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Project Overview
Introduction01

A case study on the use of UX design to enhance the
Cashback credit card experience for customers on the
Trust Bank SG App to increase card use.

Cashback Credit card experience in the app refers to the following functions:

• Cashback credit card overview
• Cashback credit card transactions
• Preferred category cashback tracking
• Spending insights for preferred category
• Cashback credit card merchant promotions
• Cashback rates for exclusive partnered merchants
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Introduction01

About Trust Bank
Cashback credit card
Trust Bank has reached 1 million customers, meeting its target of becoming
the fourth largest retail bank in Singapore by customer numbers.

Its revenue is S$97m for 2024.

Credit card spend in 2024 was over S$4b, boosted by Trust Bank’s launch of
a cashback credit card. 

Customers make 21 transactions on their credit card per month on average.

Source
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Challenge
There is a lack of personalized engagement and transparency for 
customers of Trust Bank Cashback credit card on the App when 
tracking their cashback.

This results in missed opportunities to maximize benefits and 
discourages active card use.

Goal
Redesign the Trust Bank Cashback Credit card customer experience to 
make cashback earnings more visible, actionable and rewarding. 

Further enhance real-time tracking and transparency to encourage 
continued and increased card usage. 
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Research02

Feature

Basic Needs

Performance

Delighters

Cashback visibility

Cashback auto-crediting

Spend/category tracking

Onboarding & application UX

App personalisation

Cashback/savings nudges

Partner Merchants cashback boosts

Quarterly auto-credit for preferred category,
Auto-credit for all other purchases at 1%

Category based spending insights +
preferred merchants shown

Traditional application
(may take 1-2 days for approval)

Full digital onboarding,
instant virtual card issued

Full digital onboarding,
instant virtual card issued

Limited to dark/light mode,
selection of app icons

No smart nudges

Up to extra 20% o� with exclusive
partner deals

Occassionally during promotions No cashback promotions

Auto-save, Real-time expense tracking,
customized alerts and reminders

No nudges No nudges

Extensive personalisation via widgets in App

Basic transaction list only,
no category insights

Strong analytics by merchant/category
(even better on Metal Plan)

Auto-credit to statement
every month

Credited periodically to
Revolut wallet

1% unlimited + 
up to 15% in preferred category

Real-time cashback shown in App

Full digital statements +
real-time spend feed
Full control: freeze, 

set PIN, lock card instantly
Full control: freeze card,

multiple virtual cards
Basic freeze and card lock

through App

Traditional
monthly statement format

1.7% flat cashback on all spend 1% cashback (Metal only, oversea spend)
None for standard users

Transactional based feed;
no formal monthly statement

Shown in monthly statements Shown in Metal Plan, 
Delayed for Standard

Cashback structure clarity

Statement & Payment Info

Security & Card controls

Competitor Analysis
Based on Kano Model - Cashback Cards

Based on the kano model, Trust Bank has nailed all the basic needs and can further extend and solidify its position by focusing on 
building emotional engagement through personalization and enhancing existing cashback tracking especially in areas with exclusive 
partner deals.

Expected Feature Di�erentiating Feature Opportunities to work on
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User interviews
User interviews were conducted with 5 Trust Bank
cashback credit card customers using a question set.

• Can you tell me a little about yourself and your daily routines
when it comes to finances?

• How do you usually manage your cashback credit card expenses?

Introduction (Warm-up Questions)

• How did you first hear about the Trust Bank Cashback credit card?
• What made you decide to sign up for the card?
• How do you feel about the cashback rewards o�ered by

Trust Bank Cashback credit card?

General experience with Trust Bank Cashback credit card

• How o�en do you login to check on your cashback rewards?
• What type of transactions do you typically/usually use your

cashback credit card on?
• How satisified are you with how easy or di�icult it is to check

on your cashback rewards?
• Do you feel that it is clear within the App on your progress

with regards to a specific cashback reward or  cap?
(eg. $20 cap for Deliveroo with 6% cashback) 

Cashback Experience & Usage

• Do you currently use any other cashback credit card or rewards card?
How does Trust Bank cashback credit card compare to these if any?

• Is there anything else you wish share about your experience with the Cashback
credit card or the App?

Behavioral Insights & future outlook

Gender 2 Male          3 Female

Age Range 24-60

Employment Status 5 Working Professionals

Martial Status 1 Single      4 Married

Income Range $30,000 - $96,000 p.a.

Interviewee Profile
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User insights
Gamified cashback goals

Customers want to know their progress
with regards to the cashback cap.

For example, how is their progress towards
the $20 cashback cap every month when
spending on Deliveroo.

Having such cashback caps represented as
gamified cashback goals with clear progress
will encourage further spending with
partnered merchants with the cashback
credit card.

“I really like it that there’s 6% cashback while
spending on Deliveroo, however, there’s no
indicator on whether I’ve hit the $20 monthly cap.
When deciding to order on Grab or Deliveroo from
the same restaurant, knowing this would have
made me choose ordering on Deliveroo over Grab”

“As a new user, when I first logged in, I was surprised
that cashback is not a main tab on the dashboard!
I was really surprised to see it buried under ”Rewards”
and placed even a�er coupons, stamp cards and 
quests. I signed up because of the great cashback 
rates of up to 15% on my preferred category, so I 
really want quick access to info on my cashback.

“I’ve been using Trust since the Link card was 
introduced. Recently, I’ve also signed up for the 
cashback credit card and have been spending 
more with this card. I will like to see that I am 
able to have one-tap access to all cashback 
related information. I don’t even have any 
investments with Trust, why is it on my main 
page?”

Personalisation in App

Customers want to be able to personalize
their App to their own use habits.

For example, customers who heavily use
the cashback credit card will want a
one-tap access to their cashback info from
the dashboard.

Current user flows  goes through “Rewards”
or needing to scroll down extensively to 
tap on “Cashback”.
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User Personas: Primary

Gender: Female
Marital Status: Married with kid.
Occupation: Marketing Manager
Income: $60,000/year
Location: Singapore
Tech-savviness: High, comfortable with
 digital banking and fintech tools

Sarah Lim, 34
Mid-level Professional
Maximising Cashback rewards

Cashback credit card

Goals
• Earn cashback on shopping which is her preferred category.
• Stay on top of cashback through quick and easy app features.
• Track cashback goals and cap to maximize cashback opportunities.

Frustrations/Challenges
• Lack of clarity around quarterly cashback caps or caps on exclusive partner merchants.
• Complicated cashback tracking process in app.
• Missing a more engaging experience to make spending feel more rewarding.

Motivations
• Enjoys getting tangible rewards from everyday purchases.
• Values simplicity and transparency in apps.
• Enjoys and feels motivated when seeing real-time cashback progress in app. 
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User Personas: Secondary
Cashback credit card

Gender: Female
Marital Status: Single.
Occupation: Project Manager
Income: $84,000/year
Location: Singapore
Tech-savviness: High, comfortable with
 digital banking and fintech tools

Deborah Lee, 42
Mid-level Professional
Maximising Cashback rewards

Goals
• Earn cashback on shopping, including on overseas spending.
• Having security features for her overseas spending credit card.
• Track cashback goals and cap to maximize cashback opportunities for daily spending.

Frustrations/Challenges
• Lack of clarity around cashback for overseas merchants.
• Complicated cashback tracking process in app.

Motivations
• Loves to travel overseas frequently for leisure and shopping.
• Values hassle-free and simplistic in app experience.
• Enjoys exclusive deals for travelling related expenses .
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Gender: Male
Marital Status: Married with kids.
Occupation: So�ware Engineer
Income: $96,000/year
Location: Singapore
Tech-savviness: High, comfortable with
 digital banking and fintech tools

Michael, 51
High-level Professional
Maximising Cashback rewards

Goals
• Earn cashback on spending for his hobbies.
• Wants the highest cashback rate for daily spending for his family
• Track cashback goals and cap to maximize cashback opportunities for daily spending

Frustrations/Challenges
• Lack of clarity around promotions for partnered merchants
• Complicated cashback tracking process in app.
• Trust+ is supposed to feel premium but seems sidelined in the App.

Motivations
• Loves savings on fuel for his 2 family cars 
• Values hassle-free and simplistic in app experience.
• Enjoys exclusive deals for dining.

Research02

User Personas: Tertiary
Cashback credit card
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How Might We statement

How might we improve the 
Cashback credit card experience , 

for Trust Bank customers to 
increase customer retention, 

satisfaction and credit card spend 
while using the Trust Bank SG App. 
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MoSCow Features Prioritsation
Strategy03

MUST HAVE SHOULD HAVE COULD HAVE WON’T HAVE

Understanding the tasks of users to identify possible JTBD by users when they use the cashback credit card

As a new sign-up, I want to cashback to
be a priority in the app for me.

As a customer, I want to customize what I see
on every page on the app

As a customer, I want smart suggestions based
on my spending habits a�er every quarter.

As a customer, I want a cashback goal to be
automatically created for any partnered 
merchant I’ve spent on.

As new/existing customer, I want to access
cashback information from login page.

As an existing customer, I want to customize
 what I see on my Home Page.

As a customer, I want to be notified when
a monthly cashback cap for partnered 
merchant has reset.

As an existing customer I want a one-tap
access to all cashback related information
from the Home Page.

As a new/existing customer, I want to know
my progress towards a cashback cap for
a long term partnered merchant.
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As an existing customer I want a one-tap
access to all cashback related information
from the Home Page.

As new/existing customer, I want to access
cashback information from login page

As a new/existing customer, I want to know
my progress towards a cashback cap for
a long term partnered merchant.

Exclusive partner merchants with
cashback promotions with duration of
monthly or higher will be added into

“Quests” as a cashback mission

As a new sign-up, I want to cashback to
be a priority in the app for me.

Users are able to personalise for
Cashback on their Login & Home Page

Breakdown of Jobs to be Done
Strategy03

Adding new features based on User Stories identi�ed as “must have”
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Current Journey Login Home page Rewards Cashback

Actions

Emotions

Pain Points

1 tap access to Cashback on both login
and Home Page

Cashback cap gamified for
exclusive long term partnered merchants

under “Quests” tab

Redesign
Must haves

• Tap on App
• Tap on Login
• Fingerprint Biometric scan

• No quick access to cashback
• Tapping on “Rewards” brings

you to coupons.

• No cashback tab on homepage
• Have to scroll down extensively

to see Cashback information

• “Cashback” tab ison the right edge
• Not easily visible • Unable to find the info

• Scan the screen
• Tap on “Rewards”

• Scan the screen
• Sidescroll nav bar to

“Cashback”
• Tap on “Cashback”

• Scan the screen
• Tap on “View history”

Cashback history

• Scan the screen
• Tap on each “Cashback”

on specific transactions
• Start calculating from

each related transaction
1 by 1.

• There’s no consolidated cashback
amount for Deliveroo which
has a 6% cashback rate.

• Have to do manual calculation

1 2

User Journey: Cashback Credit Card
Strategy03

Scenario A: Existing customer would like to �nd out if he/she has reached the S$20 cashback cap for spendings on Deliveroo.
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Current Journey Login Home page Money Cashback

Actions

Emotions

Pain Points

Spending insights icon should be available
on the Cashback page

Redesign
Must haves

• Tap on App
• Tap on Login
• Input credentials

• No quick access to cashback
• Tapping on “Rewards” brings

you to coupons.

• No cashback tab on homepage
• Have to scroll down extensively

to see Cashback information
• Unable to find the info

• Scan the screen
• Can’t find cashback tab
• Tap on credit cards

• Scan the screen
• Scroll down to “Cards”
• Tap on “Cashback”

• Scan the screen
• Tap on “View history”

Cashback history

• Scan the screen
• Tap on each “Cashback”

on specific transactions

• Unable to find the info needed
• Pressing back brings user back

to Home Page

3

User Journey: Cashback Credit Card
Strategy03

Scenario B: New customer would like to check the status of their cashback from their recent spendings on the shopping category

• Unable to find the info

1 tap access to Cashback on both login
and Home Page

1
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Design04
Low Fidelity: Login Page Mode select

Login Page Login Page - Select Mode “Default”

Trust

Fun Fact

Personalize

Doodle Graphic

Notices

Scan &
Pay PayNow Rewards View

Card

Login

Login Page - to reflect selection

Trust

Fun Fact

Personalise

Doodle Graphic

Notices

Scan &
Pay PayNow Rewards View

Card

Login

Default Cashback Invest

Personalize your
Login page

You love what you see!

Doodle Graphic

Confirm

Scan &
Pay PayNow Rewards View

Card

Confirm

Login Page - Select Mode “Cashback”

Default Cashback Invest

Personalize your
Login page

You’re in control!

Doodle Graphic

Scan &
Pay PayNow Cashback View

Card

Confirm

Login Page - Select Mode “Invest”

Default Cashback Invest

Personalize your
Login page

You’re in control!

Doodle Graphic

Scan &
Pay PayNow Invest View

Card
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Default Cashback

Personalize your
Home page

Doodle Graphic

Confirm

Savings

Credit cards Investments

You love what you see!

Default Cashback

Personalize your
Home page

Doodle Graphic

Confirm

Savings

Credit cards Investments

Cashback

You love what you see!

Design04
Low Fidelity: Home Page Mode select
Home Page - Default

New deals

Personalise

Savings

Smart Suggestions

Activity

Credit cards Investments

ProfileToggle
Visibility

View Cards Rewards Payments Apply

Kopitiam
15.21

Pending

7.74
Pending

4.60
Pending

Today, 06.36 PM

Kopitiam

Today, 12.42 PM

Bus / MRT

Today, 05.23 AM

Home Page - Cashback Mode

New deals

Personalise

Savings

Smart Suggestions

Activity

Credit cards Investments

Cashback

ProfileToggle
Visibility

View Cards Rewards Payments Apply

Kopitiam
15.21

Pending

7.74
Pending

4.60
Pending

Today, 06.36 PM

Kopitiam

Today, 12.42 PM

Bus / MRT

Today, 05.23 AM

Home Page - Personalise - Default Home Page - Personalise - Cashback
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Design04
Low Fidelity: Rewards - Quests & Cashback to Insights Page

Rewards - Quest Page

Rewards

Money

Deliveroo Cashback Campaign
27 Aug 2024 - 29 Aug 2025

May 2025

Accumulated spend S$100

S$100.00/S$100.00

Coupons

All quests

Stamp Cards CashbackQuests

ProfileHome

Deliveroo

Accumulated spend S$200

S$200.00/S$200.00

Accumulated spend S$300

S$268.00/S$300.00

You’ve earned S$6 cashback so far
for spending on deliveroo!

You’ve earned S$12 cashback so far
for spending on deliveroo!

The monthly cashback cap for
deliveroo is S$20

Accumulated cashback: S$16.08

Shopping
504.1511 transactions

39.9%

Dining
496.0617 transactions

39.2%

Transport
69.967 transactions

5.5%

Others
164.992 transactions

13.1%

Entertainment
28.962 transactions

2.3%

Cashback Apr 2025This month

Rewards - Cashback Page

Rewards

Money

12.49
This month (S$)

On Shopping during Apr 01 - Jun 30

Change for next quarter

View more benefits

Lifetime cashback View history
S$28.49

Up to 15% cashback

Up to 20% o� exclusive partner deals

Cashback LinkpointsQuests

ProfileHome

Rewards - Cashback - Spend Insights Page

Stamp Cards Trust+

Insights

Spend Insights

1264.12
Spend in Apr 2025

More
Info

Back

Mar 2025

Doodle Graphic

Vertical Institute UX Bootcamp Capstone Project



Design04
Design System - Basic & Advanced
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Design04
Design System - Variables (Colors)

TypographyOverview Brand Colors Background

Buttons

Shapes
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• Personalise button added at Login page.
• User is able to choose between 3 di�erent options.
• Preview of the change is shown.
• Rewards button will be replaced with Cashback or Invest depending on their choice.
• Can change back to default anytime.

Design04
High Fidelity: Login Page Personalisation
Link to Figma Prototype
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https://www.figma.com/proto/vI9Xd7rXQuTUgyWHszBOtc/Capstone-Project---VI---Trust-Bank-SG-App?page-id=0%3A1&node-id=42-267&viewport=-1307%2C-1339%2C0.42&t=Qey9YPZumgSqGRKt-1&scaling=scale-down&content-scaling=fixed&starting-point-node-id=42%3A267


Design04
High Fidelity: Home Page Personalisation
Link to Figma Prototype

• Personalise button added at home page. 
• User is able to choose between 2 di�erent options. 
• Preview of the change is shown.
• Cashback option allows customer to access cashback page with 1 tap.
• Can change back to default from Home screen.
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Design04
High Fidelity: Rewards - Cashback & Quest Page
Link to Figma Prototype

• Quick access to Deliveroo Cashback Campaign from Home Page via a CTA button.
• Spending insights button added on Cashback Page to allow quick access.
• Cashback cap for Deliveroo gamified in Quests page for engaging tracking of cashback.
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Vertical Institute UX Bootcamp Capstone Project Evaluation05
Usability Testing

Test Objective
To determine if users’ experience in using the app to view
Cashback related information has improved with the prototype. Scenario 1

Find out what is your lifetime accumulated cashback amount is.

Scenario 2
Check the estimated amount of cashback you have earned from
spending on Deliveroo.

Metrics
• Task time
• Satisfaction rating
• Qualitative feedback

Participants were given 3 scenarios to complete on the current app and the
Prototype under observation.
Participants were later interviewed to seek their feedback on their experience.

Test Participants

Test Methodology

Gender 4 Male          6 Female

Age Range 24-52

Employment Status 10 Working Professionals



Evaluation05
User Feedback

Scenario 1

Task time 4.2 seconds

3/5 4/5

3.5 seconds
(Before personalisation)

2 seconds
(A�er personalisation)

Satisfaction
Rating

Current Prototype

• Time taken even including personalisation at
Login or Home Page is faster then current 
design

• Participants are happy that personalisation 
options go beyond just Cashback but also
for Investments.

• Preview for options is not obvious and can be
improved with changes highlighted.

Scenario 2

Task time

Satisfaction
Rating

Current Prototype

N.A

1/5

3 seconds

4/5

• Current design requires participants to 
manually count up their accumulated 
cashback for partnered merchants

• Users now able to find out their accumulated
cashback from Deliveroo quickly.

• 50% of users shared that they want to see
quests for other cashback campaigns as well 
for better tracking.

• 75% of users asked if there will be notifications
for when the monthly reset occurs for 
Deliveroo Cashback cap.
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Evaluation05
Conclusion & Further Steps

Key Findings from Usability Testing

Over 100% improvement in Cashback tracking
in terms of task time.

50% of users would like to see more
long term Cashback campaigns.

75% of users would like to have notifications
for cashback cap monthly resets

for partnered merchants.

25% of users would like to see even more
personalisation options.

Further Enhancements

Further iterations to include notifications
for monthly cashbach cap resets.

Smart suggestions for partnered merchants
to spend on on preferred cashback category
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Thank you!

Contact: noteveninheaven@gmail.com


