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3 UNIVERSAL  
EXPERIENCE 
TRUTHS FOR 
MONEY  
TRANSFER 

Give me 
peace of 

mind 

RECOGNIZE 

REASSURE 

RESPECT 
Show me 

my money 
matters 

Recognize 
me the 

next time 



Mobile 
and Social 
are Critical 
Channels and 
Devices across 
the Customer 
Journey  
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ONLINE  I  MOBILE  I IN STORE 
BRAND PROMISE: 



DRIVE AWARENESS & 
CONSIDERATION VIA MOBILE:  

Gamification  
 
 
 
 

70% 
Mobile connectivity 
by 2017; and ½ will 
be smart phones 

INSIGHT: 
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“Who are You, and are 
you right for me?” 

Downloads 
of Mobile 

App 

Mobile 
Marketing  
(Admob, Geo & 

Segment targeting) 

Improved CPA 
and CTR 

50M 
Impressions 

App SEO 
efforts; from  

#70 to #2 
Source:	  	  eMarketer,	  December	  2013)	  



USE OF MOBILE TO SIMPLIFY 
TRANSACTION BOTH ONLINE 
AND AT RETAIL 
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“Understand that I 
am new and nervous” 

“Make it work” 
Find 

location 
Repeat / Send 

again  
Staged 

transaction 
App home 

page 

Majority of customers 
each year are new to the 
Money Transfer category 

INSIGHT: 

Ease & accessibility  
are top driver of  
brand choice 

Source:	  Western	  Union	  	  Internal	  Data	  and	  Research	  



USE OF MOBILE AND SOCIAL 
TO SERVICE THE EXPERIENCE 
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3x more 
revenue when we 
have a satisfied 
customer 

INSIGHT: 

Trust and reliability 
are key ingredients 
to customers in 
category 

 
SMS Alerts 

 
Track a Transfer 

“Give me transparency 
and peace of mind”  

“Reinforce my 
Faith in you” 

Social Care 

SMS 

From WU: John Smith picked up  
your money transfer. Thank you! 

Source:	  Western	  Union	  	  Internal	  Data	  &	  customer	  
tracking	  research	  



COMMUNITY MANAGEMENT 
& SOCIAL CARE 
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RANKED TOP 5 in Financial Service Industry out of 2,500 
Source:	  Social	  Bakers	  Socially	  Devoted	  -‐	  2014	  



ENGAGING CONSUMERS 
BETWEEN TRANSACTIONS 
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Social-Mobile has 
surpassed Social Online 

INSIGHT: 

WU Consumers 
are Dual-Belongers 

The Customer 
Conversation  

Track a Transfer 

“I’m a person, not 
a transaction”  

Category Consumers 
avg 6-10 txns/year 
 

An engaged My WU 
member is ~ 6x more 
valuable than non-
member 

The Brand 
Conversation 2	  #	  

1	  #	  

Source:	  wearesocial.sg,	  November	  2014	  
Source:	  WU	  internal	  Data	  
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THE CUSTOMER 
CONVERSATION 
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THE MULTICULTURAL COMMUNITY 
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My WU - BUILDING CUSTOMER LOYALTY 
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“Western Union is very different. They relate to 
their customers, they are not a distant brand. They 
are a brand that gets interested in what goes on in 
the lives of their customers’...They make you feel 
like  you are part of the Western Union family and 
that’s a beautiful thing ” 

Olivia Onyia 
Face of My WU  Finalist in Nigeria 

My WU - BUILDING CUSTOMER LOYALTY 
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THE BRAND 
CONVERSATION 
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LEVERAGING SPONSORSHIPS & INFLUENCERS 



LEVERAGING THE EMOTION OF YOUR BRAND 
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‘MOCIALLY’ ENABLING YOUR 
LEADERS AND EMPLOYEES 
 Engaging Employees 

on the Brand 
WU Selfie App 

Activating 
Leadership on 
Mobile & Social 
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