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CROSS(X)-SELL

OPTIX

LOW INCOME HOUSEHOLDS IN
THE DEVELOPING WORLD FACE A
TRIPLE-THREAT WHEN MANAGING
THEIR FINANCIAL WELL-BEING.

Their incomes are not only (i) low but also (ii) irregular and (iii)

\UWYLKPJ[HISL ;0L [OLYLMVYL ULLK [V TYWUHNL [OL
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diverse the tools, the better. 1

Optimizing Performance Through Improved Cross(X)-Sell (OPTIX) a
special project of Rockefeller Philanthropy Advisors (RPA), funded by
MetLife Foundation and managed by Bankable Frontier Associates

Y-( WVZP[Z [OH[ ZVJPHSS" KYP]JLUYAWRAWIPHS ZL
HzZ TPJYVAUHUJL PUZ[P[\[PVUZ 4-0Z HUK JVVWLY
Z\P[LK [V WYV]PKL [OL IYLHK[O VM AUMNUJIRHS VWI[PV
OPTIX Focus Note 1 outlines the theoretical foundations and amb itions
VM [OPZ WYVQLJ[ "OPSL HSZV KLAUPUNP[JQU JVYL J

cross-sell strategies.

1 These points are extensively made in Collins etal. 2009. Portfolios of the Poor. Princeton,

NJ: Princeton University Press.

2 porteous, D. 2007. “Strong double bottom line banking” Chapter in Ranga n, V., Quelch,

J., Gustavo, H. and Barton, B. (eds.) Business Solutions for the Global Poor: Creating
:VJPHS HUK ,JVUVTPJ =HS\L :HU -YHUJPZJV! 1VZZL k )HZZ
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OPTIMIZING PERFORMANCE
THROUGH IMPROVED

WHAT DO WE MEAN
BY CROSS-SELL?

For this paper and the project that

P[ PU[YVK\JLZ ~L KLAUL
clients actively and voluntarily using
more than one product at the same
institution, over time. By extension, our
KLAUP[PVU VM JYVZZ ZL
institution is intentional and strategic
about offering appropriate suites of
WYVK\J[Z [V KPHLYLU[ JSP
HZ KLAULK I' PUMVYTH[PVU PU
transactional behavior and their broader
AUHUJPHS ULLKZ




CREATING BETTER OPPORTUNITIES FOR LOW INCOME CLIENTS
USE FORMAL FINANCIAL SERVICES

EFFORTS BY THE WIDE SPECTRUM OF STAKEHOLDERS INTERESTEDINANNARMAMLTINELUSION - GOVERNMENTS, BANK
TELECOMMUNICATION COMPANIES, PAYMENT SERVICE PROVIDERS ANG RIRERSS: AMOE MADE GREAT PROGRES
TOWARDS UNIVERSAL FINANCIAL ACCESS.

As the recent Global Findex results show, the number of unbanked products to their low income clients can improve not only their
adults in the world decreased by 20% between 2011 and 2014, from bottom lines and their clients’ likelihood to engage with for mal
IPSSPVU [V IPSSPVU K\L [V Z[HRIYQZ SIKIKAIHHZIRHSFALY KPILLZ SVUN [LYT I\[ HSZW [QISSYI18RINJ[Z:

alignment of incentives.3 ;OL -PUKL_ AN\YLZ OPNOSPMNQFLHYUIOZCHZ ZOVAU [OL ILULA[Z [V PUZ[P[\[F
AUHUJPHS HJJLZZ HUK ,PUJS\ZPVU! [VAL]LY indedsedioyalty ahd ¢rediiliey, Ioneér acquisition costs and h igher
\ZHNL HTVUN JSPLU[Z VM AUHUJPHS§CPUWA[P PSP VWZ LWHPVRIVEHILY [OL JHZL MV YLSMAPRUNTL J
AP[O SVALY PUJVTLZ JHU V]ILY [PTL SLHHK $\% P Tiwn &fdss<sellis el déaH Bxhibit 1A/B illustrates how low income
ILPUN 4VYLVILY PTWHJI[ YLSH[LK ZPR/RILHA WL SRUHI)Z PTHHS PUZBNU[PHSS  ILULA[ "OLU POL" 1YV
overwhelmingly mono-product focused, 4 whereas research has of products and services at the same institution. OPTIX will test the
KLTVUZ[YH[LK [OH[ [OL AUHUJPHS ULLKZ VM[MVSPVVHYILPARML BYWY Z ZLSS VU JSPLU[Z» AUMSSIRPYOLH
approach.5 -VYTHS WYV]PKLYZ VM[LU VHLY HINLULYPJ WYVK\J[ MVY [O
SVA PUJVTL THYRL[ IL P[ H VUL ZPaL A[ZZIPSSVIY IMV/ISVIOWH BB HUINL 1 HUK VWWVY[\UP[" T VMM JYVZ
UV MYPSSZ IHUR HJJV\U[ PUJS\KPUN[ [OH PP PRI [ R[NPV KZ HVPXPI\SHY S  [OVZL ZHYJPRINSSVA
regulators require in countries such as Kenya and India. KLZPNUPUN HUK WYVTV[PUN AUHUJPH8SUPHIBL V
appropriately meet the needs of their clients. While research has
THECHALLENGE—ANDOPPORTUNITY—OFCROSS-SELL LEEWBIVAU PUZ[P[\[PVUZ» WV[LU[PHS ILUDAQHYNMISYVZ
FINANCIAL INSTITUTIONS DESIGNING AND PROMOTIN(;?: PRODUCTVUZ[YH[LK [OH[ PUZ[P[\[PVUZ KV UV[$BSNHIEZA{ZHSP
COMBINATIONS THAT MEET THE NEEDS OF THEIR CLIE:NTS. of the same. 7 We assert that a combination of client research and
' data analytics conducted on account usage, transaction history ,
Low income households need a suite of diverse and reliable life events and account access points can help institutions deepen
AUHUJPHS ZLY]PJLZ [V A[ KPHLYLU[ WZ\Y Wand kt@nthén [@g-Rivh raladonghipy SifA clients by ensuring

The more they can access and use products that are diverse in they are meeting clients’ needs and contributing to their well-being.
size, duration, liquidity, volume, price and accessibility, the mor e Combined with an understanding of institutions’ viable product
[OL® JHU TLL[ [OLPY AUHUJPHS ULLKZ 6 ¢oradinaBahs,\stitutiéris dan fuckesgfully §@ve their clientsw hile
hypothesis that institutions able to cross-sell a diverse range of LUZ\YPUN AUHUJPHS Z\Z[HPUHIPSP[®

3 See the Global Findex Database, 2014.

4 See: Banerjee A., Karlan, D., Zinman, J. 2015. “Six Randomized Evaluatbns of Microcredit,” American Economic Journal: Applied Economics 2 015, 7(1): 1-21; Augsburg,
B., De Haas, R. Harmgart, H., Meghir, C. 2015. “The Impacts of Microcredit: E vidence from Bosnia and Herzegovina.” American Economic Journal: Ap plied Economics 7(1):
183-203; Tarozzi, A., Desai, J., and Johnson, K. 2015. “The Impacts of Microcredit: Evidence from Ethiopia.” American Economic Journal: Appl ied Economics 7(1): 54-89.

5 Collins et al. 2009.

6 See: Boston Consulting Group. 2011. Operational Excellence in Retail Banking; McKinsey & Co. 2010.The Future of Retail Banking; Bain & Co. 2013. dient loyalty in retail
banking: Global edition 2013; Bain & Co. 2012. Retail Bank of the Future.

7 Deloitte Center for Financial Services, “Kicking it up a notch: Taking retail bank cross-selling to the next level,” 2013
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WE THEREFORE POSIT THAT BOTH LOW INCOM

AND INSTITUTIONS CAN BENEFIT FROM CROSS-

EXHIBIT 14" WV[OL[PJHS JSPLU[ SL]LS ]PLA! ,]HS\H[@HNLAZAHWEESHUW[IPNADZD

OPPORTUNITY TO SAVE OPPORTUNITY TO BORROW

INCOME

CONSUMPTI

EXHIBIT 1R:ZZ\TLK JSPLUJ[ IL

: : © FINANCIAL : RISK . PREFERABLE ALL PRODUCTS
: CONVENIENCE  ACCESS : COST  : DIVERSIFICATIONTERMS/RATES  AVAILABLE : RESTRICTIONS
v B € 9 W ? A
= @ & o
Number of Distance Origination and Protection Lower Number of Insitution
institutions traveled and maintenance against client borrowing institutions distance
visited to : time spent : fees : defaulting :  rates, higher needed to : or product
: transact : to reach : : orinstitution @ savingsrates : meetdiverse @ features (limit
THE CLIENT HASE institution(s) ~ : : failing : : needs : LPTWASZL?
TWO OPTIONS... : : : : : : ’
: : : withdrawls)

................................................................................................................................................................................................

1. Multiple products

atONEAUHUJPé—!S 0 0 9] 8 o 9 8

institution

2. Individual

products at MANY [\[Pguz 8 8 9 0 ®) 0

AUHUJPHS PUZ[P

Exhibits 1A/B acknowledges that a client could have multiple products at

one institution, but also uses products at other institutions.
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SUSTAINABLY AND EFFECTIVELY CROSS-SELLING
TO LOW INCOME CLIENTS

THE FINANCIAL INCLUSION INDUSTRY NOW ACKNOWLEDGES THE DEANG OHEINARTEE SCALE MOBILIZATION OF LO
BALANCE SAVINGS ACCOUNTS ON A PROFITABLE BASIS.

The Gateway Financial Innovations for Savings (GAFIS) project,

funded by the Bill & Melinda Gates Foundation, demonstrated
[OH[ HTVUN SHYNL JVTTLYJPHS IHURZ [OLBANKSARODUNDPTHE WORLD HAVE SEEN HIGH

providing a single nofril\ls savings product to low income clients SAVINGS ACCOUNT DORMANCY RATES RANGE
HYL L_[YLTLS® [OPU § HIX\PZP[PVU HOK ZLY]PJPUN JVZ[Z HYL OPN

HUK \ZHNL PZ SVA ;0L WYV]PKLYZ» 1\zZPULZzFROM200/mTE OV 96%.

ZLY]PUN SVA PUJVTL WLVWSL YLSPLZ VU TVYL [HYNL[LK.-HUK.LIJRLU..coviiiiiiiiiiii,
client acquisition methods and selling more than one product

to eachclient. 8¢ (KKPUN [V [OPZ [YHW! VM \UW Y V APRIXFhgidfHesizddthat\tese smaller, more specialized and

usage are branches that are expensive for banks to maintain ZVIJPHSS  TV[P]H[LK AUHUJPHS PUZ[P[\[P"

and inconvenient for clients to use. These dynamics explain cooperatives may be better suited to provide a suite of produc t

to a large extent the high savings account dormancy rates, VHLYPUNZ [V SV~ PUJVTL JSPLU[Z [PNUZHYN

ranging from 20% to over 90%, which we have seen among Potentially due to these institutions’ missions to pursue both

banks around the world. The lack of a clear client proposition AUHUJPHS HUK ZVJPHS PTWHJ[] HUK W [OLP

then dramatically weakens the business case for banks. ° and closeness to the low income populations they serve, such
PUZ[P[\[PVUZ HYL SPRLS" [V VHLY U\TLY\B\Z] MYV K\J]

Despite commercial banks’ lack of business case for serving to low income clients.

low income clients on low balance accounts alone, such banks

in developing and developed markets alike are increasingly

using their scale and resources to target low income clients

as new branchless banking methods drive down servicing and

[YHUZHJ[PVU JVZ[Z (ZHYLZ\S[ PUZ[PRIRWVHEB"P[O SPTP[LK A

and technological resources traditionally focused on low income

JSPLU[Z TH® AUK [OLTZLS]LZ JVTWL[PUN HNHPUZ[ IPN IHURZ ~P[O
more resources but less understanding of, and positioning to

serve, low income clients.

8 :LL .(-0: -VJ\Z 5V[L H[ "~ NHAZ UL[ .HUVH[PRUEUWPHUSHIPUNZ .(-0: "HZ HRZWLSBHS WORSHU[OM BN (K]PZVYZ
)PSS 4LSPUKH .H[LZ -VI\UKH[PVU HUK THUHN(LE: I"W¥RLKYYVPU[S  "P[O AJPWBLHKBEBE! UUAUKNYW)IHUR VM :
BANSEFI (Mexico), Bancolombia (Colombia), Equity Bank (Kenya) andCICI Bank (India). GAFIS aimed to assist these banks to leverage the “gatevay opportunities” presented

1" JLY[HPU L_PZ[PUN AUHUJPHS YLSH[PVUZOPWYTIL} VM [[COLL WNVYRZHEZK K PHYNP[\[PVUHBV]P VI ZAH S$HJ K H]PRINTZ] MOV
9 :LL .(-0: -PUHS 9LWVY] H[ """ NHAZ UL[
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OPTIX PARTNER INSTITUTIONS FACE COMMON CHALLENGES AROUND S
AND RESPONSIBLE GROWTH IN INCREASINGLY COMPETITIVE MARKETS.

The four participating OPTIX institutions are of the following size

and characteristics: they are single market (and are therefore not

JVTWL[P[VYZ YL[HPS AUHUJPHS RUZVPY\NPPLZZ "OPJO VWLYH[L P
AP[O JHYPV\Z YLN\SH[VY  HUK SLNHBUZHVY\IRWS. Z [OH[ \UKLYWPU
service providers serving low income clients. Each market is k‘, ¥
\UPX\L K\L [V KPHLYLUJLZ PU AUHUJPHBVALZ[VY KLW@ HUK YLN\SH][ ’>
NVILYUPUN TPJYVAUHUJL HUK JVTT\UP\[PNURPUN ‘L[ [OL PUZ]

face common challenges around sustainable and responsible

growth in increasingly competitive markets.

TABLE Dverview of OPTIX partner institutions

Wwb  CEP

_—~ . : : Sajida Foundation

HEADQUARTERS HEADQUARTERS HEADQUARTERS HEADQUAR

‘E
€

' CALI, COLOMBIA DHAKA, BANGLADESH
OAXACA, MEXICO ® § § ®

© HO CHI MINH CITY, VIETNAM

®

INSTITUTION TYPE INSTITUTION TYPE INSTITUTION TYPE INSTITUTIO

3PJLUZLK TPJYVAUHU?JL IHUR

transformed from NGO MFI NGO MFI NGO MFI

Financial cooperative

PRODUCT TYPE PRODUCT TYPE PRODUCT TYPE PRODUCT
Savings, loans, term deposits Savings, loans, term deposits, : Loans, compulsory and :  Loans, compulsory and voluntary

insurance : voluntary savings : ZH]PUNZ ,TPJYVPUZ\YHUJL?

10 :(10+(»Z TPIYVPUZ\YHUJL WYVK\J[ PZ H T\[\RSIHZEZP:ZLOWILUNY VKNIPMWYRALK PUZ\YHUJL JVTWHU"
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USING DATA TO DEVELOP STRATEGIES OF
UNDERSTANDING CLIENT BEHAVIOR

BY MARKETING DIFFERENT PRODUCT COMBINATIONS TO CLIENTCSEGMHEEITS BASES, INSTITUTIONS MAY INTENTIONAL
CROSS-SELL TO DIFFERENT CLIENT SEGMENTS DEFINED BY THEBSHNAGCBHOET- OR LONG-TERM SAVINGS, EMERGEI
OR REVOLVING CREDIT — AT A GIVEN POINT IN TIME.

:VV VM[LU AL AUK [OH[ PUZ[P[\[PVUZ KLOLIS VWL YV Y F K\K]IAsteP analysis can provide insights into clients’ usage of products

rather than actual client need or client type in mind. This can lead atone pointintime. Clients’ varying usage of products highlights
to instances of sub-optimal usage by the client, for example due [OL zZ\I[SL I\ PTWVY[HU[ KPZ[PUJ[FVYUEZJEPLUW
to lack of (perceived) relevance, awareness or understanding, and segments that exist within a given institution’s portfolio and allow

SLHK [V OPNO KVYTHUJ® YH[LZ HUK JVZ[ZYRVUNX [PURUZ[WPWVAU[GYHYLH[L ILOH]PVY IHZUKYJSPLU|
KPHLYLU[ WYVK\J[JVTIPUH[PVUZ [V KPHEYXML[ZIS VL WusdteNahalybis does not account for (i) how client behavior changes

necessarily require introducing new products; rather, it may require (or not) over time and (i) why clients choose to use products the

PUZ[P[\[PVUZ YLWVZP[PVUPUN [OLP YHJPYUN Waythdy dy. FEKhtIF? iHLististe the [hieE of segmentation we use.

associated internal processes. We will explore more comprehensive approaches to examining
JSPLU[Z» WYVK\J[ \W[HRL HUK [YHUZHJTRVIUHHSK L OH]

This is where analyzing account and transaction data can help. [OL YLHZVUZ MVY JSPLU[Z» HJ[PVUZ § PU Z\IZL

Using representative data from Institution A, an OPTIX partner
PUZ[P[\[PVU AL PKLU[PALK TL[YPJZ'ZV BVYKH[L JSPLU[ ,JS\Z[L

segment the institution’s client portfolio.

EXHIBIT Remonstrating layers of segmentation

INSIGHTS ON CLIENTS' ATTITUDES AND REASONS

BEHIND BEHAVIORS

CLUSTER
ANALYSIS BASED
ON CLIENT USE SEGMENTATION BASED ON PRODUCT UPTAKE, ACCOUNT

AT ﬁ_ﬁvllDéECIFIC USE AND CHANGES OVER TIME

- Data analysis - Client research
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TO DEMONSTRATE THE FIRST LAYER OF EXHIBIT 2, WE USE CLUSTER ANALSSBUTICHEGME
A'S CLIENT PORTFOLIO INTO FIVE GROUPS BASED ON THEIR USAGE OF SAVINGS AND LOAN

cross-sold clients, long-term clients, transactors (savings), t ransactors (savings & credit) and borrowers. Table 2 summarizes each

segment’s characteristics and Appendix 1 provides the comparable me trics of product usage, balances and account duration of

each segment.

TABLE 2nstitution A segments by cluster analysis

NAME OF cRross-soLD TRANSACTORS TRANSACTORS BORROWERS
SEGMENT CLIENTS (SAVINGS) (SAVINGS & CREDIT)

PERCENTAGE OF
PORTFOLIO

18% 29% 16% 18% 19%

LOANS

NUMBER OF LOANS
2ND HIGHEST HIGHEST
R ----
HIGHEST
NUMBER d
TRANSACTIO LOWEST HIGHEST
LOAN OUTSTAND
NP onD HIGHEST HIGHEST
AMOUNT REPA
EVERY 30 DA AEREST

SAVINGS

NUMBER OF SAVI
ACCOUN

NUMBER OF ACTIVE
DAYS HIGHEST
S ---
--
AMOUNT WITHDRA
PER MON

NUMBER OF DEPOSITS
PER MONTH HIGHEST
" eermon ---

HIGHEST LOWEST

HIGHEST

NUMBER OF
WITHDRAWALS PER
MONTH

HIGHEST

PER MON HIGHEST
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THE SEGMENTS’ BEHAVIORAL PATTERNS

at one point in time provide insights into which strategies to test with each s egment through further analysis of time series data from

the OPTIX institution and through client research.

CROSS-SOLD CLIENT%)

The cross-sold group includes clients who display the greatest
engagement in both credit and savings products. The group’s
data show high outstanding loan balances, the highest repayment
amounts per month, the highest number of savings accounts, the
highest savings balances and the highest number of deposits and
withdrawals on a per month basis, compared to the other segme nts.
This group also has the lowest frequency of loan repayments
per month, showing that members of this group prefer to make
their payments monthly rather than weekly. Since Institution

A has been successful in capturing the excess liquidity of this

a clear need of the clients, the combination of a low balance and
high transaction account makes this segment costly for Institution
( [V ZLYJL )V[O [OL JSPLU[ HUK OUZ[P[\[!
L_WSVYPUN VW[PVUZ [V YL[HPU ZVTOQYWWNOL N
[OLZL HJJV\U[Z I" THYRL[PUN HUK VY VHUNRPUN S\

options to these clients.

TRANSACTORS (SAVINGS & QRED)T)
Transactors take out 3.8 loans on average, compared to the portfolio
average of 2.2. They repay their loans twice as often as any other

segment. A similar high frequency behavior is observed in the

NYVAW HUK MASASSPUN [OLPY ZPaLHTRINOYL KEnhbdt Efld&%sitsg mgy%a'NeY(é/é M\érmonth), the highestamong

provide valuable information to Institution A about how to cross-
ZLSS LHLJ[P]LS [V TVYL JSPLUJ[Z

LONG-TERM CLIERZPS0)

The largest segment of Institution A, Long-Term Clients earn
their name based on the periods of time that they have had at
least one active loan and at least one active savings account.
The group consists of clients that have had an active loan for 851

days on average and an active savings account for 1,012 days on

[OL AJL NYV\WZ O0U JVU[YHZ[ [OPZ NYWW.AP[OK
per month. Yet, the average amount of deposits and withdrawal s

are very similar, around US$307.70 per month. These clients save

small amounts over time and withdraw relatively infrequently,
WHPU[PUN H WPJ[\YL VM H NYV\W ~OVZL JHZO
allow them to service loans and make deposits regularly. The
MYLX\LU[ IVYYVAPUN TH® HSZV Z\NNLZ[ JVSH]
that some of these clients end up requiring bridge loans to cover

short-term liquidity needs.

HJLYHNL IV[O ZPNUPAJHU[S® SVUNL®WLUOHU HU" V[OLY ZLNTLU]J ;

savings balance is much lower than the portfolio average, as is

BORROWERS%)

[OL HTVAUL VM M\UKZ AVAPUN [OYVINO KLW\ggR]gerbithle AGH AdhYdarA 5he fow savings balances. The

It therefore seems that clients who have been with Institution A
for a long time are not fully using the available savings products,
which presents an opportunity for Institution A to improve how it

meets long-term clients’ savings needs.

TRANSACTORS (SAVEES)

Clients in this group share the characteristic of high accou nt
transaction frequency, withdrawing on average 2.8 times per
month compared to a portfolio average of 1.3 times per month.

The amount of deposits and withdrawals are both approximately

US$462.53, but the savings balance is a much lower US$273.15.

While using savings accounts as transactional accounts serves

OPTIX FOCUS NOTE 1 | JULY 2015

group’s large average loan balance of US$3,601.00 is twice as

much as the next group. In contrast, both the number of savings
HJJV\U[Z HUK [OL HTV\U[Z ZH]LK HYL [OL ZTHSSLZ]|
groups. Itis tempting to consider this group as potential savers,

ZPUJL [OL® JHU NLULYH[L JHZO AVAZ [OH[ JV\S
savings account once the loan is repaid, or even before. On the

V[OLY OHUK [OLZL JV\SK HSZV IL [OLJVTTYUP[ »Z ||
who are capable of mobilizing funds but make the decision not to

maintain savings accounts at Institution A. Careful clientresearch

may help to determine if this group holds a latent desire for savings

products with Institution A, or are simply saving their money

elsewhere.




As one way of segmenting clients, the cluster analysis highlights I

certain client behaviors that may point to new or untapped

opportunities. For example, the cluster analysis suggests that M EASU RI N G AN D M O N ITO R I N G

Institution A could better meet Long-Term Clients’ savings needs.

/HIPUN PKLU[PALK H ZWLJPAJ NYV\WPWN J1$+PUL@R®+S§_ISEE[E[FOR LOW INCOME

[HYNL[ OUZ[P[\[PVU ( AV\SK ILULA[ MYSALW[RLYZ[HUKPUN MYVT

(i) how they currently save and (ii) how they might shift their savings C L | E N TS

to Institution A. If the opportunity exists for Institution A to obtain a

greater share of Long-Term Clients’ wallets, however, it would also LOW INCOME CLIENT-CENTRIC FINANCIAL INSTITUTIONS, SUC
AHU[ [V \UKLYZ[HUK [OL WVZP[P]L VY ULHRNPIZ ATHEUFP TS PARYSER INSTITUTIONS, ENVISION CONTRIBUTIN
of gathering additional savings from a segment. THEIR CLIENTS’ ECONOMIC DEVELOPMENT AND GREATER V

BEING THROUGH PROVIDING A SUITE OF FINANCIAL SERVICES

BEST MEET THEIR CLIENTS’ NEEDS.
AP[O JSPLU[ YLZLHYJO HUK NZPULZZ JHZLKRIB\STZPZ OLSW HUZ"LY

Similar to the Long-Term Clients’ situation, combining data analyti cs

and complicated questions such as:

;OPZ WYVQLJ[ PU[LUKZ [V SVVR IL'VUK AUHUJF
HSVUL HUK [YHJR [OL IYVHKLY AUHUJPHSSSUHBUNH Ut
WHAT WOULD IT TAKE FOR “NET BORROWER” CLdeNIsSold clients.
to replace loans with savings after an intermediate period of
funds build-up, or to shift funds to start saving at Institution A? 67;0? "PSS MVJI\Z VU PTWYV]PUN LHLJI[PLEZ MW FOZL S S

................................................................... four partner institutions. Through the project, the insti tutions and

supporting organizations such as RPA and MetLife Foundation will

WHAT TYPES OF “NET SAVERS” . B T _
. |dent|fycross-sellopportunltlestiydetermlnlngcllentneeds,a ssessing
JVISK ILULA[ MYVT H SVHU [OH[ Z\WWSLTLU[Z HIHPSHISL M\UKZ PU

AUHUJPHS PHIPSP{/‘ VM WYVK\J[ JVT[RUH[PV
[OL LJLU[ [OH[ ZH]PUNZ HTV\U[Z HYL UV[ Z\IJPLU[ MVY WSHUULK VY

unplanned contingencies? - |
. J ;OL O°WV[OLZPaLK AUHUJPHS HUK Z\LBH'SPIS 3 LL

measured throughout the project through four broad categories

WHY AND HOW WOULD CLlENTS of indicators:

who save and borrow adopt technological solutions that would

reduce the institution’s costs and create data that signals 1 *SPLU[ YLWVY[Z VM [OLPY AUHUJPHS ®ISP$]PVH UK

JSPLU[Z YLHKPULZZ [V HJJLZZ TVYL ZVWOPZ[PJcﬁ/ﬁ%e@éﬁbﬁk‘!ﬁ}éae%ﬁ‘tsandIumpsumexpenditures(e.g.,health

products? Pzz\LZ OVSPKH'Z M\ULYHSZ ZJOVV\BHHE NX HSZK
................................................................... 2. Clients’ |0ya|ty and satisfaction — measuring their likelihood of

YLIJVTTLUKPUN [OL AUHUJPHS PUZ[P[\[PVU [V MHT
These questions are examples of what can help us begin to identify 3. Clients’' product usage — monitoring savings balances and other
[OL YLHSP[PLZ VM JSPLU[Z» AUHUJPH$ BRRZNHUM N HrBrdatlibhalddfitity ith the OPTIX institutions; and

[OL AUHUJPHS WVZZPIPSP[PLZ HIHPSHISL [OYV\NO,d o\ ZZpfkSPuzy AUHUIPHS Z\IMHPTAN{FASPZ " \

client retention and percentage of clients’ wallet share.

The OPTIX institutions and project partners will use these four
types of indicators to assess and monitor both institution and
JSPLU[ ZWLJPAJ PTWHJ[ VILY [PTL [V KAMMTPU

cross-sell.
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TOWARD A VISION OF EFFECTIVE AND
MUTUALLY BENEFICIAL CROSS-SELL

OPTIXWILL BE SUCCESSFUL IF PARTICIPATING INSTITUTIORBS OBENNHARERSTANDING TO DEVELOP AND EXECUTE STRA
TO DEEPEN THEIR CROSS-SELL PROPOSITIONS, AND CLIENTS SHIRN DENMONSTBRB/ELFARE BENEFITS FROM USING M(
THAN ONE PRODUCT ACTIVELY WITH ONE INSTITUTION.

6]LY [OL UL_[ [OYLL "LHYZ 67;0? PUZ[RY\[P \thobsé bd&/e dlltipldprodutts at the same institution and
LUK WYVJLZZ VM JVTIPUPUN KH[H HUHS " [R&rify\PhaDotheZ tpde 4 a Zliehts Fight also be amenable to
analysis and client research. We envision this yielding insights the cross-sell proposition.

into how data-driven decision making can improve the client

experience, promote clients’ usage of products and services . Onthe institutional side, OPTIX will test the business case
and illustrate the sustainability to the institution of doing so. of cross-sold client segments, as well as the drivers and

strategies that can improve the business case of cross-

On the client side, data analytics on clients’ transactional ZLSS ;0PzZz "PSS PUMVYT HU \UKLYZ[HUK
and balance behavior will inform targeted qualitative and combinations of products and usage patterns are (and are
guantitative research around clients’ behavior with the UV[ WYVA[HISL [V [OL PUZ[P[\[PVU HURKIPU "OH
PUZ[P[\[PVUZ HUK "P[O V[OLY AUHUJBHS P U mip¥it\changd . Z-or akaMp, ¥OriE hstitutions might be able
and informal) to understand clients’ perceived value of the to lower their transaction costs by using less capital intensive
PUZ[P[\[PVUZ :WLJPAJHSS  7P[O UJPZ JSAHSILYUH[RYI@LEPJHY  JOHUULSZ PPU HUI
to answer questions such as: and additional value of each cross-sold client segment to

LUZ\YL H AUHUJPHSS" Z\Z[HPUHISLLIYVZZ
How can the institutions improve the ways they serve institution, the end goal is to be able to answer questions
their clients? Who are loyal clients and promoters and such as:

why? With what other formal and informal products are

the institutions competing for the clients’ business? Why : KDW LV WKH SUR,WDELOLW\ RI GLIIHUHQ
do clients use the products they do? Why do clients tend . retaining clients and leveraging client loyalty save an
to diversify their portfolios and use differentinstruments institution acquisition costs?

at different institutions?

OPTIX seeks to highlight and share valuable lessons in pursuit

OPTIX acknowledges that cross-sell may not be appropriate for VM KL]LSVWPUN HU \UKLYZ[HUKPUN VM JYVZ
certain client segments in certain circumstances. For example, income clients and institutions, and will disseminate learnings
a segment of depositors may not need or want to also borrow throughout the project lifecycle.

MYVT [OL PUZ[P[\[PVU 6Y JLY[HPU JSPLU[Z OV KV UV[ Z\IJPLU
trust an institution may prefer to diversify their portfolios by
only maintaining one product per institution. By asking the

above questions, we aim to understand why certain clients do

10 :(10+(»Z TPIYVPUZ\YHUJL WYVK\J[ PZ H T\[\RSIHZEZP:ZLOWILUNY VKNIPMWYRALK PUZ\YHUJL JVTWHU"
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APPENDIXQluster analysis of transaction, savings and loan behavior at Institution A

NAME O3 ize el CROSS-SOLD  LONG-TERM  TRANSACTORS TFE’;E\?Q%TSES I —
SEGMENEYGDEE CLIENTS CLIENTS (SAVINGS) o)
PERCENTAGE OF
PORTEOLIO 100% 18% 29% 16% 18% 19%
LOANS
NUMBER OF LOA
17
TERM LENG
851 573
NUMBER g
TRANSACTIO 18 2.6
LOAN OUTSTAND
BALANCE (US| 1,201 1,289
AMOUNT REPA
EVERY 30 DAYS (U 294 91 102 183 179
SAVINGS

NUMBER OF SAVI
ACCOUN

NUMBER OF AC

SAVINGS BALAN
(USD) 2,048

NUMBER G
WITHDRAWALS R

MONT
AMOUNT WITHDR

NUMBER OF DEPO{
PER MON

AMOUNT DEPOSI
PER MONTH (U9 =i 2

2.8 2.3

0.9

169

631 584 736
273 238 149

0.8 1.5
464 315 431
476 323 437

5V[L! *OHYHJ[LYPZ[PJZ [OH[ KPHLYLU[PH[@QHKLZ\WHE HMNL OPNOBPWN UM K PHWSZZPZ PZ TVU[OZ
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