
Build the best retail bank in a competitive and 
constantly changing world
By subscribing to The International Retail Finance Working Group, 
you’ll gain access to 

 A community with shared industry learning and best practices 
 Monthly reports on the latest strategies, case studies and data 

shaping the industry 
 A repository of industry data in Asia, Middle East and Africa
 Attendance to the annual Heads of Retail Financial Services meeting 

r e t a i l f i n a n c e . t h e a s i a n b a n k e r . c o m

The defining body for industry standards and excellence

#RFWG

Subscribe today!

Retail Finance 
Working Group

The International 

http://retailfinance.theasianbanker.com
https://www.linkedin.com/company/the-asian-banker
https://twitter.com/theasianbanker
https://www.facebook.com/TheAsianBanker
https://www.youtube.com/user/theasianbanker
http://www.theasianbanker.com


Stay ahead of the curve in the competitive 
retail financial services sector

How do you keep abreast in the midst of the unprecedented speed of change in today’s 
industry? The Retail Finance Working Group Institutional Subscription is an intensive 
membership driven programme designed to help your bank navigate the multi-faceted 
disruptions and the rapid rise of new players in the retail financial services industry. 

The programme is designed to help your bank continuously identify best practices in 
response to emerging trends, strategies and technologies, and develop a coherent data-
driven strategy on how to respond to challenges. 

More than ever before, retail financial services need continuous and sound industry-wide 
research and data capability to respond in a timely and informed fashion to changes in 
trends and demands. The community based approach, rich content and insights ensures that 
you are constantly kept aware of sentiments in the industry, even when you are forced to 
make choices that affect your bank’s success in the marketplace. 

This programme is designed to be a much needed research and analytical support arm of 
your own organisation that also gives you full insight to all other players and developments 
in the industry, on an ongoing basis. 

retailfinance.theasianbanker.com
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Mobile banking volumes rise faster but value keeps apace 
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Figure 1:  Mobile Channel Transaction Volumes and Values of HDFC Bank, 2012–2015

Source: Asian Banker Research. The above data is available in full to RBWG members. For access, go to http://retailbanking.theasianbanker.com.

“People follow the SMAC process—social, mobile, 
analytics, and cloud—as a route for innovation,” 
Chugh pointed out. “For us, much more important 
than this is reengineering. We have to stitch eve-
rything together in such a way that computing is 
straight through and has a good user interface.” He added that the bank is looking at meaningful, 

replicable, sustainable, platform-based innova-tion, and not a “sliced-out” vision of innovation.The bank has been an early adopter of technology, which is one of the key drivers in the bank’s growth 
and competitive differentiation. According to Chugh, 
HDFC built its foundation on trust and customer 

ing unique products such as 10-second loans for 
its preapproved customers, and 30-minute loans 
for others. HDFC is looking to target all markets 
with all products and to digitally enable them. This, 
it hopes, will give the bank traction in both semi-
urban and rural areas.
For social media banking, HDFC Bank’s digital channel strategy has been judicious. It has adopted 
a “wait and watch” policy despite the fact that oth-
ers in the country have implemented social media 
banking well ahead of them. The reason for adopt-
ing this approach is to ensure that social media services are not vulnerable to any security concern. HDFC has also continued to deploy ATMs, with ATMs 

outnumbering branches three to one (Figure 2). This 
is to encourage self-service banking with the aim of 
shifting transactions away from high-cost branches. 
Currently, HDFC Bank has an extensive network of 4,014 branches and 11,766 ATMs throughout India.Technology Enablement

Digital enablement and ensuring its adoption requires multi-pronged efforts. Technology change 
needs to be accompanied by a culture change within the organization. Along with this, strong ef-
forts are needed to have well-equipped front-end 
staff, as well as training to successfully optimise 
digital adoption. Customers who are less digitally 
adept require efforts from the bank to educate and 
guide them through the transactions. HDFC has its 
own unique approach to this. 

ATMs outnumber branches almost 3:1
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Figure 2: Branch and ATM Growth of HDFC Bank, 2012–2015
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Source: Asian Banker Research. The above data is available in full to RBWG members. For access, go to http://retailbanking.theasianbanker.com.

Constant actionable updates, dialogues 
and briefings as part of your day

Complementary programmes 
and deliverables

As part of the subscription, your organisation will gain access to the following: 

1. Access to the portal 
 Subscribe to a repository of industry data in Asia, Middle-East  

and Africa.

2. A monthly report 
 These authoritative and unbiased reports are put together by our 

in-house research team and cover the various hot button topics 
affecting the retail financial services industry, together with the 
trends, country profiles, industry data etc. Each issue is designed to 
be invaluable in enabling yourself as a key decision maker, and your 
team, to stay ahead of the curve in this ever-changing industry and 
respond to regulatory changes in a timely and coordinated manner.

3. TABLive RadioFinance sessions 
 Discuss trends, data and best practices in these sessions, which 

are organised to as we collate sufficient data or a case study. We 
will arrange for a TABLive RadioFinance session who are knowl-
edgeable in the topic to provide their insights. Your staff will be 
able to ask questions, provide insights and even shape the findings 
even as they absorb valuable information for your own decision 
making needs.  

In addition, members can request for the following additional services 
at discounted cost, not included in the subscription 
1. Benchmarking, Audit or Diagnostic Reviews to be conducted 

around any pre-determined operations, processes or business lines, 
using our methodology.

2. Bespoke Research projects where the analytics is not derived from 
data already available within the library or involves fresh research. 

3. Participate in additional programmmes such as 
 - The UK Digital Finance Leadership Programme (29 July -  

2 August 2019)
 - The Switzerland Future Wealth Programme 2019
 - The Asian Banker’s Innovation Tours in various countries

retailfinance.theasianbanker.com
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The Working Group covers the full 
spectrum of the key areas in retail 
banking, namely:

• Deposits and Liabilities 
Business 

• Payments 
• Credit Card Management 
• Consumer Credit 
• Automobile Lending 
• Mortgages and Home Loan 
• Microfinance 
• Remittances 
• SME Banking 
• Wealth Management 

In the operational areas,
we cover:

• ATMs & Kiosks
• Branch Banking
• Internet and Direct Banking
• Mobile Banking
• Crowd lending and 

Crowdsourcing
• Peer-to-peer
• Financial technology

The programme covers all areas of 
retail financial services industry

retailfinance.theasianbanker.com
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Access to a rich repository of 
in-depth data and analysis

retailfinance.theasianbanker.com

Members will have password access to the Retail Finance Working 
Group, a repository comprising in-depth research and a full range of 
data and analytics delivered in a wide variety of formats:

Research Notes
Easy to read notes containing 
valuable data on current 
issues and recent product and 
process innovations.

Research Reports 

Detailed and comprehensive 
evaluation of key 
developments with data, 
analysis and models to help 
decision makers. 

Rankings 

We maintain rankings on 
products, processes and 
institutions based on uniquely 
developed scorecards that 
objectively rank best-in-class 
players in Asia, the Middle 
East, Africa and global.

Surveys  

We will conduct two annual 
industry wide general 
surveys on trends in the retail 
banking industry to provide a 
pulse of where and how the 
competition will shape up in 
key areas. 

The Retail Banking 
Benchmarking Manual
The Retail Banking Benchmarking 
Manual is perhaps the most 
important product in this 
programme. We have developed 
a methodology to assess each 
of the areas we cover that 
contain macro, industry and 
street level assessments that can 
help your staff to be thorough 
and disciplined in their own 
assessment of the industry. We 
will conduct regular TABLive 
RadioFinance sessions to update 
your staff what is contained in 
the manual.

Datafile
A library of primary data on 
the industry as well as on 
operational benchmarks that 
you can extract with our 
analyst support. 

Opinions
Opinions of our own analysts 
as well as industry experts on 
current developments.

Interviews
Video and written interviews 
with a wide variety of players 
from around the world that 
provides a flavour of who is 
doing what. 
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Type of Subscription

retailfinance.theasianbanker.com

Type of Subscription

The 
International 

Retail 
Finance Basic 
Subscription

The 
International 
Retail Finance 

Enhanced 
Subscription

The International 
Retail Finance 

Working Group 
Institutional 
Subscription

Benefits Per Annum US$4,800 US$10,000 US$18,000

The International Retail Finance Monthly Report 
(plus The Excellence in Retail Financial Services 
Annual Report). Sections include:
• Latest Updates
• Trends and Ideas
• Products and Processes
• “Players we like” case studies
• Lists and Rankings
• From Consumer Surveys 
• Interviews
• People in Retail
• Country profiles
• Industry Data
• Diary of activities


(10 print issues a 
year with a max 
distribution of 5 

hard copies)


(10 print issues a 
year with a max 
distribution of 5 

hard copies)


(10 print issues a 
year with a max 
distribution of 5 

hard copies)

Individual Password access to all Retail Finance 
Working Group Online Content as stated in the 
print issue above + all supporting data


(max 3 

passwords)


(max 5 

passwords)


(max 5 

passwords)

Participation in all The Asian Banker TABLive 
RadioFinance sessions and online Communities   

Full Research Analyst Support  

1 free pass to The Asian Banker Excellence in Retail 
Financial Services Annual Conference  

Once a year in-house briefing on The Asian Banker 
Benchmarking Programme from a research 
manager or resource director



Member’s career opportunities posted on The 
Asian Banker Career Portal 

Member’s whitepapers, press releases, 
contributed articles or video webcasts  to be 
added as content on The Asian Banker website 
(layout services provided separately)



Full licencing of content on your intranet 
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Ashan Abeyratne (Africa)
aabeyratne@theasianbanker.com
 +27 11 083 6216 
 +65 62366530

Jerome Ong (Asia Pacific)
jong@theasianbanker.com
 +65 6236 6175
 +65 62366530

Mohamed Ahmed Elnaggar  
(Middle East)
mnaggar@theasianbanker.com
 +971 4427 3662    
 +65 62366530 

retailfinance.theasianbanker.com

Become a member today

Contact us today

The International Retail Finance Working Group is run as a programme by The Asian Banker.

Basic subscription fee (US$4,800 per annum)
All retail financial institutions and all players who provide retail financial services to consumers in any market
who pay their fee in full at the start of the membership which is valid for a period of one full year from the
date of commencement of access to the online content are deemed to be full members and entitled to the
Deliverables stated above.

International banks with business in multiple locations are deemed to be members only from their main global
office. Group memberships and licenced content hosting arrangements have to be negotiated separately.

Who should become members?
 International retail banks
 Domestic retail banks
 Non-bank retail financial services players
 Payment companies
 Regulators
 Technology vendors and service providers selling to the financial services industry
 Investors and advisors to financial institutions in emerging markets
 Management consultants

The International Retail Finance Working Group is run as a programme managed by The Asian Banker, which
provides the full secretariat support for organising meetings, collating data, conducting research, surveys and
benchmarking exercises as well as publishing reports and working papers for members.

To become member organisations to the International Retail Finance Working Group, complete the form on
the last page and fax or email a scanned copy to us.
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Subscribe today
RETAIL Finance WORKING GROUP
T h e  d e f i n i n g  b o d y  f o r  i n d u s t r y  s t a n d a r d s  a n d  e x c e l l e n c e

Yes, we would like to become a member in The Asian Banker for a period of one year in the following category with the benefits 
as listed in this document.

¨ Subscribe to The International Retail Finance Basic Subscription at US$4,800 pa
¨ Subscribe to The International Retail Finance Enhanced Subscription at US$10,000 pa
¨ Subscribe to The International Retail Finance Working Group Institutional Subscription at US$18,000 pa

Member’s Particulars PLEASE COMPLETE AND FAX THE FORM TO +65 6236 6530, ATTENTION TO ALFRED 
LABICCASI OR EMAIL SCANNED COPY TO alabiccasi@theasianbanker.com

Dr/ Mr /Mrs/ Ms/ Other: Full Name:

Job Title & Dept:

Name of Organisation:

Address:

Postal Code: Country:

Telephone: Fax: E-mail:

Secretary’s name 
(if applicable):

Secretary’s tel. & e-mail:

Additional passwords can be issued to staff of the member’s choice (these names can be provided below or later in a separate 
letterhead and can be changed at any time during the membership period).

Name Position
Mobile No

(for joining WhatsApp groups)
Email Address

1

2

3

4

5

METHODS OF PAYMENT

[   ] By Credit Card:   
 Please debit my   [   ] MasterCard    [   ] Visa    [   ] Amex

{All credit card charges will be made in Singapore dollars at the 
exchange rate of USD$1.00 = SGD$1.361}

[   ] By Bank Cheque:  
 Made payable to “T.A.B. International Pte Ltd”,
 in Singapore dollars (SGD), or US dollar (USD) equivalent

[   ] By Bank Transfer:   
 DBS Bank
 Marina Bay Financial Centre Branch, Tower 3,
 3rd Floor, 12 Marina Boulevard, Singapore 018982
 Account no.: 074-001420-8
 Account name: T.A.B. International Pte Ltd 
 Swift Code: DBSSSGSG
 (Please indicate “R.RFWG” in advice.)

[   ] By Invoice: 
       Subscription will be activated only upon receipt of payment.          

Cardholder’s name:

Card no.:

Expiry Date:

Signature
(as in credit card if 
applicable) & Date

Terms and Conditions:
1. Cancellation Policy: No refunds once membership commences, but the remaining sum can be deployed to other products
2. Copyright in the content strictly belongs to The Asian Banker
3. Copying or re-dissemination of the contents in any form is strictly prohibited
4. Government taxes and bank charges are to be borne by the member

http://retailfinance.theasianbanker.com
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