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SIAM COMMERCIAL BANK THAILAND
Siam Commercial Bank (SCB), one of the 5 major banks in Thailand, partnered with 
Publicis Sapient in 2020 to envision their digital banking product roadmap.


As part of the engagement, we created a Steel Thread POC in collaboration with Though 
Machine, showcasing the mobile app experience for the new digital banking products 
and services.


We determined the target state experience by first surveying the horizon, conducting 
desk research and auditing the landscape, mapping the brand archetype ambition for 
SCB and devising the experience principles.

Explorer

Independence

Authentic

Pioneering 

Motivation

EXPERIENCE PRINCIPLES

BRAND ARCHETYPE
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SIAM COMMERCIAL BANK THAILAND
Looking beyond the products and capabilities 
identified for Steel Thread, we translated the 
propositions into customer-focused narratives, and 
reimagined an ecosystem that integrates seamlessly 
into customers’ lives, and designed a mobile 
experience that is meaningful, dynamic, relevant 
and scalable.

Stay on top of your 
finances
Life can be busy, so we have  
made tracking your spending, 
saving and credit easier.

Be a smarter 
saver
Automatically top up your 
savings vault to keep earning 
the highest interest rate.

Spending power in 
your hands
Not enough cash or credit?  
No problem, you can pay using 
both your cash and credit.
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Finance that works 
for you.
Simplify your banking, with an account that 
gives you access to everything you need.

The overarching proposition
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Better control of my money

Features that fit with my life

Insight that’s relevant to me

Flexibility to spend how I want

An app that I love to use

A new digital banking 
app, creating new value 
for our customers.

Designed
around their life 

• Reflect that you understand my goals,  
needs and priorities 

• Make it accessible, super simple to use  
and understand the language & interactions 

• Bring it to my level, make it  
engaging and modern

Connected data & 
touchpoints

• Seamlessly integrated customer 
data in every situational needs 

• Real time and instantaneous actions 
and status 

• Build-in connectivity to those around 
in my financial world

Intelligent, personalised 
insight

• Always using context to guide 
customers to choices 

• Contextualising situations & status, 
visualising and tracking progress 

• Anticipating, looking forwards and 
projecting to my future
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Take-aways for DBank

The best way to pay
 

For each transaction you can choose 
whether to pay by cash or credit

Repay in installments
 

Split any purchase into an installment plan 
and repay it over 6 or 12 months

Combine your spending power
 

Use both cash and credit for any payments if you don’t have 
enough of either.

One view of  
my money

 
Insight on where you spend, 

and where you can save

Instant credit 
approval

 
Instant access to affordable credit 

when you need it most

Automatic savings
 

We'll sweep any amount of your 
earnings into savings where it’ll 

earn you more

The better you save, 
the more you earn.

 
Higher interest the longer you keep 

your savings

Focus on your goals
 

Create savings goals, get tips and 
track your progress

Product proposition pillars
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Savings

CreditSpending
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MOBILE APP DESIGN FOUNDATION
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USER FLOW AND WIREFRAMES DESIGN



WORK

DIGITAL BANK MOBILE APPLICATION
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Scalable to 
all products

Total 
spending 

power

Flexible & 
modular

Driving 
engagement

Creating flexible space for 
products, sales, key actions 
and insights on the 
dashboard
Creating a scalable dashboard experience -  
housing both our RLOC/FIFO product, and beyond.  
A flexible, modular support ongoing testing  
to drive uptake and engagement

DBank app homescreen

Intuitive - Simple, clear representation of the total balance + available credit 

Contextual - Targeted personalised content to drive engagement & relevancy

Connected - An aggregated dashboard connecting all SCB products & comms

Engaging - Surfacing spending/savings insights to drive action deeper into the app

Differentiated - Hero’ing the RLOC/FIFO product, and pointing to its benefits

Scalable - Scrolling content and modular cards create an easily extensible layout
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FUTURE STATE AI-ENHANCED 
EXPERIENCE / 
BEYOND STEEL THREAD
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CITI CREDIT CARD REWARDS & LOYALTY PROGRAM
Most Citi customers (outside North and South America) holds a single-
product relationship with the bank - the Citi credit card. The Citi Rewards 
Program is considered one of the best in multiple markets, with Citi credit 
cards ranking among the top 3 by independent aggregators. 


The large customer base of credit cards in the business and the highly 
competitive market space made it critical we constantly look at improving 
and reimagining the experience. From the first 90-day engagement model, 
to personalised offers and rewards targeting, to integrated spend-and-
earn digital services, the Experience Team collaborated closely with the 
regional cards business unit to identify gaps and opportunities to co-create 
the evolution of Citi credit card loyalty program.


CURRENT STATE CUSTOMER EXPERIENCE JOURNEY
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CITI CREDIT CARD REWARDS & LOYALTY PROGRAM
One of the prioritised initiatives was to unlock a more seamless digital experience. 
From our research, we understand that customers crave simplicity, from viewing 
and managing their credit card transactions, to discovering offers, to utilising their 
Rewards points or miles – without having to log into different portals.


Testing the initial designs uncovered additional insights into customer’s attitude 
towards points and miles redemption, helping us prioritise features and services. 
The need to further simplify the terminology, copy and content was also critical.


INITAL CONCEPT & DESIGN 
EXPLORATIONS
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MOBILE BANKING DASHBOARD QUICK ACCESS REWARDS POINTS/MILES MANAGEMENT AND REDEMPTION

REFINED AND PRIORITISED FLOWS
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PERSONALISED OFFERS AND DEALS USING MRE (MERCHANT RECOMMENDATION ENGINE) QUICK ACCESS TO SAVED VOUCHERS

REFINED AND PRIORITISED FLOWS

View prototype at jazlim.com


http://jazlim.com
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GAMIFIED SPEND-AND-GET PROGRAM

FUTURE CONCEPTS

The roadmap also included a merchant portal to enabled quick 
onboarding and management of offers and assets across multiple markets, 
digitalisation of in-store coupon redemption, gamification, and contextual 
cross-selling of insurance products.


TRAVEL INSURANCE OFFERS FOR CREDIT CARD CUSTOMER
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METLIFE DIGITAL TRANSFORMATION
Ranked number one on Fortune magazine’s 2015 list of Wold’s Most Admired Companies in Life 
and Health Insurance, MetLife is also the largest health and retirement solutions provider in Asia.


Among the various projects Sapient was involved in with MetLife, the primary task was to activate 
a consumer-centric digitized business transformation model in APAC.


With a diverse portfolio of partnerships and different levels of maturity in each APAC market, we 
needed an approach that was replicable and adaptable. Collaborating closely with the clients, we 
developed a framework which included consumer research, content strategy, workshop process, 
MVP of digital capabilities and assets, experience design principles and agile test-and-learn 
methodologies.

QUANTITATIVE RESEARCH OUTPUTS
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METLIFE DIGITAL TRANSFORMATION
For the China market, the team designed and launched the digital platform that 
integrated marketing, sales and servicing capabilities. For the second release, we 
optimized the user experience and expanded the digital style guide for the self-
servicing platform for Individual and Group policies owners.

CHINA SELF-SERVICE PLATFORM
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EU YAN SENG ECOMMERCE STRATEGY AND WEBSITE DESIGN
Eu Yan Sang (EYS) is one of the leading brands in TCM (Traditional Chinese Medicine) in Asia 
and Australia, with a holistic approach to total health and well-being. Despite having a strong 
heritage and popular among the matured Chinese population, the primarily brick-and-mortar 
company recognized that the current state was not sustainable. 


To future-proof the business, Sapient was approached with two tasks – to upgrade the 
ecommerce capabilities, including migrating to the Demandware, and to broaden the 
consumer based by appealing to the younger generation.


Through social listening and one-on-one interviews, we uncovered that TCM was viewed as 
curative, slow, and “not for me”, particularly among the younger audience. To grow the 
business, we needed to be relevant to the upcoming and affluent generation, but not to 
distance itself from the current customer base.
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EU YAN SENG ECOMMERCE STRATEGY AND WEBSITE DESIGN
We examined the values and need states four key customer segments – Life 
Enthusiasts, Multi-tasking Working Mums, Health-conscious New or Soon-to-be Mums, 
and Gifters. With these insights, we designed the experience, not just focusing on the 
purchase path, but from education to content categorisation, to drive lifelong customer 
loyalty and value.
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WEBSITE DESIGNS
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