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• Tigerland Asia Pacific is the Marketing Representative for Earthport Plc. in the Asia 

Pacific Region and providing additional support and consultancy services where 

required

• Earthport Plc. is an Infrastructure and Technical Services Provider that processes 

Payments and Collections on behalf of its customers

• Brand names include EpDisbursements, EpTrade, EpPayables, EpRemittances and 

EpDirect

• For the Remittances market, EpRemittances comes in two flavours:

• Send Money Home Service: Allows banks and companies providing remittance 

About Us
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• Send Money Home Service: Allows banks and companies providing remittance 

services to extend their global reach and provide cost-effective, secure account-to-

account remittances

• Bring Money Home Service: Allows banks and remittance companies in 

remittance-receiving countries to capture existing remittance and retail payment 

flows from their diaspora working overseas

• Teaming with Banks, Remittance companies, Telco’s, Pre-paid card providers etc., 

Earthport offers a unique, low-cost, white-labeled, extension to remittance portfolio’s 
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“It is easier to find a new customer than to keep an existing customer for a long-term 

relationship”

“In 80 % of remittance transactions, it is the sender that determines the remittance 

channel”

“There is an on-going shift from “blue-collar workers” to “white-collar expatriates”; 

Challenges for Customer Recruitment Marketing
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“There is an on-going shift from “blue-collar workers” to “white-collar expatriates”; 

their needs are very different!”

“Non-bank providers have gained a major share in the growing remittance market, at 

the expense of the banks’”
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Case Study

Implementing Earthport’s Bring Money Home Service

enabling PNB to service retail clients globally
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enabling PNB to service retail clients globally



• Traditional correspondent banking services are more expensive than models used by 

non-bank providers:

• Cost for the customer is very high (USD 10 / transaction – USD 50 / transaction). 

• Cost for the bank is sometimes even higher (USD 25 and up for non-STP transaction).

• At a recent conference, a French bank stated that they did not want to be in 

remittance services because they don’t want “poor, foreign workers” in their 

branches.

Banks have become niche players in the remittance market
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• At an industry event, a global bank said ‘ We make 1% of the value of each 

transaction but if we get one transaction wrong it could cost us over $100m in 

lawyer fees and $1-2bn of lost business’

• Regulators, especially in countries where remittance income is a major part of GNP, 

are focusing to get remittances under their control, and out of the black and grey 

circuits.
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But also:

• A bank should consider emigrants to be customers abroad: “The Philippines biggest 

export is its people. Filipinos prefer to send money through and get banking services 

from a brand they know and trust” - Alex Milan, Managing Director, Philippine 

National Bank Europe

• “Remittance services are a customer recruitment tool. Cost effective safe secure 

money transfer is the bedrock of a wide range of commercial services, including 

student loans and supply chain financing” - Alex Milan, Managing Director, 

Philippine National Bank Europe
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Philippine National Bank Europe

• G8 Head of States endorsed the 5x5 objective pledging to reduce the global average 

costs of transferring remittances from the present 10% to 5% in 5 years.

WorldBank: “Cutting prices by at least 5 percentage points can save up to $16 billion 

a year.”



• The Philippines is the 4th largest recipient of remittances - $19bn p.a.

• PNB is one of the top 4 banks in the Philippines, and one of the most innovative

• Earthport signed an agreement with PNB Europe in Dec 2009, to act as a white label provider 

to the bank

• Integration and first live testing was completed by March 2010

• PNBE announced the service in May 2010

• PNBE on-boarded and registered hundreds of new clients in summer 2010

The Philippine National Bank project
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• PNBE on-boarded and registered hundreds of new clients in summer 2010

• The project plan includes globalising the service through PNB UAE and PNB USA

• The Earthport BMH service enables PNB to

• sell remittance services to banked senders in 40+ countries, including most of the 

countries to which Filipinos typically emigrate – a significant increase in PNB’s addressable 

market

• Service countries without branch infrastructure; to provide service to Filipinos through 

virtual banking, without the costs associated with traditional services, thus helping to keep 

prices low

7



Any banked 
sender

The Bring Money Home service for Philippine National Bank

Strictly commercial in confidence Earthport PLC



Customer Marketing Activities

PNB has built a new microsite that 
informs the OFW customers of its 
entire range of products, including 
the new Bring Money Home 
service
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In June/July/August, PNB did 
several customer drives in 
European countries to register 
existing and new customers, 
enabling them to use the new 
Bring Money Home Services



Case Study

From a Single Corridor Remittance Provider
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to an Internet Remittance Provider with Global Reach



About CashSense
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Customer Loyalty and Rewards
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Affiliate Marketing:

Special offers that affiliates 
can promote

A special on-line platform to 
support affiliates

Reward affiliates for success 
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Reward affiliates for success 



For some banks, remittances are no longer seen as a revenue-centered 

service for Foreign Workers. 

They have become a self-financing marketing tool for recruitment of 

nationals overseas – who have an increasingly widening need for financial 

services. 

The market has moved on from Remittances, it may well be called 

International Retail.

A final thought
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International Retail.
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