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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 

3.87% 3.06% 3.31%  4.53% 4.06% 3.83% 

         

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

2.81% 2.86% 3.34%  14.08% 15.27% 11.67% 

         

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

0.47% 0.47% 0.40%  1.10% 1.23% 1.77% 

 
GENERAL INDUSTRY 
 

 

Report: Digital Channels Delight, While Branches Struggle for Relevance 
 

 

Why are some consumers loyal while others are more likely to switch? What drives consumer satisfaction in banking today? 
According to a report from Bain & Company, the answers to these questions are largely dependent on the delivery channels a 
consumer chooses to use. In its sixth annual report on consumer banking behaviors, Bain found that consumers who rely on digital 
channels for their banking needs are 40% less likely to switch vs. those who use mobile rarely or never. Conversely, those who 
frequently use branches say they are three times more likely to switch compared to those who rarely use branches. Gerard du Toit, 
lead author of the research and a partner at Bain, blames this on the outdated branch model still used by most institutions. “In the 
U.S., 60-70% of branch interactions in a typical bank are either bad or avoidable,” du Toit says. “Most of the time, a branch visit 
results in an inferior customer experience and comes at a higher cost for the bank. Clearly, the branch as currently configured is 
headed for extinction.” Source: “Digital Channels Delight, While Branches Struggle for Relevance.” The Financial Brand (11/23/15) 

Consumers Enjoy Mobile Interactions More Than Other Banking Channels 
According to research from Bain & Company, investing in mobile, in part to reduce branch transactions, pays off in greater loyalty. 
Apps used for routine transactions are one-third more likely to delight U.S. customers than similar transactions at the branch and 
only half as likely to annoy.  

 
Source: Bain & Company, Inc. Report: “Customer Behavior and Loyalty in Retail Banking” 
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TECHNOLOGY & INNOVATION 
 

 

 

Google Could Be Your Next Mortgage Broker 
 

Google recently launched “Google Compare” for mortgages, allowing potential home buyers to find and compare home 
loans. When looking to buy a home, consumers find themselves shopping around to find the best mortgage terms. With 
Google Compare, users will be able to enter personal information, including property value, down payment size and 
approximate credit score to get tailored results. The results also show the lenders’ ratings and reviews. Homeowners can 
also use the tool to refinance their mortgages. The product is currently only available in California, but the company 
plans to expand into other states. Google is registered as a licensed mortgage broker. Though the company won't be 
financing mortgages, it will aggregate quotes from local and national lenders it has partnered with, including Zillow and 
Lending Tree, in order to help users find the best mortgage. Google acknowledged that lender participation is based on a 
flexible cost-per-lead model, which means the company is paid by the mortgage lenders. The mortgage comparison tool 
adds to Google Compare's offerings, which also allow users to shop around for car insurance quotes and credit card 
offers. Source: Vasel, Kathryn. “Google Could Be Your Next Mortgage Broker.” CNN Money (11/23/15) 

 

 
 
 

CARD & PAYMENTS 
 
In-Store Mobile Payments Increase Four-Fold Across the U.S. 
 

The use of in-store mobile payments increased nearly four-fold across the United States from 5% in 2014 to 18% in 2015, 
according to Deloitte's Global Mobile Consumer survey. Approximately 20% of consumers used their phones to make a 
payment at the point of sale. The survey showed that 3% of U.S. shoppers are now making in-store mobile payments daily, 
while 5% do so weekly, 5% do so less than once a week, and 5% have only ever done it once or twice. Consumers between 
the ages of 25 and 34 accounted for about 36% of the activity, while those between 45 and 75 made up less than 10%. Half 
of the 2,000 U.S. respondents cited security concerns as the main reason for not using mobile devices for in-store 
payments. “As the lines that define mobile usage continue to blur, industries are now poised with seemingly endless 
opportunities to calibrate and develop solutions and products aimed at monitoring, recording and communicating factors 
critical to our surroundings and well-being, all through the simplicity of a swipe or touch of a screen,” says Craig Wigginton, 
U.S. telecommunications sector leader at Deloitte. Source: Boden, Rian. “In-Store Mobile Payments Increase Four-Fold Across the 

U.S.” NFC World (12/11/15)  

 

http://thefinancialbrand.com/55601/google-compare-mortgages/google_compare_mortgages/
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CONSUMER LENDING 
 
 

Quicken Loans Launches Revolutionary End-to-End Online Product “Rocket Mortgage” 
  
 

Progress toward moving the entire mortgage approval process online 
made an apparent leap forward with the recent introduction of Quicken 
Loans’ Rocket Mortgage. The company says its new product will allow 
borrowers to be fully approved for a purchase or refinance a loan in as 
little as eight minutes, simply by plugging in some personal details on 
their computers, tablets or smartphones. Applicants for a Rocket 
Mortgage need only to provide a few details about themselves to enable 
the new Quicken platform to pull that data on its own. For example, if 
you’re applying for a refinancing, once you punch in your home address, 
the system automatically knows how much you pay in property taxes 
and homeowners insurance, as well as what you paid for your home. Fill 
in your birth date and social security number, and the system pulls your 
income history. No manual uploading of documents is required. The 
system analyzes the information, then quickly delivers suggested loan 
options that are customizable, so borrowers see which rates and terms 
suit them. Once borrowers have selected a loan, they can follow through 
by signing the necessary documents online in a secure portal. “The way 

we’re using data and how much we’re able to calculate and do online — this is brand new to the industry,” said Regis Hadiaris, the 
product lead for Rocket Mortgage. Sources: Prevost, Lisa. “Mortgage Approval Entirely Online.” The New York Times (12/4/15); Press Release: 

“Quicken Loans Launches Revolutionary End-to-End Online Product “Rocket Mortgage” Transforming How Consumers Experience the Home Loan 
Process.” QuickenLoans.com (11/24/15). 

 

SMALL BUSINESS 
J.P. Morgan Chase Enters Online Loan Boom 
 

J.P. Morgan Chase is joining forces with OnDeck Capital Inc. to offer 
a new type of small-dollar loan product to the bank’s small business 
customers. The new product will be available online to some Chase 
clients next year, says Jennifer Pipeszak, CEO of Chase Business 
Banking. OnDeck would act more like a technology vendor than a 
lending partner, as the loans will be marketed under the Chase brand 
and reside on the bank's balance sheet. “Partnering was a faster way 
to accomplish what we want to accomplish, which is a streamlined, 
super-fast, disruptive-customer-experience way of delivering small-
dollar credit [up to $250,000] to small-business owners,” said Mary 
Jane Rogers, chief communications officer at the bank. J.P. Morgan’s 

relationship with OnDeck is an example of how in fintech partnerships, banks can offer services to small businesses and let a third 
party take on some of the risk, effort or expense. “Banks don't want their cost to service the customer to go up, so they are 
looking for products like these where there's a self-service, hands-off offering,” said Patricia Hines, senior analyst at Celent. 
Sources: Rudegeair, Peter; Glazer, Emily. “J.P. Morgan Enters Online Loan Boom.” The Wall Street Journal (12/2/15); Crosman, Penny. “Banks 
Offload Pesky Small-Business Services Onto Fintech Startups.” Bank Technology News (12/10/15).  

 
 
 
 
 

“Partnering was a faster way to 
accomplish what we want to accomplish, 
which is a streamlined, super-fast, 
disruptive-customer-experience way of 
delivering small-dollar credit [up to 
$250,000] to small-business owners.”         

 
 
        

- Mary Jane Rogers, Chase Chief Communications 
Officer  
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INVESTMENTS & WEALTH MANAGEMENT 
 
 

Women “Very Concerned” About Retirement Saving  

 
 

The Insured Retirement Institute (IRI) recently released a new study on women’s retirement planning perspectives that found 
eight in 10 women have concerns about saving enough for retirement, with the majority, 54%, saying they are “very concerned.”  
The report also found that women, compared to their male counterparts, have more concerns about financial issues and their 
ability to retire. For example, 54% of women are very concerned about being able to retire when they want to, and 53% of wome n 
are very concerned about being able to afford the lifestyle they want throughout retirement. This compares to 34% and 36% of 
men, respectively. “The anxiety expressed by women is understandable when you consider the challenges they face in achieving a 
financially secure retirement,” IRI President and CEO Cathy Weatherford said. “Income disparities and time out of the workforce 
are among factors that will reduce retirement savings as well as Social Security and employer-provided retirement benefits. At 
the same time, longer lifespans will necessitate more savings to produce additional years of retirement income. To overcome 
these challenges, women will need to channel their concerns into positive actions. This is an area where the retirement plann ing 
community can make a significant impact, but it will require a more thorough understanding of women’s priorities, values and 
preferences.” The IRI study is based on a survey of 1,002 Americans, including 701 women and 301 men, who earn at least $30,000 
annually. Respondents were between the ages of 25 and 65. The survey was conducted by Greenwald & Associates in July 2015. 
Source: “Women ‘Very Concerned’ About Retirement Saving.” Insurancenewsnet.com (11/16/15). 

 

INSURANCE    
 
 
 

Demographics Are Key: Who’s Most Likely to Be Receptive to the FIA Message 
 

 

Recent research from the Insured Retirement Institute (IRI), “2015 Fixed Indexed Annuity Distribution Trends,” reveals that 
consumer interest is high across the board for fixed indexed annuities (FIAs). According to the IRI survey results, approximately 
70% of consumers from all demographic groups are at least somewhat receptive to purchasing FIA products. But it turns out that 
there are specific demographic groups most receptive to hearing the FIA message. For a recent fixed indexed annuity study 
sponsored by Athene and done in conjunction with LifeHealthPro, research firm Beacon Technology Partners found that there 
are three product FIA selling points – the potential for earnings, high participation rates and guaranteed minimum interest rates. 
Survey results reveal that FIAs are a popular topic for clients who have reached age 50, with more than three-fourths (78%) of 
survey participants indicating that they discuss FIAs with this group. In addition, 82% of respondents say that they broach the 
subject with individuals in their 60s, and 70% say they discuss FIAs with their clients who are 70 years old or older. The Athene 
study revealed that more than half of brokers (53%) discuss FIAs with clients in their 40s. While this group’s retirement needs may 
not be as imminent as their slightly-elders, this generation has its own formidable challenges. “Members of Generation X face the 
daunting task of planning for a retirement that will likely include no pension, a potential Social Security haircut, stagnant  wages 
and high education costs for them and their children,” according to a CNBC.com article. And while this group isn’t nearly as large 
as the Baby Boomers, Generation X is no small market, with 46 million members. Source: Bresnick, Peggy. “Demographics are Key: 

Who’s Most Likely to Be Receptive to the FIA Message.” Life Health Pro (12/16/15). 

 

REGULATION & SECURITY 
 

 

Federal Reserve Raises Interest Rates for First Time in Nearly a Decade  

 

 

 

The Federal Reserve raised its key interest rate on 12/16 from a range of 0% to 0.25% to a range of 0.25% to 0.5%. The rate hike is 
a small one, but it will affect millions of Americans, including investors, home buyers and savers. Savers will eventually see a little 
more interest on their deposits at the bank, and mortgage rates will gradually rise. The move was widely expected and comes as a 
sign of how much the economy has healed since the Great Recession. The central bank believes the U.S. economy is strong now 
and no longer needs crutches, marking “the end of an extraordinary period” of low rates designed to boost the recovery from the 
Great Recession. “I feel confident about the fundamentals driving the U.S. economy, the health of U.S. households, and domestic 
spending,” Fed chief Janet Yellen said during a press conference. “There are pressures on some sectors of the economy 
particularly manufacturing, and the energy sector...but the underlying health of the U.S. economy I consider to be quite sound.” 
Known as “liftoff,” the Fed's action is expected to be the first of more rate increases that will probably come in 2016. The last rate 
hike was June 2006. Source: Gillespie, Patrick. “Finally! Fed Raises Interest Rates.” CNNMoney (12/16/15).  
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ECONOMY 
 
 
 

More Homeowners Rise From Underwater 
 

In Q3 2015, almost 1 million fewer homeowners were underwater versus the prior three months. However, some of the areas 
hardest hit by the housing boom gone bust continue to have a tough go of it. This summer, Zillow says, 13.4% of U.S. homeowners 
were underwater, a decrease from 16.9% a year earlier. Las Vegas – which has had the highest percentage of homeowners 
underwater for more than four years running – remained on top with a little more than 22% of homeowners still owing more than 
their residences are worth. Not far behind were Chicago (20.6%) and Atlanta (18.6%). Meanwhile, some of the worst-hit cities 
logged the biggest improvements. In Atlanta, for example, the share of underwater homeowners fell 8.5 percentage points from 
the third quarter of 2014. Zillow chief economist Svenja Gudell remarks, “In these markets, there are just so many people that are 
underwater that if you’re blanketing them with home-value appreciation they are much more likely to see larger drops in that 
negative equity rate.” Source: Kusisto, Laura. “More Homeowners Rise From Underwater.” The Wall Street Journal (12/04/15) 

 
 

THOUGHT LEADERSHIP 

 
 

Merkle’s Marketing Insights: Gamification 
 
 

 

Insights by Alison Berman with Commentary from Matthew Regan 
 

Download the full report here 
 

When you hear the word “gamification,” the picture that might 
come to mind is a 17-year-old playing video games in his parents’ 
basement. And while video games are indeed a huge part of 
youth culture, the concept of gamification — that is, the use of 

game dynamics and mechanics in non-game activities — is being applied in marketing to much wider audiences across a broad 
range of industries. As you’ll learn in this issue of Marketing Insights, gaming is actually part of mainstream culture: 73% of 
households play computer or video games; nearly half of gamers are women; and 29% of gamers are over the age of 50. More 
importantly, marketers’ interest in gamification strategies has been growing, with global spending estimated at $1.7B in 2015, 
projected to grow to $5.5B by 2018. 
 

The difficult and tedious task of budgeting becomes fun — possibly even addictive — when it’s a mobile app “game” 

So what’s so great about gamification; what’s the big deal? 
 

Well, there are a lot of things for marketers to like about this strategy, particularly in banking and wealth management. Perhaps 
the biggest and most important aspect is that gamification can help break through and subvert the barriers that prevent 
consumers from taking action. In financial services, common barriers include inertia/procrastination, lack of knowledge, fear of 
making a mistake, choice overload, and so on. Game dynamics get past these barriers by making engagement fun, intuitive, and 
even challenging. For example, the difficult and tedious task of budgeting becomes fun — possibly even addictive — when it’s a 
mobile app “game” that automatically tallies points and awards badges based on daily spending (see USAA Savings Coach App).  
 

Also, games can appeal to a wide range of personality types, from consumers who are reward-driven, to those who are status-
seeking, to those who just want to see that they are making progress toward a goal. 
 

Gamification offers a number of other important benefits, including: targetability; the ability to capture data that can be used to 
enhance consumer insights or other marketing efforts; scalability; cost efficiency; the ability to help lower customer service costs; 
and more. 
 

This Marketing Insights highlights some of the trends around gamification and provides many examples of gamification strategies 
in the financial services industry. 

 

http://www2.merkleinc.com/l/47252/2015-12-14/2lgp4v
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