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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 

3.67% 2.80% 3.30%  5.18% 4.49% 3.87% 

         

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

2.78% 2.79% 3.37%  14.35% 15.20% 11.96% 

         

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

0.52% 0.55% 0.30%  1.12% 1.32% 1.82% 

 
GENERAL INDUSTRY 
 

 

How Banking Can Improve the Digital Experience  

 

 

To understand the scale of the threat to banks, global experience design agency Beyond wanted to test the readiness of consumers 
to switch to non-bank, online-only challengers. They also asked what consumers expect from the digital banking experience, to 
understand how banking can better meet their needs and avoid losing them to competitors. The key finding in the white paper, 
Taking Friction Out of Banking: How Can Banks Improve the Digital Experience to Retain Customers in a Competitive Market? is that 
over half of the population of the U.S. and U.K. would consider digital-only services for all their banking needs. Those with complex 
financial needs (5 financial products or more) – often the banks’ most profitable customers – were even more receptive to online-
only offerings (65% vs. 57%). In addition, consumers were more willing to consider digital-only options for payments and money 
transfers (79%) and checking accounts (77%). When the survey asked consumers to rate their current banking experience, the 
research found that consumers want improvement from their digital banking provider in the areas of security, personalization, 
speed and ease of use. In the U.S., 71% of people wanted additional levels of security, 53% wanted faster ways to transact online 
and 50% wanted easier ways to log into their account. Source: Marous, Jim. “How Banking Can Improve the Digital Experience.” The 

Financial Brand (02/09/16) 

 
TECHNOLOGY & INNOVATION 
 

 

 

Ally Bank Pushes Ahead With Mobile, Wearable Initiatives 

 

Ally Bank is among the most recent banks to adopt Touch ID fingerprint scanning login for 
Apple mobile device users, which eliminates the need to enter passcodes to access accounts 
through the bank's mobile app. The bank also has rolled out an Android Wear app, called the 
Android Wear ATM Locator, which provides ATM addresses, distances, and directions to 
Android smartwatch users. Ally Bank released a similar app last fall for users of the Apple 
Watch. Meanwhile, Ally Bank plans to introduce mobile payment support for all the major 
platforms — Android Pay, Samsung Pay, and Apple Pay -- though it has not provided a time 
frame for the launch. These developments are all “simply part of our ongoing drive to meet 
growing consumer demand for mobile-related services,” says Ally Financial CEO Diane Morais. 
Source: Perala, Alex. “Ally Bank Pushes Ahead With Mobile, Wearable Initiatives.” Mobile ID World 
(02/08/2016) 

 
 

Ally ATM Locator App  
The app allows Android Watch users to 
get information on the five closest 
ATM and/or cashback locations. 
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CARD & PAYMENTS 
 
Visa Launches Account Controls 
 
 

A new service launched by Visa allows consumers to determine how, where, and when their 
credit and debit accounts can be used. Visa Consumer Transaction Controls give consumers 
real-time access and visibility of their account activity so they can better protect themselves 
against fraud or security issues. The service can be offered through Visa card-issuing 
financial institutions, which can give customers access to such features as spending controls, 
transaction alerts, and the ability to quickly turn accounts on and off. “By putting the 
account holder in charge, Visa card issuers can provide their consumers peace of mind 
through innovative spending controls and more effective fraud prevention,” says Mark 

Nelsen, senior vice president of risk products and business intelligence at Visa. “With new digital commerce experiences 
emerging daily, it's important that we provide easy and convenient ways for consumers to direct and monitor how their 
accounts are used and help better secure the payment system.” Financial institutions can integrate Visa Consumer 
Transaction Controls into their mobile banking apps. Source: “Visa Launches Account Controls.” Pymnts.com (02/10/16) 

 

CONSUMER LENDING 
 
 

Homeowners Enjoy Big Gains in Home Equity, Federal Reserve Bank of N.Y. Finds  

 

 

A new report by the Federal Reserve Bank of New York indicates that Americans paid 8% less on their mortgages in 2015 than in 
2008, even as the amount of principal paid off rose by 41%. This means homeowners are paying less each month on their 
mortgage payments while seeing a dramatic rise in their home equity. According to the report, the amount of mortgage principa l 
paid down by homeowners totaled $288 billion last year, up by $118 billion from 2006, although the total amount of mortgage 
debt outstanding was the same in both years. The findings can be attributed to low borrowing costs that prompted more 
homeowners to refinance into less expensive loans, borrowers taking less equity out of their homes than they did a decade ago, 
and that mortgage debt outstanding is older today so a greater share of the monthly payment is put toward paying down the 
principal. The report also indicates that tighter mortgage standards have played a role by preventing many first-time buyers from 
achieving homeownership, which means borrowers who have had more time to build equity account for a greater share of total 
mortgage debt. Furthermore, there is a smaller pool of highly leveraged homeowners due to the wave of foreclosures during and 
after the financial crisis. Source: Wack, Kevin. “Homeowners Enjoy Big Gains in Home Equity, N.Y. Fed Finds.” American Banker (02/12/16) 

 

SMALL BUSINESS 
SunTrust's Twist on Fintech: Focus on Commercial Clients 

 

SunTrust is launching an effort to partner with FinTech, and setting itself 
apart by focusing on partnerships that would help its commercial 
customers. This month, the bank announced that it is launching a 
“payments and technology industry specialty” within its commercial and 
business banking unit that will focus on discovering and advising FinTech 
startups that are developing solutions in the commercial payments space, 
with the ultimate goal of finding new innovative solutions that may benefit 

SunTrust's commercial clients. “Startups and established leaders need strategic financial advisers to help them meet their growth 
goals and plan for the unexpected – like regulatory and global challenges,” said Eric Brewer who will lead the commercial 
banking’s new specialty. As a bank, SunTrust needs to “keep an eye on the FinTech disruptors as we look at ways to use 
technology in a more cost effective way.” Products and services for the retail customer tend to dominate FinTech, but innovation 
specifically focused on commercial clients has been gaining traction within the banking industry recently. “We're seeing some 
more movement and more interest in the needs of the commercial customer,” said Nancy Atkinson, a senior analyst with Aite 
Group. She said SunTrust's initiative is representative of the trend and that she expects more commercial-specific units pop up. 
“We are going to continue to see interest in working with the FinTech companies and building incubators in this space.” Source: 

Yurcan, Bryan. “SunTrust's Twist on Fintech: Focus on Commercial Clients.” American Banker (02/12/16) 

“The ability to be able to tap into 
the rapid development happening in 
the fintech world is very attractive.”   

 

-  Eric Brewer, SunTrust        
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INVESTMENTS & WEALTH MANAGEMENT 
 
 

Merrill Lynch Launches Social Security Claiming Tool 

 

Years after several independent software companies and numerous financial services firms first began offering Social Security 
claiming tools to financial advisers, Bank of America Merrill Lynch has unveiled its own proprietary tool. Ben Storey, the firm's 
retirement and personal wealth solutions director, considers the timing a stroke of luck. Congress voted to change key Social 
Security claiming rules last fall while the tool was still in development. As a result, the final version launched internally  last week 
includes up-to-date guidance to the firm's more than 14,500 advisers. So far, about 2,000 advisers have received initial training. 
“The timing just really worked in our favor,” Mr. Storey said. “This is a really hot topic, and we get so many questions from  our 
advisers who want to be able to provide information to their clients to make an informed dec ision” about when to claim their 
Social Security benefits. The Social Security analyzer tool complements earlier resources the company provided to its advisers, 
including iPad apps and research papers. “I think it sends a strong message about what is top of mind for individuals who are 
approaching retirement,” he said. “Regardless of clients' net worth, Social Security is very important to them and it has driven us 
to focus on this particular topic.” Offering a client, or prospective client, a personalized Social Security claiming strategy report 
can serve as a gateway to a broader retirement income discussion, Mr. Storey said. Merrill Lynch advisers can use the tool as a 
stand-alone report or plug the results into the firm's Wealth Outlook program to see how various Social Security claiming 
strategies might affect a client's cash flow and long-term portfolio sustainability. Source: Franklin, Mary Beth. “Merrill Lynch Launches 

Social Security Claiming Tool.” Investment News (02/16/16) 

 

INSURANCE    
 
 
 

Life Insurance Activity Heats Up In January  

 

 

Application activity for U.S. individually underwritten life insurance was up 6.4% in January year-over-year, all ages combined, 
according to the MIB Life Index. January’s results follows six straight quarters of expansion for the composite Index as growth 
accelerates with the underwriting of year-end sales activity. Composite application activity in January outpaced that of the prior 
December by 5.0%. It was the largest month-over-month percent gain for this time period since the Index started in 2001. U.S. 
life insurance application activity was once again led by ages 0-44, which far outpaced all other demographics. Application 
activity ages 0-44 was up 8.4%, ages 45-59 was up 4.4%, and ages 60+ was up 3.9%, year-over-year. This January marks the start 
of the sixth consecutive quarter of solid growth for the 0-44 age group as insurers’ sales and marketing investments continue to 
reach younger age purchasers. Source: “Life Insurance Activity Heats Up In January.” Insurance News Net (02/14/16) 

 

REGULATION & SECURITY 
 

 

CFPB Rules to Rein In Payday Lenders Won't Cap Rates, Official Says  

 

 

In testimony before U.S. House lawmakers on February 11, Consumer 
Financial Protection Bureau Acting Deputy Director David Silberman said 
the bureau's upcoming rules for high-interest payday loans will not cap 
interest rates. “We will not establish a usury cap and interest-rate limits on 
these or any other lending product,” he said. “We have not contemplated 
doing so, and we will not do so.” Silberman noted that the rules will 
instead emphasize that lenders adequately assess borrowers’ ability to 
repay. “When this product is made without assessing the ability to repay, 

it's not safe for its intended use,” he told lawmakers. Although consumer advocates have been pushing for stricter standards for 
the loans, including usury caps, observers say Silberman’s comments were not surprising given that the CFPB lacks the authority 
to impose interest-rate limits on financial institutions. Source: Hayashi, Yuka. “CFPB Rules to Rein In Payday Lenders Won't Cap Rates, 
Official Says.” Wall Street Journal (02/11/16) 

 
  

“We will not establish a usury cap 
and interest-rate limits on these or 
any other lending product.   

 

-  David Silberman, CFPB Acting Deputy Director  
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ECONOMY 
 
 
 

Mortgage Rates Fall for 6th Straight Week, Hit 10-Month Low  
 

Freddie Mac reported on February 11 that the average 30-year fixed rate mortgage fell from 3.72% to 3.65%, its lowest point in 10 
months. Meanwhile, the average rate on a 15-year fixed rate mortgage slipped from 3.01% the week before to 2.95%. Despite the 
Federal Reserve’s decision to hike interest rates at the end of 2015, mortgage rates have continued to dip. Volatility in financial 
markets driven by the falling price of oil and concerns of a global economic slowdown has pushed investors more towards U.S. 
Treasuries, keeping rates low for potential home buyers. The week-to-week decrease came soon after Federal Reserve Chairman 
Janet Yellen's testimony on Capitol Hill in which she was vague on the topic of a rate increase in March. Freddie Mac chief 
economist Sean Becketti says the drop in mortgage rates is not a surprise considering that mortgage rates adjust slower to capital 
market rates. Source: Mitchell, Benjamin F. “Mortgage Rates Fall for 6th Straight Week, Hit 10-Month Low.” USA Today (02/11/16) 

 
 

THOUGHT LEADERSHIP 

 
 

Measuring Marketing Success: We’re Doing It Backwards 

 

Featured in the Financial Brand on February 11, 2016 
By Jeff Nagel, Senior Strategy Director at Merkle 
 

Do you remember the joke about a drunk man crawling around on his hands and knees under a streetlight late at night looking for 
his wallet? A passerby asks the man if he is sure this is where he dropped the wallet, to which the drunk replies, “I actually think I 
dropped it across the street.” “Then why are you looking over here?” the baffled passerby asks. “Because the light is better here,” 
explains the drunk. Unfortunately, the same can be true for the “key performance indicators” (KPIs) that financial marketers often 
rely on. Instead of matching KPIs to the ultimate desired objectives, many times we find ourselves focusing on “where the light is 
better” — i.e. what is easiest to quantify. This happens for a variety of reasons: 
 

Lack of timely data – This can be due to either short decision cycles (e.g. campaign to campaign) or long measurement periods 
(e.g. 5-year retention). 
 

Technological constraints – The desired data may not be capable of capture (e.g. referring web pages without links). 
 

Indirect purchase paths – Customers will likely see multiple messages across various channels before taking the desired action. 
 

Privacy and legal constraints – Besides governmental regulations, your own website or partner’s privacy policies may prevent data 
use. 
 

Poor data quality – This can be due to human data entry errors or lack of input validation. 
 

Data capture constraints – These can include a lack of control of the data capture process (e.g. a separate line of business) or the 
nature of the process (e.g. multiple response channels which don’t all have ability to capture data). 
 

High data acquisition costs – The cost to purchase the data or the investment required to capture the data might be too high. 
 

Third-party gatekeepers – The data may be owned/controlled by a third party not willing to give up control of the data. 
 

High opportunity costs – Holding out a large control group might cost too much in lost sales. 
 

Lack of common ID – There may be no effective way to tie together disparate pieces of data (e.g. linking online with offline 
behavior). 
 

In the above situations where we cannot track the desired information directly, we instead tend to go where “the light is better” — 
a.k.a. “proxy KPIs.” 
 

Click here to read full article 
 

http://thefinancialbrand.com/57238/marketing-roi-key-performance-indicators-kpis/?utm_source=Email&utm_medium=Email&utm_campaign=FSIN
http://www2.merkleinc.com/l/47252/2016-02-16/2wkbx6
http://www2.merkleinc.com/l/47252/2016-02-16/2wkbx6

