
FOR MORE I NFORM ATI ON A BOUT MERKLE’S FIN A NCI A L SER VI CES M A RKE TI NG EXPERTI SE, 

PLEA SE VISIT US AT WWW.MERKLEINC.COM   

VI SIT US AT MERKLEINC.COM/FI N A NC I 

A L 

1 

 

 
 
 
 
 
 
 
 
 
 
 
 

    June 2016 
        TABLE OF CONTENTS 

 

 

 
 

2 INTEREST RATE OVERNIGHT AVERAGES 
 

2 GENERAL INDUSTRY 
Millennial Customers Will Flee if Their Bank Accounts Are Hacked 
 

2  TECHNOLOGY & INNOVATION 
Chase Survey: 48 Percent Prefer to Pay With Phones 
 

3 CARD & PAYMENTS 
Survey: Most Millennials Reject Credit Cards 
 

3 CONSUMER LENDING 
           Prosper Shuts Off Borrowers From Two Loan-Marketing Sites 
 

3 SMALL BUSINESS 
Visa Plans to Speed Up Chip-Card Certification Process 
 

                 4       INVESTMENTS & WEALTH MANAGEMENT 
Women Are Under-Saved and Underprepared for Retirement 
 

4 INSURANCE   
Younger Consumers Would Like to Receive Life Insurance Benefits as Monthly Income 
 

4 REGULATION & SECURITY 
Wary Fed Rethinks Pace of Hikes 
 

5 ECONOMY 
Americans' Total Wealth Hits Record, According to Federal Reserve Report 
 

5 THOUGHT LEADERSHIP 
Measuring Email Effectiveness in Retail Banking

 



FOR MORE I NFORM ATI ON A BOUT MERKLE’S FIN A NCI A L SER VI CES M A RKE TI NG EXPERTI SE, 

PLEA SE VISIT US AT WWW.MERKLEINC.COM   

VI SIT US AT MERKLEINC.COM/FI N A NC I 

A L 

2 

 

 

INTEREST RATE OVERNIGHT AVERAGESN 
 

Mortgage     Home Equity 

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

3.72% 2.69% 2.86%  4.74% 4.41% 4.13% 

         

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

2.87% 2.91% 3.26%  16.37% 16.70% 12.02% 

         

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

0.54% 0.55% 0.27%  1.09% 1.29% 1.75% 

 
 
GENERAL INDUSTRY 
 

 

Millennial Customers Will Flee if Their Bank Accounts Are Hacked  

 

 

A recent survey by FICO reveals that it only takes one fraud incident — such as identity theft, lost or stolen information, ATM 
skimming, or a compromised account — for millennials to leave their bank. The survey of about 1,000 consumers found that 29 
percent of millennials will close all accounts with a bank after an incident, versus 22 percent of all consumers. In addition, 24 
percent of millennials said they would make a negative comment on social media if the fraud incident was not handled well, and 21 
percent would actively discourage friends and family from using the bank. Meanwhile, a separate survey by EY found that customer 
experience was cited more often than fees, rates, locations, and convenience as the main reason for opening and closing accounts. 
“If they're closing accounts due to fraud where their cards or accounts are involved, it's often a mistake to identify the bank as the 
problem,” says David Pommerehn, senior counsel of the Consumer Bankers Association. “Banks operate under a series of rules that 
can make consumers whole if there is a fraud.” Source: Dickler, Jessica. “Millennial Customers Will Flee if Their Bank Accounts Are Hacked.” 
CNBC (06/14/16) 

 

TECHNOLOGY & INNOVATION 
 

 
 

Chase Survey: 48 Percent Prefer to Pay With Phones  

 
 

According to a JPMorgan Chase survey of 1,500 adults, more people would be upset to lose their cellphone than their wedding band 
(32 percent versus 19 percent). This emphasizes how attached consumers are to their mobile devices, and they increasingly are 
using them to manage every aspect of their lives. The survey found that 50 percent of respondents use their mobile banking app at 
work, 35 percent during breaks, and 31 percent when out to eat at a restaurant. "We saw consumers really step up their use of 
digital banking tools — especially mobile apps — in the last year," said Donna Vieira, chief marketing officer of consumer banking at 
Chase. "We continue to enhance our digital banking services to let customers bank how, when, and where they want." Compared 
with last year's mobile banking usage stats, the percentage of customers using Chase's mobile app to view account balances, pay 
bills, and transfer money rose by 21 percent, 20 percent, and 8 percent, respectively. Among other things, 46 percent of 
respondents plan to make payments more often using mobile phones during the next five years. Source: “Chase Survey: 48 Percent 

Prefer to Pay With Phones.” Pymnts.com (06/21/16) 
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CARD & PAYMENTS 
 
 

Survey: Most Millennials Reject Credit Cards  

 
 
 

A new Bankrate survey of 1,002 U.S. adults shows that only 33 percent of those between the ages of 18 and 29 have a credit 
card. The survey indicates that this generation has not warmed up to the idea of using credit as a financial tool, even 
though the economy and job market have improved. A similar survey by Bankrate two years ago found that almost two-
thirds of young adults lacked “major” credit cards, i.e., those issued by American Express, Visa, MasterCard, or Discover. 
The most recent survey also indicates that credit cards do not impress people these days. Over 80 percent of respondents 
said it would leave no impression if the person they were dining with used a premium credit card — like a platinum or black 
card — to pay for the meal. Source: Cetera, Mike. “Survey: Most Millennials Reject Credit Cards.” Fox Business (06/13/16) 

 
 

CONSUMER LENDING 
 
 

Prosper Shuts Off Borrowers From Two Loan-Marketing Sites  

 
 
 

The online lender Prosper Marketplace Inc. reportedly has put its relationships with LendingTree Inc. and Credit Karma Inc. o n 
hold. San Francisco-based Prosper has long relied on the large loan-referral websites to grow volume. LendingTree and Credit 
Karma are among the biggest platforms that allow consumers to comparison shop for personal loans, auto loans, and credit 
cards, selecting a lender through the sites and beginning an application with that lender. The move by Prosper is another sign of 
the funding woes currently plaguing online lenders, which have encountered difficulties in finding investors to buy their loans. 
Sources say Prosper's lending volume is expected to drop again in the second quarter, following a 12 percent decrease in the first 
quarter. Unlike banks, marketplace lenders like Prosper do not have customer deposits or large balance sheets to fund loans. 
Sources say Prosper wants to limit the number of borrowers as it seeks out more investor capital in an effort to ensure it can fund 
pre-approved loans. Source: Andriotis, AnnaMaria; Demos, Telis. “Prosper Shuts Off Borrowers From Two Loan-Marketing Sites.” Wall Street 

Journal (06/09/16)  
 

 

SMALL BUSINESS 
Visa Plans to Speed Up Chip-Card Certification Process 
 

 

 

Visa Inc. announced on June 16 that it plans to speed up the process for certifying merchants’ chip-card equipment. The company 
has faced complaints and even a lawsuit over delays in the certification process. “Visa recognizes the importance of having the 
industry help merchants get their chip terminal solutions up and running quickly so that everyone, especially consumers, can 
benefit from the powerful security protection of chip technology,” said Oliver Jenkyn, an executive in the company's North 
America segment. "[Visa has] taken steps to simplify the process as much as possible and help reduce any challenges so 
merchants can move forward with chip adoption quickly." Visa said it has streamlined its testing requirements to reduce the 
complexity, time, and cost of implementation, and it is giving banks the flexibility to self-certify their clients. In addition, Visa 
plans to increase investments to support banks and the resellers that develop the software behind chip terminals. Moreover, 
effective July 22, Visa will block all U.S. counterfeit fraud chargebacks under $25, indicating that smaller chargebacks "gen erate a 
great deal of work and expense for merchants and acquirers.” Source: Beilfuss, Lisa. “Visa Plans to Speed Up Chip-Card Certification 

Process.” Wall Street Journal (06/16/16) 
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INVESTMENTS & WEALTH MANAGEMENT 
 
 

Women Are Under-Saved and Underprepared for Retirement  

 

 

Men and women are on equal footing when it comes to 401(k) plan participation, but research from Aon Hewitt, the global talent, 
retirement and health solutions business of Aon, shows that this equality doesn't hold true when evaluating overall retirement 
readiness. The data reveals 83 percent of U.S. women aren't saving enough to meet their needs in retirement, compared to 74 
percent of men. Aon Hewitt projects women will need 11.5 times their final pay to meet their needs in retirement, compared to 
just 10.6 times pay for men. However, there is a gap of 3.3 times pay between what women need and what they're actually on 
track to have saved in order to retire at age 65. For men, the difference between needs and resources is just 2.0 times pay. 
“Women face significant stumbling blocks when it comes to saving enough for retirement, including longer l ifespans, lower 
salaries and a greater likelihood of taking hardship withdrawals from their 401(k)s,” explained Virginia Maguire, director of 
retirement products and solutions at Aon Hewitt. Source: “Women Are Under-Saved And Underprepared For Retirement.” Insurance 

News Net (06/21/16) 

 

INSURANCE    
 
 
 

Younger Consumers Would Like to Receive Life Insurance Benefits as Monthly Income 

 

A new LIMRA study shows consumers under age 40 would prefer to receive life insurance benefits as a monthly income rather 
than a lump-sum payment. In a study on life insurance product designs, 4 in 10 consumers under age 40 prefer a monthly income 
benefit while approximately 30 percent favor a lump-sum payment. “People buy life insurance for income replacement, but most 
often the benefit is paid as a lump sum,” said Scott Kallenbach, research director, LIMRA Strategic Research. “Our research 
suggests that products offering monthly income would have strong appeal among younger and middle class consumers and could 
be a way to more effectively reach them.” The 2016 Insurance Barometer found 61 percent of all consumers own life insurance to 
replace lost income, and 44 percent said they own life insurance to supplement retirement income. These percentages increase 
among millennials and Gen X consumers. Because life insurance is a long-term proposition and life situations can change over 
time, researchers also asked consumers about their interest in policies that can be adjusted to fit different life phases. “People 
often buy coverage that fits their needs at the time of purchase,” said Kallenbach. “But as children age, debt obligations fluctuate 
and income levels change, a death benefit that was once sufficient could become outdated in only a few years.” When consumers 
were asked about a policy that could change with their needs, 7 in 10 expressed interest with one third “very” or “extremely 
interested” in these flexible products.  Among those most interested, more than half (52 percent) have children and 51 percen t 
already have some life insurance coverage but believe they are underinsured. “Product design innovations like these may 
eventually help the industry grow in markets that have proved difficult in the past,” said Kallenbach. Source: “Younger Consumers 
Would Like To Receive Life Insurance Benefits As Monthly Income.” Insurance News Net (06/21/16) 

 

REGULATION & SECURITY 
 
 
 

Wary Fed Rethinks Pace of Hikes  

 

The Federal Reserve on June 15 announced that it would not raise its benchmark interest rate and that future increases are most 
likely to unfold at a slower pace. The move is a reversal from just a few weeks ago, when Fed Chair Janet Yellen and other officials 
suggested they might boost rates this summer. "I can't specify a timetable" about when rates will next be raised, Yellen said. "We 
are quite uncertain about where rates are heading in the longer term." She added that turmoil in global markets and a lacklus ter 
U.S. economy likely will keep rates low. Still, the Fed's forecasts for the economy are similar to the quarterly pr ojections released 
in March: modest economic growth of about 2 percent per year over the next three years, an increase in consumer-price inflation 
to 2 percent, and an unemployment rate under 5 percent. Source: Hilsenrath, Jon; Davidson, Kate. “Wary Fed Rethinks Pace of Hikes.” 

Wall Street Journal (06/16/16) 

 
 
 



FOR MORE I NFORM ATI ON A BOUT MERKLE’S FIN A NCI A L SER VI CES M A RKE TI NG EXPERTI SE, 

PLEA SE VISIT US AT WWW.MERKLEINC.COM   

VI SIT US AT MERKLEINC.COM/FI N A NC I 

A L 

5 

 

 

ECONOMY 
 
 
 

Americans' Total Wealth Hits Record, According to Federal Reserve Report  

 

The Federal Reserve reported on June 9 that the wealth of Americans surged to a record $88.1 trillion in the first quarter, fueled by 
a $498 billion increase in home values nationwide. The report highlights how much has changed since the housing and financial 
crises of the last decade, during which U.S. households and nonprofits lost over $12 trillion and net worth fell to $55 trillion. Wealth 
has increased by more than $33 trillion since then. The Fed's "Flow of Funds" report shows that unlike a decade ago, Americans are 
not taking on much debt, with total liabilities rising only $17 billion in the first quarter. In addition, the report reveals that home 
equity has nearly returned to its peak during the housing bubble, with the total value of residential real estate topping $13 trillion in 
the first quarter. Source: Zumbrun, Josh. “Americans' Total Wealth Hits Record, According to Federal Reserve Report.” Wall Street Journal 

(06/10/16) 

 
 

THOUGHT LEADERSHIP 

 
 

Measuring Email Effectiveness in Retail Banking 

 

As more consumers look to deal with their banks online, banks need to know the impact of email campaigns. Columnist Jose Cebrian of 
Merkle discusses some key tactics in Marketing Land, a digital marketing website.  

 

For most industries, email is generally considered a very high ROI marketing channel. But the retail banking sector seems to be an 
exception to this rule. 

 

It’s not that retail banks don’t use email. In fact, most banks are very good at it and have tight operational controls over the 
channel. They even tend to have a comprehensive view of the customer, given the amount they spend in consumer data 
integration (CDI) and general prowess in analytics. 

 

In other words, banks have the people-based marketing assets most companies would love to have, yet they don’t always know 
how to accurately measure the effectiveness of their email campaigns. In fact, one retail bank once told me, “We don’t even 
measure email.” What he meant was that they don’t ascribe a value to it beyond engagement, as measured by open and click rates. 

 

Before we get into specific tactics on how you can measure the impact of email on your customer base, it’s important to note that 
to properly evaluate email, you need to use a marketing database to understand the lift and impact that can be attributed to email.  

 

Unfortunately, that’s not always possible, due to priority, access and so on. In these cases, you can use proxies to estimate  revenue 
generated and justify investment. 

 

As anyone with P&L (profit and loss) responsibility knows, improving ROI requires either reducing costs or driving additional 
revenue. When we look at opportunities to drive revenue, we’re generally referring to either value-adds, which enhance customer 
satisfaction and improve their experience, or more direct revenue drivers, where there’s a clearer line between a promotion and 
additional revenue from that customer. 

 

What’s important is to measure the impact of each to get a full picture and to use that knowledge to invest appropriately. 

 

Read More Here 

http://bit.ly/28MMQB3

