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About Martin
I am a writer and brand strategist 
for tech, finance and consumer 
brands, agency-side to in-house, 
London to Hong Kong, and beyond.


I recently headed up writing at Zing 
by HSBC (RIP), leading on verbal 
identity, product content design 
and copywriting for CRM channels.


Zing by HSBC (UX & CRM)
Writing overview Newsletters

CRM foundation Prize draw campaigns
Onboarding Seasonal campaigns
Onboarding: New UX CLCM experiments
Onboarding: opt-ins Reviving drop-offs
Payment tracker Safety campaigns

Other brands (websites)
Site strategy and rewrite Interactive campaign

Full site rewrite Digital campaign
Full site rewrite Campaign microsite
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WHAT I DID AS BRAND STRATEGY & 
COPY LEAD AT ZING



Content design & CRM writing

Overseeing all the copy in the product 
and the marketing helped make the 
Zing voice more consistent. I shaped 
and supervised all the words 
expressed in the Zing app and 
customer comms. 



Positioning articulation 
Working with Zing’s head of brand and 
marketing, I made “worry-free money” 
a thing, which helped bring a more 
tangible, distinguished benefit to 
Zing’s overall proposition and story in 
the international money market.  

Verbal identity & voice

Building on a growth marketing 
agency’s input, I shaped Zing’s voice 
guidelines, including its principles, do/
don’t examples and approved ways to 
play with the Zing name (no overkill). 



BUILDING A BASE OF CRM COMMS

To launch Zing, all the comms pieces 
needed to be in place to support a 
working product and service.  

Collaborating with countless teams 
and stakeholders, I amped up pushes, 
emails, FAQs, support macros and 
other customer-facing copy, balancing 
simplicity, sense and sizzle.   

Some examples of CRM points below:

Verifying email address

Verifying PII 
Welcome emails 
Linking a new device 
Adding money 
Card transactions 
Card ordering 
ATM withdrawals 
Transferring money 
Changing PII 
Connecting to Apple/Google Pay 
Account closure 
Scheduled payments 
Suspected fraud 
Disputes 
Calls for feedback and reviews



  



ONBOARDING CONTENT DESIGN

I became the lead writer and 
content designer in Zing’s 
onboarding team, shaping and 
optimizing the sign-up journey to 
maximize conversion and make 
the entire process as easy, safe 
and fast as possible. From data 
consents and ID/address 
verification to account activation, I 
tinkered with every word across 
the entire onboarding journey and 
collabed with product designers 
and BAs to maximize clarity and 
action.



Results

We set a new payments industry 
standard for speed: a 3min 30sec 
onboarding journey. Our team 
efforts at making a straight-
forward sign-up process led to our 
winning an 11:FS award in UX for 
“Best Onboarding”. 




  



ONBOARDING: NEW UX TO 
REWARD ACCOUNT USE

To motivate more account usage 
against the legal limitation of not 
telling users directly to send or 
spend money, we created a 
homescreen checklist of key 
actions to nudge users to order 
their card, open wallets and top 
up – which in turn led to more 
profitable actions. Push 
notifications campaigns further 
drove activity. 



Results

Across all accounts, usage rose 
from 12% in Spring to nearly 40% 
mid-year 2024, surpassing the 25% 
target. The increased activity 
became x3 the activity at first 
launch in January. 





  



ONBOARDING: PERSUADING 
TRACKING OPT-INS

Zing members were opting out of 
tracking when signing up, 
undermining marketing efforts to 
deliver relevant, targeted growth 
marketing campaigns based on 
user data. So to encourage opt-
ins, we modified the journey to 
better frame the advantages of 
tracking, appealing to HSBC’s 
brand equity, reassurance of data 
privacy and promise of improved 
marketing to build trust.



Results

Opt-ins were previously only at 
17%. By creating a clean screen 
framing the benefits, opting in 
jumped to 38% after a few 
months, surpassing the industry 
benchmark of 25-30%.






  



SENDING: PAYMENT TRACKER

Teaming up with a product designer 
and BA to develop the payment 
tracking experience. By creating a 
timeline to show a payment’s journey, 
we struck a balance between user 
transparency and clarity with back-end 
and fincrime-related limitations for 
what we can truly share about where 
or how a payment ended up.



Results

The payment tracker reduced inquiries 
to customer service about payment 
status. For specific instances where a 
delayed payment necessitated 
customer service contact, proactive 
communication from users increased. 
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DEEPENING CUSTOMER 
CONNECTIONS WITH CRM 

Many people, particularly early 
adopters, joined Zing with a healthy 
interest in the genesis of the app and 
for updates on live features, savings 
and offerings.



I created Zing’s newsletters, 

All Things Zing, sent to marketing-
opted-in members, to summarise 
Zing’s progress and share news about 
its latest features, new currencies, 
money-saving offerings and other 
tidbits.   

Results

CRM data showed that these 
newsletters were one of the highest 
opened campaigns, understood as due 
to Zing setting an expectation of a 
‘round-up’ of all the good stuff a 
member might care about for saving 
on international transactions. 



SURPRIZING REWARDS CAMPAIGNS

Every month, Zing released prize 
draws where in exchange for a few 
easy actions on social media, entrants 
had the chance to win luxury 
international getaways.



These social campaigns were 
supported with emails that outlined 
the opportunity and the instructions 
for entering, which changed every time 
in the name of experimentation.   

These emails also covered 
confirmations (e.g. signing up to the 
campaign via the website), reminders 
and comms directly to the winner. 


Results 
Surprizing Rewards was one of the 
brand’s most effective levers for 
growing our social following and 
driving brand awareness.



SEASONAL CAMPAIGNS

Zing ran many mini campaigns that 
tied international currencies to cultural 
moments.



Many of these campaigns were 
targeted to members that had an 
expressed interest in a particular 
currency corridor or geographic area, 
fo example, helping celebrants of 
Diwali save on transfers in Pakistani, 
Indian and Sri Lankan rupees.



Results

The more targeted comms campaigns 
that connected cultural holiday with 
currency interest worked. There was 
uplift in transfers, particularly for 
moments such as Diwali/rupee.



LEARNING AND EXPERIMENTING

Out of the mountain of micro 
campaigns and projects Zing did 
across its channels, I really liked 
supporting ongoing CRM lifecycle 
efforts with weekly isolated push 
messages that drove members to use 
the app. 



They were always light, topical and 
experimental, to help teams learn 
what features, offers or subjects 
appeal to different kinds of users.   

They were also an opportunity to push 
Zing’s brand voice while functionally 
highlighting our features or currency 
opportunities.



Results

Many of the experimental campaigns, 
often sent on a weekend, made an 
obvious, attributable impact and 
helped Zing stay top of mind.



REVIVING MOMENTUM

Many CRM campaigns included 
targeting members that were inactive 
in some way.  

I worked with product marketers and 
the CRM team to identify opportunities 
for engagement. I structured and 
wrote emails to nudge these users to 
get back on the horse.



Results

These reminder campaigns helped 
nudge a significant proportion of users 
into action to re-engage with accounts 
and complete actions




SAFETY CAMPAIGNS

A different focus from selling or 
promoting. We had obligations to 
communicate to members about 
financial risk and personal safety.   

I wrote a few cute emails to make 
unsexy topics about safety 
approachable and interesting. 



Results

This was more of a risk/legal obligation 
but such campaigns, differing in tone 
and content from other marketing 
campaigns, did get decent open rates 
and CTR.



CYNCLY REBRAND AND SITE WRITE

I wrote Cyncly’s first website to 
support its merger.



This meant a lot of emphasis on story 
and brand, particularly the phasing out 
of the familiar incumbent companies, 
explaining the new brand and the 
opportunities ahead. 

I helped write a video that explained 
the new brand and the five stages of 
inspiration through to installation.



Results

Successful, sensible signaling of the 
merger. As for messaging, some playful 
headlines still survive even though the 
site and company proposition have 
evolved.



GENIE-S BRAND AND SITE WRITE

A neat little project for a holding 
company that manufactures portable 
fragrance dispensers.



I introduced a nifty concept around 
being “more than able to please”, 
following up with benefits around 
being wearable, refillable, sustainable, 
etc. 



Results

If it ain’t broke, don’t fix it. The site is 
still as it was written eight years ago.



AVRIOS REBRAND AND REWRITE

Fleet management startup Avrios 
revamped its site to be more premium 
as a way to reach both fleet expert 
and novices. 

Its conversion-focused site, 
underpinned by the new proposition 
“Stay ahead”, had the ultimate CTA of 
booking a platform trial, while 
appealing to managers with different 
levels of fleet experience.

The site used real platform shots, 
client logos, stats, FAQs and other 
cues to reassure and persuade.



Results

The new sophisticated site became 
the foundation for Avrios to attract 
even more enterprise clients and 
warrant a more adult and less 
startuppy rebrand.



MATRIX INDUSTRIES POWERWATCH2  
FUNDRAISING MICROSITE

B2B thermoelectrics startup Matrix 
launched its second heat-powered 
smartwatch, the PowerWatch 2, on a 
microsite to convert visitors to back its 
fundraising.



The brand positioned the watch to 
appeal to competitive, survivalist tech 
geeks. The page artfully displayed 
benefits and included social proofing 
cues such as press mentions and past 
products to drive conversion.



Results

In fewer than 24 hours, Matrix’s 
PowerWatch 2 hit its $100K fundraising 
target. 



BLUESCAPE MEETING ROOM MAGIC

I conceived the idea and execution of 
this digital campaign, using the 
metaphor of an office to speak to the 
different features of this company’s 
collaboration software. 



Site visitors were taken to a bustling 
animation, which when clicked on, 
zoomed into a segment of the office 
and made the case for why their tool is 
similar but better than the old world.



Results 
The campaign ran for a quarter, 
helping boost traffic to other 
concurrent campaigns.



RACKSPACE NANOBLOCKS CAMPAIGN

Prospects (CTOs at mid-large tech 
firms) were sent a direct mail with a 
Nanoblocks toy figurine and a link/QR 
to this landing page.



Converted users could watch a 
relevant case study video while they 
wait on a salesperson to get in touch 
(with promise of a follow-up toy to 
match). Laggards were nudged by 
email after a few weeks.



Results

The campaign converted enough 
prospects successfully to warrant a 
follow-up Nanoblocks campaign 
(jungle themed).
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