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We recognise that while digital channels 
offer ease of access and more  
cost-effective solutions for customers, 
many people still prefer to visit a 
branch and talk to a bank representative 
face to face.

The kinds of technological solutions that have made 
online and mobile banking so convenient, can also be 
used to improve our services to customers in our 
branches. We’ve implemented Moby Banker, a 
technology solution that helps to make branch 
transactions more efficient, cutting down waiting times 
and reducing the amount of paperwork required from 
our customers. This has enabled us to serve customers 
more quickly and efficiently, while also reducing the risk 
of human error, by automating certain processes. We’ve 
implemented Moby Banker in five of our countries of 
operation, resulting in a 40% reduction in transaction 
processing time, and 37% improvement in total teller 
capacity – meaning that a smaller number of tellers 
can now manage the same volume of transactions in 
our branches.
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A 2018 study conducted by the World Bank on behalf of South Africa’s National Treasury highlighted the 
extent to which bank customers may find it difficult to access information about different products and 
fee structures, making it difficult for them to know whether they’re getting value for money and to identify 
the most appropriate solution for their particular needs. 

The report also noted that low-income customers often favour branch transactions and ATM withdrawals, despite these being considerably 
more expensive than digital transactional channels. Our consumer education initiatives aim to empower our customers to manage their finances 
more effectively. In South Africa, for example, our WalletWise programme aims to educate people on effective financial management. In Nigeria, 
we work with students and teachers to educate clients about the products and services available to them, and to raise awareness of sound 
financial management. 

THE IMPACT

Improved consumer 
awareness of how to 
select financial 
services and products 
suitable to their needs.

THE CHALLENGE

Many low-income customers 
still rely heavily on cash and 
expensive service channels 
(branches and ATMs), rather 
than cheaper options of 
card, digital and cash 
withdrawal at retail partners.

Low levels of 
awareness and 
take-up of 
insurance and 
pension products 
in low-income 
communities.

THE SOLUTION

Awareness raising and consumer 
education targeting low-income 

communities and youth, including 
WalletWise in South Africa.
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  In South Africa, Standard Bank’s 
WalletWise aims to help people use financial 
services effectively and affordably, by providing 
clear and accessible information about financial 
products and services, and raising awareness of 
digital platforms and how to use them. The 
programme targets those with a household income 
of less than R15 000 per month, and includes 
content tailored for young people, small enterprises 
and people without formal bank accounts, with a 
focus on rural and non-metro areas. We also provide 
training for aspirant small businesses on basic 
business skills, and help struggling businesses to 
identify pitfalls and find ways around them through 
coaching. WalletWise raises awareness through 
edutainment, using print and digital media, social 
media, radio and television, community outreach, 
and in-branch training in selected communities. 
Content is provided in nine of South Africa’s 
official languages. In 2018, we spent R50.9 million 
on the programme, and reached approximately 
490 000 people. 

In 2018, WalletWise provided 
classroom-based training for 
small business owners, to 
empower participants to set up 
and manage sustainable 
businesses and create jobs:

1 600 
aspiring and novice entrepreneurs, 
on the basic skills and tools 
needed to start a business in a 
peri-urban community. Training took 
place across the country in 
peri-urban areas. 

120
established SME 

owners, on how to 
streamline operations, 
grow their businesses 

and boost sustainability, 
including help with 

business plans, pricing 
and basic bookkeeping.

  Standard Bank 
South Africa launched Plugged: 
Beyond the Conversation in 2018. It’s a 
platform led by 16- to 25-year-olds who 
are prominent on social media. It 
enables discussion, capacity building, 
networking and action around issues 
that matter to the youth. During 2018, 
we engaged with students at six South 
African universities, running 60-minute 
Plugged: Beyond the Conversation 
sessions. The sessions were facilitated 
by individuals identified as youth 
influencers, recruited via a radio-based 
Plug Search campaign, and included 
participation by Standard Bank 
representatives. Discussions covered 
entrepreneurship, financial literacy, 
financial management and work 
readiness. Sessions were live-streamed 
and tweeted to enable broad 
participation. We also provided 
booklets providing information on 
entrepreneurship, starting a business 
and building wealth. 
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HELPING CUSTOMERS MAKE INFORMED FINANCIAL DECISIONS THROUGH CONSUMER EDUCATION continued




