paperwork for busy small business clients. Source: Glazer, Emily; Simon, Ruth. “J.P. Morgan Chase Goes Big On Growing Small Business 
Customers.” Wall Street Journal (09/14/15) 

 
REGULATION & SECURITY 
First Anti-Fraud System to Use Existing Credit Card Readers 
 

Integrated circuit cards, mobile wallets, and other solutions to prevent payments  

fraud typically are too costly and time consuming for retailers to implement 
because they are incompatible with current systems. However, researchers 
recently developed an inexpensive, secure method to prevent mass credit 
card fraud that uses existing magnetic card readers. SafePay — created by 
Lehigh University assistant professor of computer science and engineering 
Yinzhi Cao and Northwestern University's Xiang Pan and Yan Chen — 
transforms disposable credit card information to electrical current and 
drives a magnetic card chip to simulate the behavior of a physical magnetic 
card. “Because SafePay is backward compatible with existing magnetic card 
readers, it will greatly relieve the burden of merchants in replacing card 
readers and at the same time protect cardholders from mass data 
breaches,” says Cao. Researchers used a bank app, a cell phone app, and a 
magnetic credit card chip to perform transactions with a vending machine, 
a gas station, and a university coffee shop, indicating that SafePay worked 
in all of the scenarios. Source: Friedman, Lori. “'SafePay': First Anti-Fraud System 

to Use Existing Credit Card Readers.” Lehigh University (09/21/15) 
 

 

ECONOMY 
Despite Student Loans, Grads Are Buying Houses 
 

Despite carrying large amounts of student loan debt, a new study by the real estate valuation service Zillow 
finds that college graduates are purchasing homes. According to the study, there is a 70% chance that 
graduates with medical, law, and doctoral degrees will buy a house, compared to 66% for those with 
master's degrees, 61% for those with bachelor's degrees, and 56% for those with associate's degrees. Zillow 
chief economist Svenja Gudell says, “As total student debt continues rising, there is general apprehension 
that this trend may prevent millennials from buying homes. But our research helps put these fears to rest to 
some degree, because as long as accumulating that debt actually does result in getting a degree, debt itself 
is not quite the obstacle to homeownership that conventional wisdom makes it out to be.” Source: Edwards, 
Greg. “Despite Student Loans, Grads Are Buying Houses.” St. Louis Business Journal (09/21/15)

 

THOUGHTLEADERSHIP - LOREM ISPSUM 

 
 

SafePay transforms disposable credit card 
information to electrical current and drives a 
magnetic card chip to simulate the behavior of a 
physical magnetic card.  
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THOUGHT LEADERSHIP – BRIAN CAMPBELL 
In Merkle’s latest edition of Marketing Insights: Savings & Deposits, we continue to see many familiar 
themes around innovation, technology and relationship banking. Alternative banks are here to stay and 
pushing innovation by providing money management options that align with the digital customer. 

New customers who only need basic financial services are opting for mobile-only or online-only banks. We especially find that new 
customers are more likely to use online-only banks for their savings accounts than their checking accounts.  

The digital consumer skews younger and remains the most likely to open accounts online. Millennials choose their banks for online 
banking services, reasonable fees, branch convenience and loyalty rewards programs. The evident growth of these digital 
customers continues to drive the debate around how banks should invest in physical interaction versus digital account 
management.  

Does your organization have the right technology in place to support the account management needs of digital customers? As 
customers demand more tools to support self-service, the integration of mobile banking, text alerts, ATMs and new channels is 
imperative. 

Key takeaways from this edition include: 

 As interest rates rise, the war for deposits is heating up. Banks are facing greater competition in the current rate 
environment and are challenged to respond via marketing efforts. To attract long term profitability, banks are shifting 
focus to cash management tools, bundled offerings and premier accounts. 

 Self-service continues to expand as banks are challenged to find an equilibrium between physical interaction and 
digital account management. As technology and customer demand advances, self-service has expanded beyond online 
banking into mobile apps and ATMs. In addition to innovating self-service tools, banks must also focus on integrating with 
existing products and services. 

 Competitors are courting Millennials with digital service delivery as well as meeting their unique needs. Banks can 
meet Millennials’ demands for money management options that align with their digital lifestyle while helping them 
achieve their financial savings goals. 

 Banks need to continue to innovate as mobile apps and offerings continue to evolve. To cater to customers who 
increasingly require simpler and faster banking, banks are redesigning and enhancing their mobile apps to deliver more 
sophisticated tools. By providing more functionality, it will enhance the banking experience. 

 Digital innovation & customer engagement continue to create value. As the retail banking industry is challenged to 
keep up with technological advances, banks have focused on enhancing mobile and online interfaces to improve customer 
engagement. By staying current on changing consumer values, banks can position new products and services to best serve 
consumers and meet their ever-changing needs. 

 

     Download the full report. 

http://www2.merkleinc.com/l/47252/2015-09-22/22mypy

