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Executive Summary 

Children are online and mobile, often driven there by schools moving from PCs to smart 

devices and issuing children with digital identities. Nearly all children (97%) have now 

used mobile devices before their first birthday. Roughly seven in 10 parents give their 

children an allowance who receive on  average $67.80 per month.  

Banks that acquire customers at a young age, have a great opportunity to convert them 

into MFI customers once they get their first job and have first mover advantage when it 

comes to loan time. Acquiring customers early requires a fun, digital platform that teaches 

children the fundamentals of money and banking so that by the time they want that loan, 

they are ready. Without such a product banks are forced into an increasingly broad field of 

competitors for young adults, with no brand recognition and a price war.   

Opportunity - children have phones, get paid allowances and grow into adults 

wanting finance 

As the battle for engagement heats up, forward thinking banks are increasingly looking at 

banking youth so that they can tell a better story around financial literacy and engage this 

group of customers early, so that by the time they leave high school and start looking for 

their first loans there is an existing relationship and trusted brand 

 

http://glitch.news/2015-11-10-75-percent-of-4-year-olds-own-smartphones-survey-finds.html
https://www.marketwatch.com/story/5-mistakes-parents-make-when-giving-kids-an-allowance-2016-05-06


PAGE 3 

Background 

Building Engagement with Emotion 

As financial services digitises, it is getting harder to differentiate whilst the general 

population is getting worse at their banking. Our preparedness for retirement and our use 

of credit for everyday living are worse than ever before. This process of digitisation is also 

seeing an increased level of product commoditization and a race to the bottom on price as 

disengaged customers fail to differentiate and perceive value. In contrast customers are 

getting great at activities that seem more trivial such as Facebook and Clash of Clans.  

 

As the Internet has unfolded and financial institutions (FI) worldwide build out digital 

strategies to serve customers cheaper and faster, quite literally turning the bank inside out 

and exposing systems to customers, much of the risk management and personal 

connection inherent in the old world has been lost. Gone are the days when the local bank 

manager knew most of his customers and could guide them along their financial journey. 

The relationship has been dehumanised, the connection gone and many of the soft 

controls lost. With this FI’s have lost a great deal of capacity to help build competence 

within the service offering and teach people the core skills needed to budget, save, pay off 

debt, plan, live safely, reduce risk, select and use the right products.  

To compete in this world, we need to replace Ease of Use with Fun to Use as a design 

paradigm, engaging customers in their financial life to help them win. If we can help 

customers to win financially, using fun and experiences they are drawn to, we can help 

banks compete on purpose. 
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 The Competitive Landscape has changed massively in 5 years 

Competition in the banking industry is more cut-throat than it has ever been. The rivalry 

doesn’t involve just established banks who’ve been in the business for tens or even 

hundreds of years. 

A flurry of challengers have popped up in recent years as a result of the change in the 

value chain, new legislation, changing customer habits and expectations that are creating 

a pull for new business models enabled by modern tech stacks.   

A quick visualization of the challenger-banking ecosystem helps put things into 

perspective. Established banking organizations, challengers and big technology firms like 

Apple and Amazon weighing in a range of financial services in the digital battle for 

customers money. 

 

This Cambrian explosion of neo-banks was long time coming. Ever since the 2007/2008 

financial crisis it has become clear that Big Banks have become too Big. The recent 

Westpac scandal in failing to investigate customers who made transactions possibly linked 

to child exploitation and terrorists is proving that there is still an urgent need to shake up 

the status-quo. As the markets and regulators lose control over the big banks, the need to 

break them up in smaller pieces becomes imperative. creating an even stronger magnetic 

force for neo-banks, challengers and those with greater agility and customer focus. 

This overabundance of brands and campaigns coupled with a commoditization of 
offerings and a lack of granularity in customer segmentation is leading banks struggling to 
overcome the scarcity of the customers’ attention and inertia. In this new world 
engagement and attention rank highly amongst the biggest issues for banks today. 

https://moroku.com/what-it-takes-to-effect-lasting-improvements-in-customers-money-habits/
https://moroku.com/what-it-takes-to-effect-lasting-improvements-in-customers-money-habits/
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Child Banking Segment 

A 2013 CYFI study found that child and youth financial 

inclusion was a sustainability priority for less than 5% of 

banks. This presents an opportunity to differentiate and 

build deposits with CBA attesting that 20% of their 

savings volume is “youth related”. When assessing the 

rationale for working with children and youth segment, a 

financial institution should look beyond short-term 

profitability and return on investment (ROI). This 

segment poses a powerful CSR proposition as well as 

interesting opportunities to help boost profitability; 

improve long term customer relationships; and stay at 

the forefront of banking innovation. 

Corporate Social Responsibility  

Financial institutions have a key role to play in laying the groundwork for youth to realize 

their potential. By offering child and youth friendly financial services, banks offer children 

and youth a chance to believe in themselves, save for a better future, build a savings 

record, make payments and access other essential financial services. By leading with this 

story banks can position themselves as a socially responsible bank. By learning how to 

manage their own resources, children can develop the necessary life skills, and skills 

needed for employment or entrepreneurship. Changing a young person’s life can be that 

simple.  

Through the delivery of digital banking applications that encourage prudent money 

behaviours early, banks can help parents help their children win, get into the home 

through the phone and demonstrate that building financial skills in the family and the 

community in a relevant way is a cornerstone value for the bank. As leaders in finance and 

economies, financial institutions have an opportunity to create the next generation of 

entrepreneurs, business leaders, and responsible economic citizens. Financial institutions 

who decide to address these issues broaden their playing field while addressing their 

social responsibility. 

While challenger banks focus mainly on millennials, there’s huge potential for future-

oriented banks to start crafting increasingly niche or un-served markets. There is a large 

pool of customer intelligence data points ready to be harnessed if financial organizations 

decide to become more granular and look to alternate segments such as Gen Z. 

Meet your future customers 

In 2019, Gen Z became the year becomes the biggest generation, 61 million strong in the 

U.S. alone, roughly between the ages of seven and 22. They were born after the internet 

went mainstream; the oldest were about 10 when the iPhone was introduced. They are the 

Figure 1 Average NPV at age of acquisition 

https://goo.gl/LPr33g
https://www.bloomberg.com/news/articles/2018-08-20/gen-z-to-outnumber-millennials-within-a-year-demographic-trends
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social-media natives, distinct from the millennials before them, who were “digitally 

native and have direct spending power of as much as $143 billion. Most of them are still in 

school. 

 

Generation Z consumes in new ways 

• Access rather than possession – products transform into services that consumers use to 

connect among themselves 

• As self-expression – eager for personalized products and willing to pay a higher price to 

express their individuality 

• A matter of ethical concern – “well educated about brands and the realities behind 

them”, quick to develop a point of view around new brands, and fast to penalize lack of 

follow through on company promises  

On one hand, Gen Z consumers are savvy enough to know the type of risk associated with 

using a challenger bank’s products and services. On the other hand, when it comes to 

established banks, they’re less likely to be lenient and more likely to have ethical 

concerns. That path is more challenging for large corporations, since a majority of 

Generation Z believe that major brands are less ethical than small ones. 

These key generational traits can help visionary banks rethink how they deliver value, 

reconcile scale with personalization, and ensure they practice what they preach in their 

marketing and corporate culture.  
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Although the first members of this generation will turn 25 in 2020, a large part of the Gen 

Z group hasn’t even turned 18 yet. Based on known behaviours, banks can already carve 

out strategies to acquire them, engage them and refine their approach as young Gen Z-ers 

start using banking products. 

 

Gen Z’s expectations of instant gratification and uninterrupted availability takes many 

forms when it comes to consumer behavior in relation to financial institutions (lack of 

patience with the onboarding process, prefer to be in control of their financial assets 

which also entails having plenty of self-service options, expect mobile-first, cashless 

services etc). 

The above graphic represents research by Mastercard to outline the financial journey and 

the market strategies of banks and credit unions. It shows that the highest NPV (> $1000) 

in this segment is when they are taking out their first loans. 

http://chorescout.com/wp-content/uploads/2018/05/2014-banking-a-new-generation.pdf
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It also shows that this is where the highest Customer Acquisition Costs (CAC) are, due to 

this being not only a highly lucrative segment but also highly competitive. 

The further to the left one positions, the less competitive the segment is and therefore the 

lower the CAC. At the same time, we find that children are having their first encounters 

with money, establishing their beliefs and values 

Banks and credit unions that engage early, reduce their CA and can begin fostering their 

future customers beliefs, skills and brand associations 

Investing in long term relationships 

Having savings accounts in childhood is associated with being two times more likely to 

own savings accounts, two times more likely to own credit cards, and four times more 

likely to own stocks in young adulthood. A wide variety of studies suggest a positive 

relationship between the ownership of a savings account and higher levels of economic 

and financial wellbeing. By examining the journey here, banks can begin to choose when 

to begin working with customers to help them win and build a bank of great customers. 

Customers who have banked with a provider throughout their teenage years are far more 

likely to extend this relationship into their student days and beyond when profit 

contribution increases significantly. Research indicates that only 10% would consider 

changing banks once their relationship is established, reinforcing the view that the teen 

segment is the optimum point of market entry. This existing relationship delivers a clear 

advantage when financial institutions are attempting to access friends and family of their 

existing account holder, with “92% of consumers saying they trust word of mouth and 

recommendations from friends and family above all other forms of advertising. 

The Commonwealth Bank of Australia (CBA) is the largest bank in Australia and one of 

the largest by market capitalisation in the world. Much of the banks success is attributed 

to its children’s banking strategy “Dollarmites”. 

One analyst believes  Dollarmites is worth $10 billion to CBA and about eight per cent of 

their current market cap as they bank 574,000 children every year. This means that each 

child banked is worth $17,421 in market cap 

Created in 1931, CBA enabled schools to act as branches, taking deposits from children in 

reward for a range of incentives. These include giving schools $5 per account opened. In 

2016, the CBA paid $2.3 million in commissions to schools. Today about one-third of 18 to 

34-year-olds nominate the Commonwealth group as their main financial institution. This 

younger demographic is a leading indicator of future growth at the Commonwealth given 

the “exceptionally low likelihood” of customers switching between banks for their core 

financial relationship as indicated by the numbers: 16.6 million customers in a country of 

24 million people and some world topping financials 

http://www.news.com.au/finance/business/banking/time-to-regulate-banks-out-of-schools-dollarmites-is-worth-10-billion-to-commbank-analyst-says/news-story/cc2d305177bc6047fad72437d6adf9a3
https://www.sbs.com.au/news/cba-will-restructure-dollarmites-club-after-consumer-group-takedown
https://www.sbs.com.au/news/cba-will-restructure-dollarmites-club-after-consumer-group-takedown
https://www.commbank.com.au/content/dam/commbank/about-us/shareholders/pdfs/results/fy17/fy17-results-presentation-and-investor-discussion-pack.pdf
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The incumbent’s opportunity 

While everyone else continues to compete for millennials’ attention and financial 

resources, a few banks are already leapfrogging this demographic and looking at Gen Z. 

Challenger Revolut has launched Youth, targeting 7-18-year-olds for the first time. Parents 

will control children’s cards via their Revolut current accounts, and a child-friendly app 

interface will reportedly follow in early 2020. Revolut Youth users will be absorbed onto its 

main platform once they hit 18. Revolut was inspired by gohenry – a prepaid debit card 

and app with unique parent controls designed exclusively for 6-18 year-olds to help them 

learn good money habits in an increasingly cashless society – has been on the market in 

the UK since 2012. 

In the US, the big banks are getting in on the act with JPMorgan Chase and Wells 

Fargo joining a $54 million Series B funding round for Greenlight Financial Technology 

and rolling out their personal finance management (PFM) app and debit card for children. 

Incumbent banks have a massive opportunity here because most Gen Z-ers have yet to 

develop strong relationships with financial companies. Their openness to a wider range of 

financial products and services created the perfect context for established banks to create 

the first touchpoints with Gen Z. 

In this new era of lifestyle banking, we’re confident that game design principles can be one 

of the most effective tools to create apps, products, and services that cater to Gen Z’s 

expectations. 

https://www.gohenry.com/uk/web/about/
https://moroku.com/lifestyle-products-can-banks-get-in-on-the-act/
https://moroku.com/gamesystem/gamification/
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Chore Scout 

ChoreScout is an app for banks to acquire children and their parents as customers. It lets 

parents set chores around the home. As the children complete the chores, they receive 

their allowances, transferred from mum and dad’s bank account into theirs, which can 

then be used to save for goals such as skateboards and Lego or converted into cash. The 

app teaches fundamental financial literacy skills such as saving and the value of money 

and acts as a customer acquisition tool for banks. 

The platform is available today as a white label solution from Moroku. It operates as a full 

SAAS model for ChoreScout meaning that the workload to get the solution to market is 

minimal: 

 

 

The solution incorporates two mobile applications, one for parents and the other for their 

children. They allow the parent to create chores for their child to complete, set an 

allowance for them then pay an allowance, based on their child's work. Children can view 

a list of chores to complete, submit completed chores with photographic evidence, create 

a savings goal and then chose how much of their allowance to take as cash in hand (for 

spending) vs. sending it to their savings account towards their goal.  

Moroku is committed to an ongoing program of innovation within our digital portfolio. 

We understand that our clients are looking for innovative products that:  

− enhance customer and youth engagement; 

− increase wallet share across segments; 

− empower members to take control of financial outcomes; 

− encourage customers to attract their children as the next generation of customers; 

− increase loyalty to your brand. 
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We are pleased to present Chore Scout, a mobile application that can connect to your 

mobile banking platform. There are 2 integrated apps – a ‘parent’ app and a ‘child’ app, 

and together they allow users to: 

− set allowances;   

− agree chores to be done around the home;   

− track the successful completion of chores;  

− facilitate transfer money between parents and children’s banks accounts upon 
successful completion of the chores (payment made via Core Banking System API 
call);   

− establish savings goals for the saved money. 

Parent App 

To use the apps parents must be 

customers of the Client and have 

opened accounts for their 

children.    

Once set up, parents can create 

chores, allocate them to a child 

and review chores for 

completeness (once a child has 

submitted the task) as well as set 

the amount and frequency of their 

allowance.  

When a child completes their 

chores, the parent is notified in app. The child can choose how much to save (towards a 

goal) and how much to spend (i.e. take as cash). The parent’s app is notified of the child’s 

choice and then facilitates a transfer of the savings amount from their account to the 

attached Child account, through the Core Banking System. 

Child App 

The child’s version of the Chore Scout app is paired with the parent’s app using QR codes. 

There is no integration from the child app to the core banking system. 

Once registered, the child can view their list of chores set by the parent as well as the 

allowance to be paid. A child can select a chore and view its details, including what needs 

to be done and when it needs to be completed by. They will also have the capability to 

upload an image of their completed chore before they submit the chore for review. When 

all chores are completed, the parent can release the allowance to the child to allocate. 
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The child has the choice of moving their 

allowance, to a savings account or requesting 

it as cash or a mixture of both. The 

interaction to move money is performed in a 

physical way by dragging coins on the screen. 

The Child can also create a Savings Goal to 

work towards, this will be displayed with 

their chores as motivation.  

Chore Scout is built upon the Moroku 

GameSystem, a complete set of technologies 

for the deployment and operation of the next 

generation of mobile banking and wealth 

management applications. Its four 

components are configured, provisioned and 

licensed on the world’s leading banking 

cloud. 


