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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 

3.64% 2.76% 2.93%  4.60% 4.38% 4.06% 

         

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

2.66% 2.79% 3.35%  14.39% 15.30% 11.96% 

         

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

0.50% 0.56% 0.24%  1.09% 1.29% 1.67% 

 
 
GENERAL INDUSTRY 
 

 

Gallup: Two-Thirds of Americans Prefer Saving to Spending  

 

 

A recent Gallup poll shows that 65 percent of Americans polled prefer saving to spending, marking an all-time high. In contrast, the 
share of spenders and savers was equally matched in the early 2000s prior to the recession. For the first time since 2006, half of 
respondents rated their personal financial situation as excellent or good. Among the 18- to 29-year-old demographic, the share of 
those who enjoy saving more than spending rose from 54 percent in the early 2000s to 66 percent. “Americans are considerably 
more likely than they were in the easy-credit years preceding 2008 to perceive saving money as more enjoyable than spending it,” 
Gallup said. “And their actions have, at least to some extent, mirrored their attitudes. Saving rates that had dropped from the 
double-digit levels of the 1960s and 1970s down to an abysmal 1.9 percent rate in July 2005 are now consistently close to or above 5 
percent.” Source: “Gallup: Two-Thirds of Americans Prefer Saving to Spending.” ABA Banking Journal (04/25/16) 

 

TECHNOLOGY & INNOVATION 
 

 
 

Citibank Is Testing a Hot New Technology in Its Branches 

 
 

Citibank is testing use cases for beacon technology in some of its Smart Banking 
branches in New York City. The technology would enable customers to use their 
smartphones to access branch ATMs 24 hours a day and receive location-based, 
customized messaging about special promotions and events. With a BI Intelligence 
Digital Banking survey indicating that 72 percent of millennials never visit branches or 
do so once a month or less but that 62 percent still find some value in branches, experts 
say it is important for banks to strike the right balance between digital and in-branch 
services. Some believe the introduction of beacons, cardless ATMs, and other mobile 
technology could improve the appeal of branch banking to tech-savvy customers. 

Source: Meola, Andrew. “Citibank Is Testing a Hot New Technology in Its Branches.” Business Insider (05/10/16) 
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CARD & PAYMENTS 
 
 

Consumers Are Using Credit Cards More Often 
 
 
 

A report issued May 3 by the American Bankers Association (ABA) shows that spending on credit cards rose in the fourth 
quarter of 2015 by 3 percent for consumers with good credit ratings and by 6 percent for those with weaker credit ratings. 
There were 80 million new credit card accounts opened in the fourth quarter, up 16 percent on a year-over-year basis, with 
the number of new subprime accounts increasing 26 percent. There were 323 million total open credit card accounts, up by 
almost 6 percent and marking a post-recession high. The report also shows that 42.1 percent of card holders carry a 
monthly balance, up 0.4 percent; 29.7 percent of card holders pay their statement balance in full every month, up 0.3 
percent; and 28.1 percent of accounts are not being used, down 0.7 percent. Jess Sharp, executive director of ABA's Card 
Policy Council, says, “Labor markets continue to perform well, wages are slowly climbing, and gasoline prices remain low — 
all of which translates into a healthier outlook for both consumers and the credit card market.” Source: Murray, Teresa Dixon 

“Consumers Are Using Credit Cards More Often.” Cleveland Plain Dealer (OH) (05/03/16) 
 
 

CONSUMER LENDING 
 
 

Ellie Mae Launches Mortgage App Tracking Millennials  

 
 
 

Ellie Mae's new Ellie Mae Millennial Tracker will track millennial loan trends across the United States, refreshing with new data 
during the first week of every month to provide updated demographic data about millennial home buyers. The tracker uses data 
from 66 percent of mortgages closed since 2014 that were initiated on Ellie Mae's Encompass all-in-one mortgage management 
solution. According to March data from the Millennial Tracker, women were listed as the primary borrower on 31 percent of all  
closed loans, with an average age of 30 and average FICO score of 724. Men were listed as the primary borrower on 66 percent of 
closed loans, with an average age of 29 and an average FICO score of 727. Furthermore, conventional loans accounted for 60 
percent of all loans made and took an average of 43 days to close, while Federal Housing Administration loans accounted for 37 
percent and took an average 44 days to close. "There are roughly 87 million would-be home buyers in the millennial generation, 
and 91 percent of them say they intend to own a home one day. Lenders must prepare today to meet their needs," says Joe 
Tyrrell, executive vice president of corporate strategy at Ellie Mae. Source: Ramírez, Kelsey “Ellie Mae Launches Mortgage App Tracking 

Millennials.” HousingWire (05/02/16) 

 

SMALL BUSINESS 
Wells Fargo to Launch Faster Loan to Fight Online Rivals 

 

Wells Fargo plans to roll out a loan product geared toward small business customers that have been turning to faster online 
lenders. The San Francisco-based bank will begin offering FastFlex loans later this month, initially only to customers that have 
been with Wells Fargo for at least a year and expanded to non-customers early next year. The loans will range from $10,000 to 
$35,000 and will be funded as soon as the next business day, with a weekly repayment schedule. The loan will serve a s a test to 
determine whether the bank can develop its own technology to compete with Silicon Valley firms. According to Lisa Stevens, 
head of small business at Wells Fargo, the interest rate will range from 13.99 percent to 22.99 percent, depending on the 
creditworthiness of the business. “We took a look at what our customers were saying [and realized] a product that would have 
quick decision making, fast funding, and ease for the customers [could be attractive],” says Stevens. Source: Glazer, Emily. “Wells 

Fargo to Launch Faster Loan to Fight Online Rivals.” Wall Street Journal (05/10/16) 
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INVESTMENTS & WEALTH MANAGEMENT 
 
 

SigFig Partnership with UBS Features Equity Investment, Tools for Wealth Managers  

 

 

The new strategic partnership between UBS Wealth Management Americas (WMA) and SigFig announced this week is “strategic” 
in more ways than one. The deal features both an equity investment in the automated investment platform and in new software 
solutions for UBS wealth mangers. And while the amount of the investment was undisclosed, SigFig has raised more than $16 
million in funding to date, with its last round a $1 million Series B in April 2015. Tom Naratil, President of UBS Americas, said 
investment in technology like SigFig’s was “vital” for the wealth management business to better align “service, advice, and access 
… with how clients live their lives today.” The investment comes as UBS continues its shift in  focus toward wealth management 
and includes the building of a joint Advisor Technology Research and Innovation Lab to facilitate collaboration between UBS 
financial professionals and SigFig’s technologists. Mike Sha, SigFig CEO emphasized the importance of technology in helping 
wealth managers customize investing solutions for their clients. He added that partnerships with major FIs like UBS will be key in 
growing the reach of the platform. “We are excited to work with UBS WMA,” Sha said. Source: Penn. David. “SigFig Partnership with 
UBS Features Equity Investment, Tools for Wealth Managers.” Finovate (05/17/16) 

 

INSURANCE    
 
 
 

Mutual of Omaha Tries Simplicity to Stir Disability Market 
 

While individual disability income coverage is a tough sell these days for many insurance companies, a new, simplified disability 
income policy from Mutual of Omaha could help generate interest in the stagnant income protection market. The policy, 
marketed as Priority Income Protection, is the company's latest offering. Mutual of Omaha is positioning the product as a simple 
and budget-friendly alternative to many disability policies in the market. “Our market research shows that individuals seeking 
disability insurance want affordable plans, options for coverage amounts, and an easy-to-understand product,” Stephen Abels, 
senior vice president of Individual Pre-Retirement Solutions, said in a news release. May is Disability Insurance Awareness Month, 
and disability insurance companies use the month to bring attention to the value of that coverage. Two features of Mutual of 
Omaha’s Priority Income Protection should attract policyholders. One feature allows policyholders to choose their monthly 
benefit amount up to a maximum of $2,000 while another feature allows policyholders to choose a benefit period of 12, 24, or 36 
months. Source: Cyril, Tuohy. “Mutual of Omaha Tries Simplicity to Stir Disability Market.” Insurance News Net (05/17/16) 

 

REGULATION & SECURITY 
 
 
 

Treasury Department Calls for More Oversight of Online Lending Industry  

 

On May 10, the U.S. Treasury Department called for more oversight over online lending, which follows its call for public comment 
last July on various issues related to online marketplace lenders. Specifically, the Treasury sought feedback on "the various  
business models of and products offered by online marketplace lenders to small businesses and consumers, the potential for 
online marketplace lending to expand access to credit to historically underserved market segments, and how the financial 
regulatory framework should evolve to support the safe growth of this industry." In addition to stronger borrower protections and 
increased oversight, the Treasury insists that back-office operations must be able to handle the type and volume of transactions, 
customer service should meet those volumes, and relationships with borrowers should be transparent. The agency also indicated 
that it will be "important to consider policies that could minimize borrower risks and increase investor confidence in a less  
favorable credit environment." The Treasury consulted other agencies in preparing its white paper, including the Consumer 
Financial Protection Bureau, the Federal Deposit Insurance Corp., the Federal Reserve, and the Office of Comptroller of the 
Currency. Source: McKenna, Francine. “Treasury Department Calls for More Oversight of Online Lending Industry.” MarketWatch (05/10/16) 
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ECONOMY 
 
 
 

Mortgage Rates Haven't Been This Low in Three Years  

 

Freddie Mac reported on May 12 that the average 30-year fixed-rate mortgage fell to 3.57 percent — the lowest level since May 
2013 — from 3.61 percent the previous week and 3.85 percent a year ago. The average 15-year fixed-rate mortgage dropped to 2.81 
percent from 2.86 percent the previous week and 3.07 percent a year ago, while the five-year adjustable-rate mortgage slipped to 
2.78 percent from 2.8 percent the previous week and 2.89 percent a year ago. “Disappointing April employment data once again 
kept a lid on Treasury yields, which have struggled to stay above 1.8 percent since late March,” said Freddie Mac chief economist 
Sean Becketti. “Prospective home buyers will continue to take advantage of a falling rate environment that has seen mortgage 
rates drop in 14 of the previous 19 weeks.” Source: Orton, Kathy. “Mortgage Rates Haven't Been This Low in Three Years.” Washington Post 

(05/12/16) 

 
 

THOUGHT LEADERSHIP 

 
 

Creating Financial Success for Millennial Consumers to Build Ongoing Trust 
 

Whether it’s purchasing their first home, paying off student loans or debt, or budgeting disposable funds to enjoy with friends, 
millennials are faced with many important “first-time” financial decisions. Thanks to technological advancements, millennials have 
unique researching and buying behaviors that make them stand out.  
 

View the presentation Merkle and Regions Bank presented at the Marketing to Millennials for Financial Services Summit, 

Creating Financial Success for Millennial Consumers to Build Ongoing Trust, to see how we have been working together to better 
understand, target, attract, and retain this game-changing generation. Our presentation shares some of our lessons-learned, which 
we hope will provide you with a clear path to improve your company’s millennial marketing program. Takeaway insights from our 
presentation include: 
 

 Financial imperatives for millennials 

 Online, offline, and content strategies to engage millennials 

 Examples of how Regions is earning the trust of millennials and winning their business 
 

View Presentation Here 

 

http://bit.ly/1MZLgNb
http://www2.merkleinc.com/l/47252/2016-05-16/3nv519

