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Introduction to Training Manual 

Background 

You are holding the Training Manual for Adapting and Developing Financial Services for 
Young Clients. Participants of this course will learn about key steps and considerations in 
undertaking youth-inclusive product design. This curriculum has been developed as a part of a 
series of Youth-Inclusive Financial Services courses. The topics introduced in this module 
include: 

Module Goal: 

Adapting and Developing Financial Services for Young Clients was developed to equip 
practitioners from financial service providers and youth-serving organizations to design youth–
inclusive financial products that balance the demands of youth consumers with the capacities 
and constraints of the organizations who seek to serve this market segment and build the 
financial assets of this population.  

To support organizations in attaining this goal, participants will have achieved the following 
objectives by the end of this course: 

 Applied two different institutional assessment frameworks to determine an institution‘s 
―readiness‖ to design youth-inclusive financial products. 

 Adapted the ten steps of market research to be youth-inclusive. 

 Practiced applying three product design frameworks; the product component 
framework, the 8Ps framework and the Product Design Process Continuum.  

 Applied market research findings to develop a savings product prototype for various 
youth market segments and considered its feasibility from the provider‘s perspective. 

 Calculated the affect of four different scenarios on an MFI‘s profitability as well as 
identified the qualitative benefits of providing financial products and services to youth. 

 Drafted an action plan for applying the knowledge and skills acquired during the course 
in their work with youth. 

Audience Description 

This course is intended for mid-level operations and product design managers of financial 
service providers. To cover the extensive information in this course, the ideal number of 
participants would range from 12-15 participants and time should be considered in the 
selection of certain activities in the course.  The course is very practical and those attending 
should be ready to undertake group work and practical applications.  

Prerequisites 

There are no course prerequisites for this training although it is recommended that the 
participants undertake a youth-inclusive market research course prior to this course. 

Length of Training 

The curriculum includes approximately 18 hours of classroom activities along with four hours of 
field work.  This course is ideally delivered in 3 days but if more time is available, optional 
activities could be explored, including individual consultations with participants.  
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Training Environment 

This is a classroom-based, instructor-led training.  Participants are guided by a facilitator 
through a series of timed activities.   

Instructional Techniques/Methodologies 

The curriculum incorporates experiential-based, adult-learning methodologies.  A typical 
activity begins with an activity to establish the relevance of the topic and the participants‘ 
experience with topic.  New content is added followed by a task that enables participants to 
immediately engage with the new content in order to absorb new concepts or tools or to 
practice new skills.  Each activity or set of activities includes an opportunity for participants to 
prepare to transfer the new learning into their institutions.  This transfer activity typically takes 
the form of a written action plan or guided reflection on how the participants can apply the new 
learning to improve their current practices. The various instructional techniques or 
methodologies that are used throughout the course include: 

 Guided discussions on specific topics.  To help raise awareness about practices in 
youth-inclusive financial services, the trainer leads participants through discussions by 
asking them to share their own insights and experiences. 

 Small group activities/discussions.  As a variation on the large group discussions 
noted above, participants divide up into small groups to conduct discussions around 
cases or scenarios related to a key learning point.   

 Practical exercises.  Beyond raising awareness, the training offers participants the 
opportunity to boost their skills and learn about market research, product design, and 
partnerships through stories and practical problems to be resolved in class.   

 Action plans.  At the end of the training, participants finalize individual action plans for 
determining next steps after the training. 

Course Materials 

The following items will help convey the content of the course: 

 Training Manual.  This includes guides and instructions for setting up and managing 
the training course, as well as trainer session notes, answer keys, and other 
background information for delivering the course. 

 Participant USB and Handouts.  This includes resources to supplement in-class 
training.  

 Flip Charts.  Some flip charts need to be prepared before sessions begin.  They are 
indicated in the manual.  Other sessions call for participant answers to be captured on 
flip charts.  

Course Trainer Requirements 

The curriculum design requires a certified facilitator that has successfully completed the Youth-
Inclusive Financial Services Linkage Program Certification process.  Ideally, facilitators will 
have a familiarity with youth, youth and financial services, as well as training expertise.  The 
Training Manual provides instructions, specific questions, sample answers, and illustrations 
(where appropriate) to enable the facilitator to set up and deliver the curriculum to the target 
audience.   
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Tips to the Trainer 
 Consider options for delivery of the course where electricity may be problematic. 

 Learn about any interpretation or translation that may need to take place before or 
during the delivery of the course. A typical course delivery day will run for 8 hours 
including breaks and lunch.  The trainer should be clear on the arrangements in order to 
organize the content delivery.   

 If interpretation is needed, the course may run longer than two days and adjustments 
should be made as necessary.  It is suggested that the trainer plan for 3.5 days in that 
case. 

Instructions  

The following stylized elements indicate specific instructions to the trainer:  
 
 = Recommended flip chart  
 
 = Use of PowerPoint presentation  
 
 = Use of video  
 
“Italics and quotation marks for suggested language” 
 
 Bold, italicized, bulleted represent specific questions to ask participants 

 

Tip to the Trainer is presented in a box– these might be used for likely trouble areas 

 

Optional activities are presented in a box as such:  
3. Title of Activity (Optional):  
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Session 1:  Course Introduction: Is Your Organization 
Ready to Design Products? 
 

During this session participants engage in introductory activities and are exposed to key 
considerations in product design.  The activities in this session focus on the influence of 
market segmentation on product design, institutional readiness to design products for the 
youth market and the implications of market research on product design, partnerships and 
marketing of youth-inclusive financial products. 

Session Objectives: 
By the end of this session, participants will have:  

1. Stated their names, product design experience and course expectations 
2. Listened to the course objectives 
3. Agreed upon group operating norms  
4. Recognized how segmenting the youth market informs product attributes, marketing 

and delivery  
5. Created a visual of the possible steps of product design for youth products 
6. Summarized market research findings and how they influenced product design, 

partnerships and marketing of the product 
7. Identified some of the challenges faced by institutions in developing products for youth 
8. Created a checklist to assess institutional readiness for developing youth-inclusive 

financial products 

Total Session Time: 150 minutes 

Overview of Activities 

Activity Duration Materials Needed 

 

1) Welcome and Course 
Overview 

 

 

45 minutes 

 
PowerPoint: YFS-Link roadmap 
slide 
Two flip chart paper pieces put 
together for use as a ―graffiti 
wall‖ titled What We Bring and 
What We Want to Take With Us 
Sticky note paper 
Markers 

 

 

2) Introducing Product 
Development and Product 
Design 

 

 

75 minutes 

 
PowerPoint Presentation: 
Product Development Process  
Flip Chart paper 
Markers 
Handout: Xac Bank  
Handout: Women‟s World 
Bank Case Study 
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3) Product Development 
Institutional Readiness 

 

 

30 minutes 

 
Flip Chart paper 
Markers 
Handout: Zakoura Case Study 
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Activity 1:  Welcome and Course Overview 

 

During this activity the participants introduce themselves, review the course objectives, 
describe their expectations and establish workshop norms that are conducive to sharing, 
demonstrating respect and being open to the ideas of others.  

Objectives:  
By the end of this activity, participants will have: 

1. Stated their names, product design experience and course expectations 
2. Listened to the course objectives 
3. Agreed upon group operating norms  

 
Preparation/Materials: 

  PowerPoint: YFS-Link roadmap slide  

 Two flip chart paper pieces put together for use as a ―Graffiti Wall,‖ one titled  
What We Bring and the other What We Want to Take With Us 

 Sticky note paper 

 Markers 
 

Time: 45 minutes 
 

Steps:    
a) Welcome of Participants (5 min) 

Thank participants for committing to two days to attend the Adapting and Delivering 
Financial Services for Young Clients course and provide a brief introduction:  

 “This course was developed to equip you with the knowledge and skills to begin 
designing youth–inclusive financial products that balance the demands of youth 
consumers with the capacities and constraints of the organizations who seek to serve 
this market segment and build the financial assets of this population.” 

 Present the YFS-Link roadmap slide and locate the third stop: Design of Financial 
Products for Young Clients.  

 

Share with participants: 

 

“Presented here in this roadmap are the main considerations when engaging in youth-
inclusive financial services. In our journey, we will touch upon the emerging guidelines 
and do a review of market research, before reaching the focus of this course: Design of 
Financial Products for Young Clients. We will examine youth-inclusive financial products 
and the critical elements to consider while designing a product for a particular youth 
market segment.”  
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Acknowledge host organizations or individuals: 

“We greatly appreciate the support of our host organization for welcoming us and 
supporting the delivery of this course 

b) Participants’ Experience with Product Design (15 min) 
As an introductory activity to understand participants‘ experience in product design, ask 
each participant to write their name, position, organization, country and financial product 
design experience on a large sticky note or note card and place it on the flip chart titled 
―What we come with‖ as part of the ―Graffiti Wall.‖ 

Invite each participant to quickly read the contents of their sticky notes to the group.  

Acknowledge diversity of participants by saying: 

“It is great to learn about your experience in product design.  You will notice that some 
participants come with experience in this area already and some are looking to really 
learn more about product design.  The course content will complement these 
experiences and help you understand the important considerations in designing youth-
inclusive financial products.” 

c) Participant Expectations and Course Objectives (15 min) 
Ask participants the following: 
 What is one expectation you have for this course? 

Keep note of the expectations on the flip chart paper titled ―What We Hope to Leave 
With.‖ 

Present the objectives of the course below ( place objectives on flip charts ahead of 
time): 

By the end of this course, you will have:   
1. Applied two different institutional assessment frameworks to determine an 

institution‘s ―readiness‖ to design youth-inclusive financial products. 
2. Adapted the ten steps of market research to be youth-inclusive. 
3. Practiced applying three product design frameworks; the product component 

framework, the 8Ps framework, and the Product Design Process Continuum.  
4. Applied market research findings to develop a savings product prototype for 

various youth market segments and considered its feasibility from the provider‘s 
perspective. 

5. Calculated the affect of four different scenarios on an MFI‘s profitability as well as 
identified the qualitative benefits of providing financial products and services to 
youth. 

6. Drafted an action plan for applying the knowledge and skills acquired during the 
course in their work with youth. 
 

Invite participants to compare their expectations with the objectives and course and 
identify where their expectations align with the objectives. Reassure participants that 
those not addressed through the course will either be topics for discussion in other 
courses or you can help identify additional resources.  
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d)   Group Operating Norms (5 min) 
Pose the following question: 
 What norms can we identify that will help us work well together? 

Possible Norms: 

 Cell phones are off. 

 Listen to others. 

 Respect others' perspectives. 

 Everyone participates. 

 Respect for course schedule. 

 Attend all sessions. 

 
 Keep note of participant‘s responses on flip chart paper and keep it posted 
throughout the workshop.  

e) Introduction of Facilitation Tools (5 min) 
Introduce the facilitation tools that will be used in the course: soft ball, stretchy ball and 
chicken.   
 
“Here are a few items that we will use to help with the participation and energy in the 
training.” 

Show the soft ball and explain: 

“This soft ball signals that we are inviting each other to participate. We will use it to 
share our own ideas and also make sure everybody is engaged.” 

Show the chicken and explain:  

“This chicken eats many grains on the ground without letting others eat.  It will be used 
as a fun and playful symbol to remind us to share the opportunity to speak with others in 
the room.   

Throw the chicken to a participant and ask him/her to be responsible for the chicken and 
to share that responsibility with others. 

Show the stretchy ball to participants and explain: 

“As with the chicken and ball, this item is fun and can be used by those of us waiting to 
have the soft ball in our hands to participate. Let‟s make sure we share this one!” 

Throw the stretchy ball to a participant and ask that participant to be responsible for it 
and for sharing it with others. 

Close the activity by sharing with participants: 

“Our next step is to begin orienting you towards the meaning of adapting and delivering 
youth-inclusive financial products. We will first be thinking about how segmenting the 



10 

 

youth market informs product attributes, marketing and delivery; the differences 
between product development and product design; and take a look at some of your 
experiences with market research, as it is crucial to designing relevant youth-inclusive 
financial products.” 
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 Activity 2:  Introduction to Product Development and Product Design 

 
During this activity participants will be introduced to the concepts of product design and 
product development.   A differentiation between these two concepts is made as a means of 
orienting participants to the product design process.  The activity provides an opportunity for 
participants to recognize how youth market segmentation informs product attributes, design 
and delivery and to determine the implications of market research findings on product design in 
order to emphasize the importance of these steps.   
 

Objectives:  
By the end of this activity, participants will have: 

1. Recognized how segmenting the youth market informs product attributes, 
marketing and delivery 

2. Created a visual of the possible steps of product design for youth products 
3. Summarized market research findings and how they influenced product design, 

partnerships and marketing of the product 
 

Preparation/Materials: 

 PowerPoint: Product Development Cycle 

 Flip Chart paper 

 Markers 

 Handout: Xac Bank Case Study 

 Handout: Women‟s World Bank Case Study 
 
Time:  75 minutes 

 

Steps:    
a) Successful Product Design for Young People (20 min) 

Advise participants that in this activity they have an opportunity to orient their 
experience in product design toward the youth market.  

Divide participants into 2-3 groups (or break them into groups in advance) and provide 
them with the following instructions: 

―Identify a product that is currently popular or “successful” with young people.  The 
products should not be ones designed by financial service providers nor youth serving 
organizations.” 

Describe traits that make these products engaging or attractive to young people.  

Discuss how the product was marketed and delivered in a way that was accessible to 
young people.” 

Advise the groups they have ten minutes to complete the task and to think of a creative 
way to present their results to the large group 
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Visit the groups to ensure they have identified products they see in the market as 
opposed to their experiences in designing youth services. Examples of products 
mentioned at previous courses have included Play Stations or Shrek figurines.  

Sample Responses: 
a) Product: Shrek toys 
b) Traits: colorful, animal-like, cute toy 
c) Marketing: Fun movie, celebrity voices, at a place where youth frequent 

i.e. the mall 

 

Invite groups to present their product selection in plenary and at the end of the 
presentations ask: 
 Which segment of the market is your product targeting?   
 Would a product made for an eight year old sell to an eighteen year old? 

Why or why not? 
 

 Keep note of participants‘ responses on a flip chart.   Summarize their responses and 
add the following points if they were not raised during the discussion: 

 

Tip to the Trainer: The following are talking points related to product targeting: 

 Not all products are made for all young people. Many companies set out 
to capture as much of a market as they can.  If most children prefer the 
toy to be green and a few indicate a preference for yellow, the company 
is not going to create a yellow toy just for a few children.  In a similar 
way, financial institutions may be looking for the greatest product 
preference similarities across youth market segments. Let's keep this in 
mind during this course. 

 It is important to be clear on which segment of young people one is 
marketing to and that the product is developed with that young person in 
mind.  For example, this may include considerations of age, life situation, 
and types of communication methods  

 Even when a particular product appeals to various age groups, it is 
important to understand what aspects of a product draw different types 
of young people. For example, the Play Station may have games that 
target different age levels. 

 As seen often in the corporate world ( Nike, Playstation, iPods, etc.), 
marketing to young people is very different than marketing to adults in 
that companies look to really appeal to the needs and wants of a 
younger group.   

 

Conclude the step by sharing with participants that financial products need to be 
designed with consideration for client profiles and ways to attract them.   

b) The Distinction between Product Development and Product Design (10 min) 

Introduce the next topic by sharing: 
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“Now we‟ll look at some of the differences in product design and product development.” 

Present the Product Development slide and explain the following: “Product 
development is a process that involves planning and organizational assessment, 
research, product prototype design, piloting and monitoring and evaluation of the 
prototype.” 

“Product design on the other hand is the process of linking research, prototype design 
and piloting.” 

Circle the product design process on a flip chart paper so that it looks like the diagram 
below: 

 

 

 

Share with participants: 

―One part of product development process is product design. As mentioned before, this 
is the process of connecting the research to the product prototype. We‟re interested in 
how one uses the research, which includes both primary market research of the target 
market segment, as well secondary research that has been done by other organizations 
or that your institution already has on the client,  to design a product prototype and pilot 
it.” 

c) A Visual Presentation of the Product Design Process (25 min) 

Invite participants to return to their groups and to map the product design phases of the 
youth product they presented.    
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"What may have taken place during the product design phase of these youth products 
to get them to be so successful? Think about the research, the product prototype 
development and testing aspects.  Spend 10 minutes on this and be ready to present 
back to the rest of the group." 

Sample Presentation:  

 

 

 

 

As each of the group representatives presents, invite 1-2 questions from others in the 
room.   

Once the groups have finished their presentations, explain: 

“This step by step process mirrors the process for design of financial products and we 
will look at how one institution, Women‟s World Banking, more or less followed this to 
design a financial product and a non-financial service for young girls in Mongolia.” 

d) Case Study in Product Design ( 20 min) 

 Explain the following: 

―Women‟s World Banking (WWB) and Xac Bank of Mongolia are delivering savings 
products and financial education programs for girls in Mongolia. Xac Bank takes deposit 
accounts and currently holds over $60.3 million dollars in deposits.  They decided to 
pursue adapting their savings product to make it accessible to girls and young women 
ages 7-24. This case offers one example that we can examine to discuss the 
implications of market research on product design.” 

Divide participants into pairs and assign each pair one of the following sections of ―YFS-
Link Case Study No. 14:  Product Development for Girls: Girls‘ Savings and Financial 
Education‖: 

 Client Research 

 Partnerships 

 Marketing 
 

Ask each group to take 8 minutes and review the market research findings sub-section 
of each section and identify the implications of the finding in the design of the product.  

Research 
team 
defines 
target 
market for 
toy (i.e. 6-
9 year 
olds) 

Research 
team 
analyzes 
research 
findings 
from 
children 
and 
parents 

Design 
team 
creates a 
toy 
sample 
or 
prototype 

Design 
team tests 
the sample 
toy with 
groups of 
children 
representa
tive of 
market 

Design 
team may 
have 
needed to 
go back 
to make 
modificati
ons once 
tested 
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Possible Responses: 
Client Research 

Findings 

Girls have money to save. 
Girls want to access the 
money before 18. 
 
Implications 
Product was developed for 
the girls to save their 
money  
 
Products developed for 
girls were flexible in that 
some had restrictions and 
some  had no restrictions 
so that girls could choose 
the most appropriate 
product 

Possible Responses: 
Partnerships 

Findings 

Xac Bank did not have in-
house capacity to deliver 
financial literacy 

Girls valued convenience 
and feeling comfortable 
and safe 

Xac Bank felt like it didn‘t 
have a way to reach 
poorer clients including 
drop-outs 

Implications: 

Xac Bank needed to 
develop partnerships with 
CBOs, school, NGOs 

Figure out where youth 
are already gathering   

Segment market- look at 
in-school and out of 
school in order to identify 
partners 

Possible 
Responses: 
Marketing 

Findings 

There was slow 
uptake for the saving 
product due to lack of 
consideration over 
literacy level and 
barrier to open 
account (proper 
documents). 

Implications: 

Having deliberate 
financial education 
messaging 

Needed branding that 
appealed to girls 

Needed a product 
name that was 
inspirational 

Required direct 
marketing to girls, a 
school product 
champion  

Each group should be prepared to briefly present their findings to the class. 

At the conclusion of the presentation invite participants to read the box called ―Summary 
Keys to Product Development Process in Mongolia‖ in the case study 

 

 

 

Conclude by stating the following: 

“If you look back at the exercises we did with the successful products for youth, you will 
see how similar the process is to the design of financial products.  For example, you will 
notice the importance of marketing and use of lessons from piloting to redesign a 
product. 

Before committing to this process it is helpful to understand some of the key points an 
institution should consider before deciding if they are ready to proceed.”
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Activity 3:  Product Development: Planning and Institutional Readiness 

 
This activity exposes the participants to some of the challenges faced by institutions that offer 
youth–inclusive financial services in order to create a checklist to assess institutional 
―readiness‖ for product development.   

 

Steps: 
a) Case Study on Youth Product Development (10 min) 

Explain to participants that it is important to assess institutional readiness for product 
development and that often financial service providers proceed with innovative ideas 
without considering whether they should.   In this activity we use a case study to explore 
some of the challenges faced by one MFI when designing financial products. 

Provide each participant with a copy of the Zakoura case study. Invite participants to 
read the case study developed by SEEP about the experience of a financial service 
provider in Morocco and to note the challenges they faced.  

b) Role Play to Present a Product Development Readiness Checklist (20 min) 
Divide the participants into 2-3 groups and describe the task: 

"Each group is a consulting firm aware of the challenges Zakoura faced in their product 
development endeavor.  Your firm is now being asked to come up with a checklist to 
help institutions such as Zakoura determine if they have the sufficient capacity and 
resources to develop youth-inclusive products.  

Ask participants the following:  

Given what you have read about Zakoura, what items would be on the checklist that 
would help financial institutions know they are ready to move forward with product 
development? 

Objectives:  
By the end of this activity, participants will have: 
 Identified some of the challenges faced by institutions in developing products 

for youth 
 Created a checklist to assess institutional readiness for developing youth-

inclusive financial products 
 

Preparation/Materials: 

 Flip Chart paper 

 Markers 

 Handout: Zakoura Case Study 
 

Time:  30 minutes 
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 You have 10 minutes to complete the checklist.  Name your firm and devise a slogan.  
Each group will present their results to the class. 

Sample Responses: 
I. Be clear on financial and social motivations for product development 

II. Be clear on target youth population 
III. Have a clear idea of staffing requirements for product development 
IV. -Determine whether partners will be needed (i.e. if cannot mobilize 

savings) 
 

 
While groups are presenting, probe their responses to clarify the meaning of the items 
on their checklists.  Invite group members to provide examples for any items that may 
not be clear.  

Use criteria such as creativity of presentation, thoroughness of checklist, and clarity of 
ideas to provide feedback and affirm their efforts. 

Summarize by saying: 

“It is important for financial service providers to understand their own readiness for 
product design.  We saw with Zakoura that there was a mix-up in objectives in terms of 
what they wished to accomplish and the target population they wished to serve. Making 
the decision to undertake product development and not making the commitment to 
sufficiently staffing your institution can ultimately be a very expensive decision in the 
long term. All necessary considerations need to be made before proceeding to market 
research.” 

.  
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Session 2:  Tools for Guiding Youth-Inclusive Product Design 
 
During this session participants are introduced to two tools that provide guidance for designing 
youth-inclusive financial products: the six Emerging Guidelines youth-inclusive financial 
services market research and the ten steps to youth-inclusive market research. 
Session Objectives: 
By the end of this session, participants will have:  

1. Determined how to apply six of the Emerging Guidelines in Youth-Inclusive Financial 
Services when conducting market research with youth 

2. Given examples of how the ten steps of market research could be adapted for work with 
youth 

3. Explained which two market research tools would be most effective in their work with 
youth 
 

Total Session Time: 90 minutes 

Overview of Activities 

Activity Duration Materials Needed 

 
1)Emerging Guidelines 
in Youth-Inclusive 
Financial Services as a 
Guide to Product Design 

 

 
40 minutes 

 
Emerging Guidelines prepared 
on a flip chart paper 
Handout: Emerging Guidelines 
in Youth-Inclusive Financial 
Services 
Flip chart paper 
Markers 
Tape 

 
2) The Ten Steps of 
Market Research for 
Product Design 

 

 
50 minutes 

 
Handout: Ten steps of Youth-
Inclusive Market Research 
Handout: Description of Market 
Research Tools 
Large sticky note paper 
Flip Chart Paper 
Markers 
Tape 
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Activity 1:  Emerging Guidelines in Youth-Inclusive Financial Services as a 
Guide to Product Design 

 
During this session participants will be introduced to the Emerging Guidelines for Youth-
Inclusive Financial Services in order to determine how they can be used to ensure the 
inclusion of youth in future market research efforts.    

Objectives:  
By the end of this activity, participants will have: 

1. Determined how to apply six of the Emerging Guidelines in Youth-Inclusive Financial 
Services when conducting market research with youth. 
 

Preparation/Materials: 

 Handout: Emerging Guidelines in Youth-Inclusive Financial Services 

  Flip Chart paper 

 Markers 
 

Time:  40 minutes 
 

 
Steps: 

a) Introduction to the Emerging Guidelines in Youth-Inclusive Financial Services(15 
min) 
Share with participants that once a financial service provider is ready to undertake 
product design, there are emerging good practices or guidelines in youth-inclusive 
financial services that are available to guide their efforts.   
Provide every participant with the Emerging Guidelines handout that describes the six 
emerging guidelines. 

 Prepare the Emerging Guidelines on a flip chart ahead of time 

Invite six volunteers to read the guidelines from their handout to the group and address 
any requests for clarifications. 

b) Implications of the Emerging Guidelines on Product Design (25 min) 
Divide participants into three small groups.  Assign two different guidelines to each of 
the groups and ask: 
 What kind of product design considerations should be made to reflect the 

emerging guidelines? 

Remind the groups that while the development phase includes the organization 
planning, the design phase focuses on taking market research results and using these 
to design a prototype to be pilot tested and evaluated.  

Give participants 10 minutes for this exercise. 

Invite each group to present their implications. They should take 5 minutes each. 
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Sample Responses: 

Guideline Implications 

Involve youth in 
market research 
and product 
development 

 Conduct market research with the young people 
using focus group discussions and/or PRA tools. 

 Test out product concepts with young people. 

 Trainer older youth to conduct market research with 
other young people 

Develop products 
and services that 
reflect diversity of 
youth 

 Identify youth market segments.  

 Consider just modifying existing products or phasing 
into a new product based on understanding of size of 
market, potential for serving largest market. 

 Consider what some of the additional non-financial 
services may be. 

  

Ensure youth have 
safe and supportive 
spaces 

 Involve youth in the market research in order to know 
what safe spaces exist. 

 Determine existing social networks for young people 
in the community that can be utilized.  

 Ensure appropriate protection policies are in place for 
serving young clients.  

 Staff are trained in how to make a space safe and 
inclusive 

 

Provide or link to 
offer youth 
complementary 
non-financial 
services 

 Determine the knowledge, skills and attitudes youth 
require to manage a financial product. 

 Determine organizational capacity to deliver non-
financial services. 

 Determine the cost implications of offering services 
beyond purely financial services. 

 

Focus on core 
competencies 
through 
partnerships 

 A youth service partner could provide a safe space 
where financial transactions could take place. 

 Identify partners with expertise in a complementary 
area, for example doing market research 

 

Involve community  Communicate with key stakeholders in the 
community about the potential for product delivery 

 Involve the community in market research. 

 Assess appropriateness of marketing strategies with 
community members. 

 
After completing presentations, share with participants that good product design takes 
into consideration the emerging guidelines in youth-inclusive financial services.  Explain 
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that the guidelines can be used as principles of quality product design and can help a 
product design team gauge whether it is on track towards developing a quality product 
for young people.  

 

Ask participants:  
 What value do you see in the emerging guidelines for informing your work?  

 
Close the activity by explain to participants that quality product design, should take into 
consideration the emerging guidelines in youth-inclusive financial services, but as stated 
in the first guideline, should be preceded by very good market research. 
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Activity 2:  The Ten Steps of Market Research for Product Design  

 
During this fun and engaging activity, participants are introduced to the ten steps of market 
research and suggest adaptations to these steps when working with youth.  Participants also 
review market research tools that have been used with youth in order to encourage them to 
integrate these practices into their institutions. 
 

Objectives:  
By the end of this activity, participants will have: 

1. Given examples of how the ten steps of market research could be adapted for 
work with youth 

2. Explained which two market research tools would be most effective in their 
work with youth 
 

Preparation/Materials: 

 Handout: Ten Steps of Youth-Inclusive Market Research 

 Handout: Description of Market Research Tools 

 Cut outs of footsteps and bolded titles written on each footstep and set up prior 
to activity 
 

Time: 50 minutes 
 

 
Steps:    

a) The Ten Steps of Youth-Inclusive Market Research (25 min) 
Remind participants that doing market research well with young people requires a 
combination of skills and appropriate tools.  Let participants know that this is a brief 
activity that is meant to engage them in a review of their experience in this area.    

Set up the market research ―footsteps‖ in a space that can be used for the group to 
―tour‖ and walk around.  This may be an outdoor space or a hallway in a conference 
center.  

 

The Ten Steps of Market Research 

1. Assess internal capacity for market research. An institution needs to decide 
whether to undertake the market research itself or hire in specialists for parts of it.  
Outside expertise may be needed in running PRA activities with young people and 
doing qualitative data analysis.   

2. Decide on research team configuration. At this step an institution will clearly 
outline roles and responsibilities for team members including the role of any external 
consultants if needed.  A point person will be assigned inside of the institution to 
manage the market research. 
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3. Develop assumptions/hypothesis. The institution will articulate the product 
assumptions it wishes to test out during the research.  This may include initial ideas 
on whether savings or credit is in higher demand by a particular youth market 
segment. 

4. Create questions for assumptions.  Clear questions need to be developed by the 
market research team to test out assumptions related to each of the 8 Ps of product 
design.   

5. Write up qualitative research guides.  These guides will be used by field 
researchers and need to have clear steps and probing questions included. 

6. Undertake qualitative market research. This part of the market research involves 
the use of participatory rapid appraisal (PRA) tools as well as semi-structured 
interviews.  This kind of market research is done to understand context of clients, 
preferences, money flow issues and cannot be ascertained via quantitative research.  

7. Analyze qualitative data. This analysis does not render representative numbers but 
rather richness of potential clients' context, behaviors and practices.   

8. Undertake any needed quantitative market research. An institution may decide 
that it also needs to undertake quantitative market research and use a 
representative sample to do so.  This will be more effective after analyzing the data 
from qualitative market research. 

9. Analyze Data. The quantitative data is analyzed and findings can be triangulated 
with those from qualitative market research. 

10. Determine findings and make recommendations for product design. The 
market research team finalizes the market research with a report that describes the 
data and links it back to the assumptions.  

Invite participants to stand up and take a ―tour‖ of the ten steps of youth-inclusive 
market research. Elaborate on the titles using the descriptions of the steps above. 

During the tour ask participants at each step: 
 What, if anything, would change in terms of market research for youth-

inclusive products? 

Take note of differences on sticky notes and place them on the footstep.  Put the 
responses up on flip charts once back in the course space. Below is a sample of 
answers participants may contribute for each step. 
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Sample Responses: 

Step Youth Specific Considerations 

Assess internal capacity 
for market research 

Review mission and vision of institution as relates to young 
people 

Assess MIS system to determine whether it can easily 
incorporate changes related to youth products 

 

Decide on research team 
configuration 

Assess who on team has experience working with young people, 
experience with PRA tools, data analysis experience 

Develop 
assumptions/hypotheses 

Many assumptions exist about young clients and these should be 
tested out in different contexts  One example could be that young 
people prefer savings over credit  

Create questions for 
assumptions   

Ask questions that reflect knowledge about young people's 
practices yet specifics are open to interpretation, such as existing 
savings practices 

 

Write up qualitative 
research guides   

Market research guides should consider that sitting time with 
young people needs to be well paced and incorporate time for 
games and interaction.  PRA sessions should be no longer than 
90 minutes 

Undertake qualitative 
market research 

Team members should be trained to interact with young people 
as facilitators and are able to use various forms of youth 
participation methodologies including use of cognition and tactile 
devices 

Analyze qualitative data Data needs to be partly analyzed with young people themselves 
in terms of doing ranking exercises and identifying preferences 

Undertake any needed 
quantitative market 
research 

Tools should incorporate appropriate language that is accessible 
to young people, should be tested with youth before doing full 
scale research 

Analyze data Results should be triangulated with qualitative data and identify 
discrepancies, may need to go back to young people with these 
for further investigation 

Determine findings and 
make recommendations 
for product design 

Reports should include young people's own words in 
recommendations as these will be useful in product marketing  
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Share with participants that whether the institution is undertaking market research on its 
own or outsourcing part of it, the team needs to clearly note how the steps taken are 
youth-inclusive.  Suggest to participants that they read resources on their USBs about 
youth-inclusive market research for further details. 

b) Descriptions of Youth-Inclusive Market Research Tools (25 min)  
Distribute the ―Description of Market Research Tools‖ handout to participants and invite 
them to take 10 minutes to read through it.  

Share with participants: 

“There are a range of tools available which can be adapted when implementing market 
research with young people. The tools described in the handout were developed by 
MicroSave and the Population Council with additions made by Making Cents 
International." 

Describe the tools if required and then ask: 
 Which one or two tools from this list would be most useful for your 

organization?   
 Why? 
 How would you use the tool? 

 
c) Connection to Next Activity  

Share with participants that they have just reviewed the fundamental steps related to 
sound practices in youth-inclusive financial services as well as market research. Refer 
back to the road map and let participants know that they have looked at some of the 
fundamentals to consider in designing youth-inclusive financial products.  



27 

 

Session 3: Product Design Frameworks  
 
This session builds participants‘ confidence in applying three product design frameworks; the 
product component framework, the 8 Ps of product design and the product design process 
continuum.   Each of the three activities in this session is dedicated to one framework in order 
to provide ample time for discussion and application. 
 
Session Objectives: 
By the end of this session, participants will have:  

1. Used the product component framework to identify core, actual and augmented 
components of two products 

2. Categorized product components into core, actual or augmented 
3. Identified 2 or 3 youth-friendly attributes for each of the 8 Ps from the perspective of 

both the client and the financial service provider. 
4. Determined which 4 of the 8 Ps is most affected when designing youth-inclusive 

products 
5. Listened to a presentation on the product design continuum 
6. Located various products or product features at each process on the product design 

process continuum. 
 

Total Session Time: 130 minutes 

Overview of Activities 

Activity Title Duration Materials Needed 

 
1) Product Design 
Components 

 

 
45 minutes 

 
Flip Chart paper 
Markers 
 PowerPoint: Product 
Components  
Handout:  Core, Actual, 
Augmented Quiz 

 
2) The 8 Ps of Product Design 

 

 
50 minutes 

Handout: 8 Ps of Product 
Design 
 PowerPoint: Product 
Components  
Flip Chart paper 
Markers 
Flip Charts prepared with 2 Ps 
on each (one above and one 
below, with line through the 
middle of the paper).   
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3) Product Design and the 
Process Continuum 

 
35 minutes 

 
Flip Chart paper 
Markers 
 PowerPoint: Adjust, Add, 
Create" Continuum 
Handout: “Adjust, Add, Create” 
Continuum 
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Activity 1:  Product Design Components  

 

This activity introduces participants to the product component framework – core, actual and 
augmented -- and challenges them to apply it to two products.  The activities begin with a brief 
quiz to ensure that participants have a strong foundation in the distinctions between the three 
product components.  

Objectives:  
By the end of this activity, participants will have: 

1. Used the product component framework to identify core, actual and augmented 
components of two products 

2. Categorized product components into core, actual or augmented 
Preparation/Materials: 

 Flip Chart paper 

 Markers 

  PowerPoint: Product Components  

  Handout: Core, Actual, Augmented Quiz 
 

Time:  45 minutes 
 

 
Steps: 

a) Presentation of the Product Components Framework (10 min) 
Explain that this activity introduces three frameworks for identifying product changes or 
adjustments.  Anticipating how a product needs to change is important in calculating the 
required investment in product design. 
 
Introduce the framework of core, actual and augmented features of a product with slide 
1 of  PowerPoint: Product Components. Share with participants that MicroSave and 
other organizations use this framework to think about the various components of a 
product. 

Show the first slide and share with participants: 

“The core component refers to the why; specifically what need or want is being satisfied; 
the benefit the product fulfills. 

“The actual component refers to the what; the product attributes or features; terms and 
conditions, price, „packaging‟.  

 “The augmented component: this refers to the how or the additional benefits (including 
non-financial), marketing, delivery channels, operational procedures, staffing, 
competitive advantages, and customer service.  

b) Examples of Core, Augmented and Actual Product Component (15 min) 
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Invite participants to think of examples of what is core, actual and augmented for the 
following items: 
 A flower for your sweetheart 

Sample Responses: 
I. Core would be to show your love, actual would be the type of flower, color, scent, 

augmented would be how it is wrapped, the note that accompanies it when you 
give it to him/her. 

 
 A clock 

Sample Responses: 
I. Core would be to tell the time, actual would be the size, price, power, 

battery/electric, color and augmented would be that it also plays music, 
has a nightlight, and is a prestigious brand. 

 
Reinforce this concept with another object in the room if possible. Invite participants to 
ask any questions regarding the product component framework. 

c) Review of Product Components (20 min) 
Invite participants to play the product components quiz by saying: 

“Now let‟s measure our understanding of these components in terms of real youth-
inclusive financial services.  You will each receive a quiz and the winner will receive a 
prize.”   

Provide Handout titled ―Core, Actual or Augmented?‖ 

Share with participants: 
 
“The Handout describes a list of components.  Please identify which are core attributes 
(C), actual product attributes (A), or augmented characteristics (AU). If it is a core 
component write the letter C in the space provided.  If it is an actual component, write A, 
or if it is augmented, write AU. You have five minutes to complete the form.” 

 

Tip to the Trainer:  Below each sentence in italics is a possible explanation to explain 
the answers (see next page). 

 
Elicit the answers quickly by going around the room, item by item, requesting answers 
from participants, one at a time. Ask for a volunteer to start by stating their answer to 
the first attribute out loud. (See previous page in italics for answers.) 

 

Summarize by explaining that this framework is helpful in articulating which aspects of 
the product may be most affected by changes when thinking about young clients. 
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Possible Responses: 
  AU   1. A spruced up durable piggy bank / a lock-box when one opens account: 
The account is the actual and the piggy bank is a marketing tool to get people to open the account. 
Additional benefits to accessing the core product.   
 
   A  2. Ability to deposit any amount  
Terms and conditions- basic product attributes. It explains (actually) how to use the account. The “why” 
would be so you could save and accumulate money.  
 
   A  3. Easy access to the account – can transact any time one is able  
Terms and conditions- basic product attributes. 
 
  AU  4. Include fun activities like indoor games, arts, drama, poetry, and dance while training on 

savings  
Additional benefit to accessing the core product 
 
    A  5. Earn interest after savings for a certain period of time with regularity 
Terms and conditions- basic product attributes. 
 
  AU  6. Include training on reproductive health, HIV/AIDS & financial management  
Additional benefits of non-financial services to accessing the core product   
 
 _C_  7. A safe place to save 
This is the essential reason behind the whole product to begin with.  
 
  AU 8.  Matching deposits to make product more appealing 
Additional benefit to accessing the core product 
 
  AU/A  9. Possible access to credit if engaged in savings services for greater than 6 months  
The word “possible” indicates that this is not a firm product attribute. So this is an added benefit. The 
actual is the saving product which is augmented by the access to credit. Even though it‟s still financial, 
this is an additional benefit to accessing the core product. 
 
  A_  10. No charges on this account  
Terms and conditions- basic product attributes.  
 
 AU  11. Entrepreneurship training to start businesses either as groups or individuals using the savings 

(though only to those over 18)  
Additional benefits of non-financial services to accessing the core product   
 
  AU  12. Snacks when going for games or trips and during group meetings.  
Additional benefit to accessing the core product 
 
  AU  13. Lotteries as an incentive to encourage savings.  (Suggested items include: money, phones, 

clothing, and purses; for the older girls: TV, house, land, refrigerator, and car) 
Additional benefit to accessing the core product 
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Activity 2: The 8 Ps of Product Design 

 
In this activity participants listen to an explanation of the 8 Ps of product design and are 
challenged to consider their implications on designing financial products for youth.  In order to 
ensure that participants have grasped the relevance of this framework for their work with 
youth, they vote on the 4 Ps that will be most affected in their future design efforts.  

 

Steps 
a) Introduction to the 8 Ps of Product Design (10 min) 

Introduce to participants: 

"Since many of you have experience with the 8 Ps of product design it may help if we 
combine the product design components framework with the 8 Ps as a means of 
deepening your existing knowledge.  First, let‟s review the 8 Ps."  

Provide each participant with a handout of the 8 Ps.  Invite participants to read the 
handout. 

Invite questions about the 8 Ps and how they are defined. 

b) The Application of the 8 Ps to Determine Product Attributes (30 min) 
 Show participants the slide titled ―Product Design: Putting the Two Frameworks 
Together‖.  

Explain that the Ps aligned with Core and Actual include the product, price and physical 
evidence. The Ps aligned with Augmented include promotion, place, positioning, people, 
and process.  

 
Objectives:  
By the end of this activity, participants will have: 

1. Identified 2 or 3 youth-friendly attributes for each of the 8 Ps from the perspective 
of both the client and the financial service provider. 

2. Determined which 4 of the 8 Ps is most affected when designing youth-inclusive 
products 
 

Preparation/Materials: 

 Handout: 8 Ps of Product Design 

  PowerPoint: Product Components  

 Flip Chart paper 

 Markers 

 Flip Charts prepared with 2 Ps on each (one above and one below, with line 
through the middle of the paper).   

 
Time:  50 minutes 
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Divide participants into pairs with someone they have identified they have yet to work 
with and assign each group a pair of Ps. The Ps should be organized as follows: 1st P 
and 8th P, 2nd P and 7th P, 3rd P and 6th P, 4th P and 5th P 

Provide the following instructions: 

"Identify 2-3 attributes for your assigned Ps that would make it relevant to youth. While 
identifying possible attributes, consider them from both the perspective of clients and 
service providers. Be creative in thinking about product attributes (i.e. Positioning: a 
teller that is assigned specifically to manage youth clients).” 

Share with participants they have 10 minutes to complete this exercise and then their 
ideas will be presented in plenary. 

Invite each pair of participants to present their ideas. 

Sample Responses: 
I. Product: There is a mentor whose role is to facilitate withdrawals for 

young people as only those over 18 can manage transactions 
II. Process: All transactions must happen in the bank and young people 

hold specially marked passbooks 
III. Price: Low transaction costs: Making sure youth aren‘t burdened with 

costs. For example, what do you charge them when they make a 
withdrawal? Low fees.  More than 2 times per month you get charged 

IV. People: Staff is trained in dealing with youth  
V. Physical evidence: Debit card and passbook, dedicated space or teller for 

youth 
VI. Positioning: Easy access, fast service for young people 

VII. Promotion: T-shirts, banners, radio/TV, crossover with popular chains 
like McDonald‘s Giveaways  

VIII. Place: Schools to get closer to young people; Recreational centers 

 
Acknowledge the responses of all the participants and explain that often certain Ps will 
be more affected than others with respect to the design of youth-inclusive financial 
services. 

c) The Ps Most Affected in Youth-Inclusive Product Design (10 min) 
Share with participants: 

“Now that we have discussed all of the 8 Ps of product design and have spoken about 
what they might look like in youth-inclusive products; I would like to ask each of you to 
consider which of the Ps would be most affected when making products “youth-
inclusive”.  Once you have decided please place 4 colored stickers beside the 4 Ps of 
your choice.  Please do so now, and let‟s see what the results are.” 

Review results and remark on any similarities or differences in votes.  Invite participants 
to share possible reasons for some Ps obtaining more votes than others. 
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Introduce to participants that the next step is to understand the extent to which financial 
services may need to be changed to serve the needs of young clients. 
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The 8 Ps of Product Design 

1. Product – specific features—including: terms and 
conditions, eligibility requirements, guarantees, etc. 
 

2. Price – all costs to the client – including: interest rates, 
 fees, penalties, or transaction costs 

 

3. Physical evidence – presentation to client-- including: 
passbook, promissory note, etc. 

 

4. Promotion – marketing and sales – including: marketing 
and advertising, public relations, and communication with 
the public 

 

5. Place – distribution and delivery channels—including: 
branches, outreach workers or field agents, and mobile 
units 

 

6. Positioning – competitive advantage or niche as 
perceived by the customer (including non-financial 
benefits) 

 

7. People – staff and customer service – including: hiring, 
training, and performance monitoring 

 

8. Process – operational aspects of transaction—including: 
systems, manuals, operating procedures,  and forms 
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Activity 3:  Product Design Process Continuum 

 
During this activity, participants become familiar with the ―Adjust, Add, Create‖ Continuum of 
the product design process and provide examples of where products or product features would 
fit into the continuum.   This tool helps institutions determine, in advance, the resources and 
capacity it may require to design the product. 

Objectives:  
By the end of this activity, participants will have: 

1. Listened to a presentation on the product design continuum 
2. Located various products or product features at each process on the product design 

process continuum 
 
Preparation/Materials: 

 Flip Chart paper 

 Markers 

   PowerPoint: ―Adjust, Add, Create" Continuum 

 Handout: “Adjust, Add, Create” Continuum 
 
Time:  35 minutes 

 
Steps 

a) Connection to Previous Activity ( 20 min) 
Share with participants that determining how much to invest in product design requires 
an understanding of the kind of product a financial institution is seeking to pilot and 
eventually roll out. 

b) Introduction to the ―Adjust, Add, Create‖ Continuum (15 min) 
Introduce the ―Adjust, Add, Create‖ Continuum of the product design process:  

“A continuum is something that moves gradually from one phase to another phase. The 
efforts at each stop in the continuum helps participants gain an appreciation for the full 
range of product design activities that can take place. It can go from relatively simple 
adjustments, through to more substantial additions, on to significantly more complex 
efforts to create entirely new sub-components.  Financial institutions will need to reflect 
on which type of design they are choosing to undertake and the implications of doing 
so.”   

Show participants the ―Adjust, Add, Create‖ Continuum slide 

Guide participants: 

“Now let‟s look at the “Adjust, Add, Create” Continuum – to gain an appreciation for the 
full range of product design activities a financial service provider might choose to 
engage in." 

 Read the descriptions of each of the boxes on the continuum. 
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―Adjust, Add, Create‖ Continuum of 
Product Design Processes 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Invite 2-3 participants to give examples of other types of products or product features 
that would fit into the continuum.  

 Keep note of participant‘s responses on a flip chart paper. 

Sample responses: 

Adjust Add Create 

 including co-  adding business 
training to a 

 creating specialized 
savings account for 

Adjust 

Where adjustments are 
made to an existing 
product‘s current sub-
components in order to 
make it youth-inclusive 

 

For example: 

 Shortening the 
length of a loan‘s 
repayment period 

Add 
Where already available 
new elements are added to 
an existing product‗s current 
sub-components in order to 
make it youth-inclusive 

 

For example: 

 Adding additional 
non-financial benefits 
to an existing group 
savings model (such 
as a youth-relevant 
financial literacy 
element) 

Create 
Where entirely new sub-
components need to be 
created within one or more 
of the 8 Ps of Product 
Design of an existing 
product in order to make it 
youth-inclusive 

For example: 

 Creating an new 
―parental guarantor‖ 
option for youth 
under 18 (under 
Product) 

 Creating a 
specialized team of 
loan officers (under 
People) to work 
with young clients  
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signature for credit business loan children under 18 

 reducing/eliminating 
minimum deposit  
amount 

  providing 
business 
mentorship 

  inviting mentors to help 
young people transact 
(young people receive 
training in identifying 
trustworthy mentors) 

 providing a 
dedicated teller 

  

 making the 
repayment period 
longer on a loan 

  

 

As a transition to the next activity, explain: 

“One of the most important lessons here is that product design can involve both 
relatively small and specific modifications to existing products (where adjustments are 
made to 1 or 2 of the 8 Ps or it can involve more substantial changes (where new 
components are added or created). In either case it will be important to be aware of 
existing capacity (or strengths) your institution may have in product design and if more 
experience, capacity building, and/or if the use of external resource people might be 
necessary." 
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Session 4:  Institutional Assessment Tools and Product 
Design 
 
This session is comprised of one activity during which participants have an opportunity to 
consider the role that institutional capacity has in designing youth-inclusive financial products.   
The Making Cents ―Product Design-Institutional Self Assessment Tool‖ is used during this 
activity to assess the product design experience of two institutions. 

Session Objectives: 
By the end of this session, participants will have:  

1. Applied the ―Making Cents Product Design-Institutional Self Assessment Tool‖ to 
assess the product design experience of two organizations. 

2. Listened to an explanation of how to apply the Product Design and Institutional 
Experience and Capacity Grid. 
 

Total Session Time: 45 minutes 

Overview of Activities 

Activity Title Duration Materials Needed 

 

1) Introduction to the 
Making Cents Product 
Design-Institutional 
Assessment Tool 

 

 

45 minutes 

Flip chart paper 

Markers 

Handout: Product Design- 
Institutional Self Assessment tool 

Handout: Ryada case study 

 PowerPoint: Finding the Right 
Balance between Product Design 
Needs & Existing Institutional 
Experience and Capacity 
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Activity 1: Introduction to the Making Cents Product Design-Institutional 
Assessment Tool 

 
In this activity participants practice applying the Making Cents Product Design-Institutional Self 
Assessment Tool in order to anticipate some of the challenges their institution may face in 
designing youth-inclusive financial products. . 

 

Objectives:  
By the end of this activity, participants will have: 

1. Applied the Making Cents Product Design-Institutional Self Assessment Tool to 
assess the product design experience of two organizations. 

2. Listened to an explanation of how to apply the Product Design—Institutional 
Self Assessment Tool 
 

Preparation/Materials:  

 Flip chart paper 

 Markers 

 Handout: Product Design- Institutional Self Assessment tool 

 Handout: Ryada case study 

 PowerPoint: Finding the Right Balance between Product Design Needs & 
Existing Institutional Experience and Capacity 
 

Time: 45 minutes 

 
Steps: 

a) Introduction to Making Cents Product Design-Institutional Self Assessment Tool 
(25 min)  
Explain to participants: 

"The Product Design Continuum helps us to determine where more experience, 
capacity building or external resources may be required for product design. During this 
activity we practice using a tool, based on the 8 Ps that helps organizations to 
determine where, specifically, they may need external support." 

Distribute or ask participants to reference Handout ―Product Design-Institutional Self 
Assessment Tool‖ and share with participants: 

 “Making Cents International has developed a “Product Design – Institutional Self 
Assessment Tool” – which provides an opportunity for institutions to document their 
experience across the 8 Ps (and among 24 specific sub-components of the 8 Ps). Let‟s 
take a look at the tool, and then practice completing it using two institutional profiles. 

The first is a profile of a Palestinian institution called Ryada, based in Ramallah. The 
second example is of a financial institution provided by one of you. Who will volunteer to 
let us assess his/her organization for this exercise?” 
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Divide participants into two groups.  Provide one group with the case study while the 
other group is assigned the volunteer. Provide the following task instructions: 

"Use the checklist to assess the institution‟s readiness for different types of product 
design.  You don‟t need to complete the entire assessment.  Select parts of it to get a 
feel for the tool. Spend 10 minutes with the checklist to determine the following 
questions.” 
 In which components is this organization most experienced?  
 In which components is this organization least experienced? 
 What did you learn about applying the tool and how can this contribute to 

your work?  
Invite a representative from each group to summarize findings with all participants. 

b) Product Design Needs in the Context of Institutional Capacity (20 min) 

Share with participants: 

"We have spoken at great length about the 8 Ps of product design; the “adjust, add, 
create” product development continuum; our existing institutional capacity/experience in 
making adjustments, additions, and/or creating brand new product designs across the 8 
Ps and the “24 Sub Components of the Product-Design Institutional Self-Assessment. 
The self-assessment helped us become aware of an organization‟s limitations as well 
as their aspirations when it comes to designing youth-inclusive products.  Organizations 
with no experience in product design and organizations with experience only in 
designing products for adults may need to develop their internal capacity or draw on 
external specialists before embarking on ambitious youth-inclusive product design 
efforts. 

 Present the grid slide titled ―Finding the Right Balance between Product Design 
Needs & Existing Institutional Experience and Capacity" and say to participants: 
 
"This grid can help match institutional experience or readiness with the most appropriate 
investment in youth-inclusive product design.  Let's say for example that a financial 
institution has experience with adjustments and additions, this means it can respond to 
market research results warranting any of these kinds of investments. However, if the 
institution only has experience in making adjustments and the market research 
recommendations indicate making additions, the institution may wish to consider hiring 
in technical assistance." 

Close the activity by explaining:  

"One of the most important lessons is that whether you are making small adaptations to 
an existing product or more significant changes it is important to be aware of existing 
capacity the institution might have in product design, and to identify areas where more 
experience, capacity building, and/or the use of external resource people might be 
necessary." 
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Product Design—Institutional Self Assessment Tool 

Key Product 
Design 

Component 
(―8 Ps‖) 

 

 

Sub-Components 

Nature of Institutional Experience 
in Implementing Changes in each 

Sub-Component   

(check as many boxes as apply) 

 

Specific 
Examples of 

Having 
Implemented 

Such Changes 
in Previous 

Product 
Design 

Activities 

1 

None 

2 

Adjusted 
Existing 

3 

Added 
to 

Existing 

4 

Created 
New  

 

1. Product 

1.1 Terms and Conditions      

1.2 Eligibility 
Requirements 

     

1.3 Guarantees      

 

2. Price 

2.1 Interest rates      

2.2  Fees, penalties      

2.3  Transaction costs      

 

3. Physical 
Evidence 

3.1  Passbook      

3.2  Promissory notes      

3.3  Other presentations 
to the client 

     

 

4. Promotion  

4.1  Marketing and 
Advertising 

     

4.2  Public Relations      

4.3  Communication with 
the public 

     

 

5. Place  

5.1  Branches + other 
distribution channels 

     

5.2  Outreach 
workers/field agents 

     

5.3  Mobile units + other 
delivery channels 
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6.Positioning 

 

6.1 Competitive 
Advantage 

     

6.2 Niche as Perceived by 
Customer 

     

6.3 Non-Financial Benefits      

 

7. People 

 

7.1 Staff hiring      

7.2 Staff training      

7.3 Staff performance 
monitoring 

     

 

8. Process 

 

8.1 Systems and related 
manuals 

     

8.2 Operating procedures      

8.3 Forms      
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Finding the Right Balance between Product Design 
Needs & Existing Institutional Experience and Capacity 

 

 Significant 
institutional 
experience with 
making 
adjustments to 
existing products 

Significant institutional 
experience with 
making adjustments 
and additions to 
existing products 

Significant 
institutional 
experience with 
making 
adjustments and 
additions to existing 
products as well as 
creating new ones 

Market research 
indicates the need for 
adjustments to existing 
products 

Green Green Green 

Market research 
indicates the need for 
adjustments and 
additions to existing 
products 

Yellow Green Green 

Market research 
indicates the need for 
adjustments and/or 
additions to existing 
products and/or  
creating new ones   

Red Yellow Green 

 

 Green Light – Ready to proceed (assuming that existing institutional resources will be 
made fully available to the design process) 
 

 Yellow Light – Proceed with caution, or come to a safe stop (perhaps drawing on partners 
or consultants to address gaps in experience before proceeding) 
 

 Red Light – Do not proceed until additional internal capacity building has been developed, 
or external resource providers have been put in place (via partners and/or consultants) 
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Session 5: Practice in Product Design 
 
This session uses the case study, ―Support Kenyan Girls to Safely Save!‖ (Adapted from 
reports by Microsave and Population Council) to provide a comprehensive picture of the 
various aspects to consider when designing youth-inclusive products.  The first activity 
establishes the context of the case.  In the second activity, participants consider product needs 
by youth segments and compare them to the needs of adults.  In the third activity they 
contemplate the four savings products from the perspective of their assigned youth segment.  
In the fourth activity the feasibility of some features of the product is considered from the 
perspective of the financial service provider.  Participants are also challenged to determine 
ways to communicate the ―trustworthiness‖ of their product to youth consumers.  The fifth and 
final activity involves a comparison of the final product prototype with the existing product and 
participants are asked to choose between two product design options. 
 
Session Objectives: 
By the end of this session, participants will have:  

1. Clarified the context of the ―Support Kenyan Girls to Save Safely‖ case study. 
2. Established working groups for the session according to youth segments. 
3. Listed the three most important demands of their assigned youth market segment 

related to a savings product . 
4. Compared these demands to the adult market segment already being served by a 

financial service provider. 
5. Identified the similarities between youth market segments and deliberated the possibility 

of combining segments. 
6. Determined how the Emerging Guidelines applied to the market research findings. 
7. Compared the features and competitive advantage of four savings products. 
8. Assessed each product in terms of how well it meets the needs of their assigned youth 

market segment. 
9. Identified the gaps between product supply and demand using the 8 Ps of product 

design as a guide. 
10. Developed marketing, distribution and staffing strategies that would increase youth‘s 

trust in financial products and improve their accessibility. 
11.  Applied market research findings to develop a savings product prototype for their 

assigned youth market segment. 

12. Suggested ways to convey the trustworthiness of a savings product. 

13. Identified what product characteristics are not feasible from a provider‘s perspective 
14. Created a product identity with name, tag line and advertisement. 
15. Compared the final product prototype with the bank‘s existing product. 

16.  Decided, from the perspective of bank management, which of two product design 

options to recommend.  

 

Total Session Time: 250 minutes (4 hours and 10 min) 

Overview of Activities 
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Activity Title Duration Materials Needed 

 
1)  Introduction  

 
15 minutes 

 
Handout: Case Study: Support 
Kenyan Girls to Save Safely! 
Flip chart and markers 

 
2)  Part 1 (Demand) 

 
90 minutes 

 
Handout - Case Study: Part 
1_Characteristics of Youth 
Market Segments_Demand 
Handout: Emerging Guidelines 
in Youth-Inclusive Financial 
Services 
Flip chart and markers 

 
3)  Part 2 (Supply) 

 
75 minutes 

 
Handout: Case Study: Part 
2_Characteristics of Product 
Services Offered_Supply 
Flip chart and markers 

 
4)  Part 3A (Product 

Concepts) 

 
45 minutes 

 
Handout: Case Study: Part 
3A_Product Attributes that 
Reflect Market Needs 
Flip chart and markers 
PowerPoint presentation 

 
5) Part 3B (Final Product 

Prototype) 

 
25 minutes 

 
Handout: Case Study: Part 
3B_Final Product Prototype 
Flip chart and markers 
PowerPoint Presentation 



47 

 

Activity 1: Introduction to Product Design Case Study 

 
This activity establishes the context for the case study.  After a general introduction, four 
participants will be invited to read one paragraph of the introduction aloud.  The large group 
will be divided into small groups at the end of this activity to begin working on Part 1 of the 
case study. 
 

Steps: 
a) Brief Presentation on the Case Study (2 min) 

These next few activities provide an opportunity to work in small groups to design a 
product for one specific youth market segment which will be assigned to your group.  
The ―Support Kenyan Girls to Safely Save!‖ case study will provide the context and data 
for your design work.  Note that although the data is a few years old many of the 
findings would remain the same today and could apply to other geographic areas. The 
case study divides the market of Kenyan girls, aged 10 - 23 into five segments with 
three characteristics:  age, school status and work status.   
 
“Before breaking into your groups let‟s read the introduction aloud together to be sure 
we are all on the same page…literally!”   
 
Then summarize the facts by saying: 
  
“The market research involved 146 girls in 18 focus groups, and 15 girls and staff from 
three organizations in individual interviews.  Much of the material is presented in tables 
and charts for easy reading and comparison.” 

 
b) Participant Questions (3 min) 

Invite the participants to ask questions about the context of the case study, but try to 
avoid getting into other content details or logistical arrangements. 

 
c) Connection to Next Activity (10 min) 

Ask who in the group has had experience (i) with adolescent girls and (ii) with savings 
products and identify them as ―experts‖ for this case study.  Distribute the ―experts‖ 
evenly among the small groups.  Divide the participants into groups of four-six people 

Objectives:  
By the end of this activity, participants will have: 

1. Clarified the context of the ―Support Kenyan Girls to Save Safely!‖ case study. 
2. Established working groups for the session according to youth segments 

 
Preparation/Materials: 

 Handout: Case Study: Support Kenyan Girls to Save Safely! 

 Flip chart and markers 
 

Time:  15 minutes 
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each-to work on the case study for the remainder of the day. The participants will 
reconvene in a large group to share conclusions once the questions for each case study 
have been answered in the small groups.   

 

Tip to the trainer: Depending on the composition of the large group, it can be 
divided into small groups either randomly (option i below), or more deliberately 
(options ii and iii): 

i. Invite participants to go count off into their groups by however many 
groups are needed;  

ii. If the large group can be segmented easily (by staff position, geographic 
area or financial institution), then try to mix the groups so each segment is 
represented in each group.  

iii. Also try to have gender and age represented in each small group as 
equally as possible. 

 
Divide the group into smaller groups prior to delivering course.  This will make 
the process more efficient and you will have a better chance of having diversity 
within the small groups in skills, experience, gender, and age. 

  Write participants names ahead of time and the groups‘ segment 
assignments on the flip chart. 
 

 
Once the group has been divided into small groups, assign a segment from the list 
below to each group and explain that they will be in these groups throughout the 
activity. 
 
Choose from either age or market segments.   

 
Age: 

 10 - 14 

 15 - 19 

 20 - 23 

 

Market Segments: 

 10 - 14 in school and not working 

 10 - 14 in school and working casually 

 15 - 19 in school and working casually 

 15 - 19 not in school and working 

 20 - 23. 

 

Tip to the trainer: Depending on the number of groups and segment breakdown, more 
than one group may be focusing on the same segment, so their answers will be 
complementary. 

 



49 

 

Advise the groups which areas of the room (or break-out rooms, if available) are set up 
for small group work. 

 
Introduce the first case study task and explain to participants: 
 
“In the next activity they will review actual market research findings for a particular 
segment of adolescent girls in Kenya and begin to contemplate how similar or different 
the segments are from each other and from adult clients. At the end of the activity 
participants discuss which of the Emerging Guidelines for Youth-inclusive Financial 
Services apply to the market research findings.” 
 
Instruct groups that they have 45 minutes to complete the task, write their answers to 
questions 1 & 2 on flipchart paper, and nominate a spokesperson to share their 
conclusions with the large group.  
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Activity 2:  Case Study Part 1:  Demand  

 
This activity allows participants to review actual market research findings for a particular 
segment of adolescent girls in Kenya and begin to contemplate how similar or different the 
segments are from each other and from adult clients. At the end of the activity participants 
discuss which of the Emerging Guidelines for Youth-inclusive Financial Services apply to the 
market research findings. 

 
Steps: 

a) Small Group Exercise on Needs and Wants of Youth Market Segment vs. 
Adults (45 min) 

 
Return to your groups and now you will begin discussing the demand side of the case 
study, which focuses on the needs and wants of the youth segment. Refer groups to 
Part 1 of the case study and provide the following task instructions: 
 
“Read Part 1 of the case study. List the three most important needs/wants of the youth 
market segment. Classify them as either similar or different than the needs of the bank‟s 
existing adult micro enterprise clients. 
 

You have 45 minutes to complete that task and prepare a flipchart showing your results 
as a table as it looks in the first question of Part 1 Questions. Nominate someone to 
present your results to the large group.  

Orient participants to their handout and show them this table.  

Objectives:  
By the end of this activity, participants will have: 

1. Listed the three most important demands of their assigned youth market 
segment related to a savings product.  

2. Compared these demands to the adult market segment already being served 
by a financial service provider. 

3. Identified the similarities between youth market segments and deliberated the 
possibility of combining segments. 

4. Determined how the Emerging Guidelines applied to the market research 
findings. 

 
Preparation/Materials: 

 Handout: Case Study: Part 1_Characteristics of Youth Market 
Segments_Demand 

 Handout: Emerging Guidelines in Youth-Inclusive Financial Services 

 Flip chart and markers 
 

Time:  90 minutes 
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The table should be presented in the following way:  

 

Need/Want of a Youth Market Segment 
Compared to existing  

adult clients 

 Similar Different 

Segment:  (a) 10 - 14; in school and not working 

1. 

2. 

3. 

 

 

 
 

 

 

 

 

 
Once the groups have settled into their small groups visit them to ensure they are on-
task (assume they will need 15 minutes to read the case study) and to encourage 
participation by all group members.  Also, be sure they are focusing on the appropriate 
segment.  Once 35 minutes have passed visit the groups again with a reminder that 
they have 10 minutes to prepare their flipcharts. 

b) Small Group Presentation on Results and Facilitated Large Group Discussion (45 
min)  
Invite each group to present their flip charts.  

 

Tip to the Trainer: Note that there can be considerable overlap in the answers. In fact, 
this shows that segments can be too narrowly defined and sometimes differences are 
not great.  

 
 Prepare the following tables on two flip charts ahead of time: one without the 
answers and one with the answers. Keep note of participant‘s responses on the flip 
chart without the answers. Then reveal the second flip chart with the answers here. 

Sample Responses (According to Market Segment): 

Need/Want of a Youth Market Segment 
Compared to existing adult 

clients 

 
Similar Different 

Segment:  (a) 10 - 14; in school and not working 

1. Safe place to save money  

2. Liquidity for small, everyday expenses 

3. Parental acknowledgement/approval            
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Segment:  (b)  10 - 14; in school and working 

casually 

1. Safe place to save money 

2. Lump sums to help with family expenses 

3. Opportunity for social interactions in 

groups 

 

 

 

 

 

 

 

Segment: (c)  15 - 19; in school and working 

casually 

1. Safe place to save money 

2. Liquidity for emergencies 

3. Liquidity for family expenses plus clothing 

 

 

 

 

 

 

 

 

Segment: (d)  15 - 19; not in school and working 

1. Safe place to save 

2. Savings for children‟s expenses 

3. Savings to complete school 

 

 

 

 

 

 

 

 

Segment: (e)   20 – 23 

1. Safe place to save  

2. Business advice in group setting 

(“chamas”) 

3. Lump sums to invest in college or 

business 
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Facilitate a deeper analysis of the results by posing the following questions ( prepare 

questions on a flip chart ahead of time): 

When posing the questions during the large group discussion ask for one comment from 
each group for each question until you either run out of answers or time. The final 
questions, about the Emerging Guidelines, can be answered by anyone in the large 
group. 
  Where do you see similarities in the needs/wants of the adolescent girl 

market segments?  

Sample Responses 

I. All want safe places to save; 

II. Segment (a), (b) and (c) are in school, have fewer expenses, and can 

save in group at a bank;  

III. Segment (d) and (e) are more likely to have children and benefit from 

business advice and lump-sums to invest. 

IV. Savings across the groups 

V. Older segments needed business training 

 

  Which segment(s) may need(s) its/their own product? 

Sample Responses 

I. Segment: (e)   20 – 23: This segment is the only segment that 

expressed interest in business advice in group settings.  

II. Youngest girls may need products that are vastly different from the 

older segment, as they are less likely to be engaged in the same 

activities.  

 

 Where is there a possibility that one product may serve more than one 

segment (maybe with a slight variation)?  

Tip to the Trainer: Use this question to link back to the ―adjust, add, create‖ framework; 

an institution may not need to create an entirely new product but can work on adjusting 

or adding to existing products. 

 

Sample Responses: 

I. Term savings for youth in different age brackets 

II. If youth are segmented by age, and 18 is the legal age to open a savings 

account, a younger group may need a co-signer to access the money in 

the account.  

  



54 

 

 If some of the bank’s existing clients are youth, how can this help  

the bank with product design? 

Sample Responses: 

I. Can do market research with them (focus groups and individual interviews) 

II. Can collect data from MIS on which products are being used, average amounts 

and performance 

III. Can invite them to participate in other phases of product development, 

especially marketing 

 

 Which Emerging Guidelines for Youth-Inclusive Financial Services  

apply to the findings in this market research and how do they apply? 

Sample Responses: 

I. All apply but #5 - partnerships (as that refers more to the supply side) 

II. Interviewing youth and inviting them to focus groups is certainly involving 

them (#1) 

III. Segmentation reflected both similarities and differences (#2) 

IV. All youth wanted safe spaces; the younger ones wanted support, too (#3) 

V. Non-financial services were most important to working girls (#4) 

VI. Involving the school and parents was also important to and younger girls 

in school (#6) 

 

 Based on this market research, what additional guidelines, if any, should 

be added? 

 Be open to suggestions from the group and keep note of participant‘s responses on a 
flip chart.   

Close the activity:  

“It is important to use the market research to get a better understanding of the priority 
needs/wants of youth in order to adapt or create a product that is suitable and will be 
used by the market segment. Nevertheless, as an institution, you have to be careful to 
run into the issue of product proliferation. This is costly and likely not feasible.” 

Thank groups for their hard work and invite them to proceed to Part 2.  Mention that the 
same process will take place and they will have about 45 minutes in their small groups 
to read Part 2 and answer the questions. The large group will then reconvene to share 
conclusions.
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Activity 3:  Case Study Part 2: Supply  

 
In this activity the participants remain in their youth market segment groups and continue to 
use the ―Support Kenyan Girls to Safely Save!‖ case study to examine other facets of 
product development.  The activity begins with comparing savings products and services 
offered to adolescent girls in Kenya to determine which ones are meeting their needs and 
where there are still gaps between supply and demand.  These gaps are viewed through 
the 8 Ps framework.  The final step in the activity deviates from the case study to ask 
participants to suggest marketing, delivery and staffing strategies that would make products 
more appealing for youth.  
 

 
Steps: 

a) Small Group Exercise on Comparing Financial Products (30 min) 
Divide the participants into their original market segment groups.  Ask participants to 
take 30 minutes to read part 2 of the case study and answer the questions.  
Provide participants with a flipchart to record the answers to the following questions 
(found in their handout): 
 Which characteristics do the products from all four financial service 

providers have in common? 
 What are the competitive advantages of each savings product? 
 Which existing product comes closest to meeting the needs of your 

assigned youth market segment?  In what way? 
 Which of the needs of your assigned youth market segment are still not 

being met by these products? 
 Which of the 8 Ps of product design need the most attention from the 

perspective of your assigned youth market segment? Why? 
 

Before the participants break into their groups to answer the questions advise them 
that they have 30 minutes for the exercise. 

Objectives:  
By the end of this activity, participants will have: 

1. Compared the features and competitive advantage of four savings products 
2. Assessed each product in terms of how well it meets the needs of their 

assigned youth market segment 
3. Identified the gaps between product supply and demand using the 8 Ps of 

product design as a guide 
4. Developed marketing, distribution and staffing strategies that would increase 

youth‘s trust in financial products and improve their accessibility. 
 
Preparation/Materials: 

 Handout: Case Study: Part 2_Characteristics of Product Services 
Offered_Supply 

 Flip chart and markers 

  

Time:  75 minutes 
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Tip to the Trainer: Circulate among the groups to ensure that they are clear on 
the task and everyone is participating.   

 
b) Facilitated Large Group Discussion on Results of Product Analysis (30 - 45 

min) 
Reconvene the large group to discuss their answers. Keep all the groups engaged, 
beginning with question 1 by asking for one characteristic from each group and  
rotating around the room in order to provide each group an opportunity to share their 
responses.   
 Which characteristics do the products from all four financial service 

providers have in common? 
 

Sample Responses:  
I. Group methodology 

II. Weekly meetings 

III. Convenient locations 

IV. Fees are charged 

V. Females 

 
 What are the competitive advantages of each savings product? 

 
Sample Responses: 

I. Community Center:  Naturally active in the community; training available; 

loans available. 

II. NGO:  Can easily incorporate non-financial services; mentorship program; 

community leaders involved; collaborate with bank; no age limits; give 

loans.  

III. Bank:  More trustworthy; no withdrawal restrictions; groups can have as few 

as five girls. 

IV. Merry-go-round:  Fees are distributed back to members; flexible - members 

create own rules; informal. 

 

Tip to the Trainer: For questions 3, 4 and 5, be sure to ask for answers by market 

segment (i.e. all those analyzing the market segment between the ages of 20-23 

would share their answer to question #3), so that if two groups have the same 

segment, their answers can be compared immediately. 

 Which existing product comes closest to meeting the needs of your 
assigned youth market segment?  In what way? 

 

Tip to the Trainer: As with all of the case study questions, there are no ―correct‖ 

answers and there is a lot of overlap between segments.  A possible conclusion is 

that the older the adolescents are and the more they work, the more that business 
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training is important, so community center or NGO might be best - unless, of course, 

the bank partnered with a training organization. 

Sample Responses: 

Segment Best products Why? 

(a)  In school and 

not working - 10 - 

14 

Chamas Flexible, informal, can meet at 

school. 

(b) In school and 

casually working - 

10 - 14 

Chamas Flexible, informal, can meet at 

school. 

(c) In school and 

casually working - 

15 – 19 

NGO, bank Both institutions target this segment, 

are convenient, and have no 

minimum balance;  NGO offers 

mentorship services 

(d) Not in school 

and working - 15 - 

19 

 

Community centre 

or NGO 

Both organizations provide training; 

NGO already targets this segment. 

(e) 20 - 23 

 

 

Community centre; 

chamas 

Provides training and advice; flexible 

and independent. 

 
 Which of the needs of your assigned youth market segment are still not 

being met by these products?  

Sample Responses: Due to the variety of institutions and products, the segments‘ 

needs can all be met by a hybrid of these options - taking some characteristics from 

all the products offered.  Do not expect much variation from the groups because of 

their particular segment. 

 Which of the 8Ps of product design need the most attention from the 
perspective of your assigned youth market segment? Why? 
 

Sample Responses: The following are samples of what participants may say.   

(2) Price: Adolescent girls don‘t want to pay fees 

(3) Physical evidence: Necessary to ensure safety and security 

(4) Promotion: New, creative ideas to ensure customer base is stable or 

growing.   

 (8) Process - Ensure easy withdrawal without adult involvement 
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After the case study questions are answered, explain to participants: 

“There is an additional question that doesn‟t refer to the case study since the 

institutions in the case study already had products for youth.  However, consider for 

a moment institutions that are not currently serving youth but are considering 

adapting one of their existing products for adults.” 

Pose the following: 

 What are some strategies that could make the following aspects of 
financial service delivery more youth-inclusive?   

 Marketing 

 Delivery/Distribution 

 Staffing 

 

Sample Responses:  

I. Marketing 

A. Use media that are popular among youth(social media such as 

facebook and twitter, radio, TV) 

B. Use a message that appeals to youth (images of youth or language 

that is typically use by young people) 

C. Distribute brochures, post signs, advertise the product in locations 

where youth congregate (i.e schools, youth clubs, football fields, 

etc)  

D. Give away promotional materials that youth want (T-shirts, candy, 

money purses or piggybanks, prizes, etc.) 

E. Sponsor an event that is popular among youth (concert, 

tournament, contests to win prizes, etc.) 

F. Marketing to parents, caretakers, or gatekeepers 

II. Delivery/Distribution 

A. Convenient locations (schools, universities, near youth gathering 

points) 

B. Atmosphere is youth-friendly (posters, music, bright colors, etc.) 

III. Staffing 

A. Trustworthy and respectful 

B. Able to relate to young people as peers; not authoritarian 

C. Including older youth peers as members of staff 
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Activity 4:  Case Study Part 3:  Product Prototype 

 
The fourth activity provides an opportunity for participants to synthesize their analysis of the 
market demand in the previous sessions to create a prototype savings product for their 
assigned youth segment. The groups present their prototypes and there is a large group 
discussion during which the facilitator invites the group to share additional thoughts and 
conclusions on product design which may or may not have emerged at this point in the 
session. 
 

 
Steps: 

a) Small Group Exercise to Review Product Attributes (15 min) 
Instruct participants that they are going to return to their market segment groups.   
 
The next task for their group is to spend 30 minutes reviewing the list of product 
attributes that come from the first two parts of the case study and are list in the 
handout for this section. Explain that the product attributes are listed in order from 
most important to least important) and there is also a table of suggested prototypes 
by age segment.  
 
In their market segment groups, ask participants to answer the following questions 
on the handout: 
  
  
  

 
 

 How can you communicate to your market segment that they can trust 
in the prototype product? 

 Which desired product characteristics for your specific segment would 
not be feasible from the financial institution’s perspective? 

Objectives:  
By the end of this activity, participants will have: 

1. Applied market research findings to develop a savings product prototype for 

their assigned youth market segment. 

2. Suggested ways to convey the trustworthiness of a savings product. 

3. Identified what product characteristics are not feasible from a provider‘s 
perspective. 

4. Created a product identity with name, tag line, and advertisement. 
 
Preparation/Materials: 

 Handout: Case Study: Part 3A_Product Attributes that Reflect Market Needs 

 Flip chart and markers 

 PowerPoint presentation (Computer, projector, screen) 
 

Time:  45 min 
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 How could you communicate this to the youth market? 
 How can you satisfy all the segments with one product (or are distinct 

products needed?)  
 

Once participants answer the questions, ask them to prepare an advertisement on a 
flipchart based on the attributes that we have identified as appropriate for their 
group‘s youth market segment. Be creative and think about a tag line for the product.  
 
Explain to participants:  
 
“A tag line is a short phrase, sentence or slogan that describes the essence of how 
you want customers to see your product.  It is always presented with the brand 
name and logo.”  

 

Tip to the Trainer:  If you can get a small prize for the group (like candy), announce 
that there will be a small prize for the best promotion efforts!  This adds some fun 
competition to the exercise! 

 
Circulate to be sure that participants are answering questions after 10 minutes and 
get to the last question with at least 10 minutes remaining. 

 
b) Facilitated Large Group Discussion on Analysis of Product Attributes (25 min) 

Below are suggestions on how to facilitate the discussion, followed by the question 
and possible answers for #1 - 3.  Spend about 5 minutes on each of the first three 
questions, leaving 10 minutes for fun with the last question. 

 
Ask for volunteers to discuss answers to question 1.  Up to three groups can 
answer.  
 1.  How do you reflect the need for trust in a product? 

 

Sample Responses: 
I. In your marketing (name, tag line, advertising images);  

II. In testimonials from satisfied customers; 
III. Approach: a group methodology setting with strict rules about knowing 

each other and making decisions together; 
IV. In organizational values which are posted in public spaces;  
V. By offering passbooks so that members can follow along with their 

activities, can promote transparency (15-19, 20-23); 
VI. Trustworthy staff at all levels from focus group leaders and marketing 

personnel to trainers and janitors; 
VII. Issue a special ID; 
VIII. Professional promotion—communicate a stable institution by saying we 

have been around for so long 
 

 
For question 2 and 3 ask for at least one answer from each segment. 

 
 2. Which desired product characteristics for your specific segment 

would not be feasible from the financial institution’s perspective? 
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 3. How could you communicate this to the youth market if needed? 
 

Sample Responses 

Segment (a) Characteristic not 
feasible 

(b)  Explanation 

 
10 - 14 

Easy account opening Certain documents are necessary 
for safely 

No opening fee There is a cost to the provider; 
cannot lose money and  at the 
same time continue to serve many 
young people 

Staff of elderly women and 
men  

Cannot discriminate by gender or 
age, but will all be trustworthy 

15 - 19 No opening fee There is a cost to the provider; 
cannot lose money and be viable 

 Individual savings Too expensive to administer 

 No women as staff Cannot discriminate by gender or 
age, but all will be trustworthy 

 Loan option Institution should focus on the 
benefits of the savings option 

 Saving ID for underage girls Too expensive to produce and 
does not meet legal requirements  

20 - 23 Only $0.15 per month charge May not be sufficient to cover 
costs; can make fee dependent on 
average balance to be fairer 

 Free passbook and bank ID There is a cost to the institution that 
must be covered. Explain the cost 
to youth ―Paying for this teaches 
you responsibility‖ 

  Would depend on funding- or first 
one would be free but subsequent 
ones would come with a charge 

 Individual savings Will need to require a minimum 
balance or else have group savings 

 Radio advertising It‘s about sharing how you would 
be communicating with them 
versus saying ―we won‘t use radio‖ 

 Branches near young clients Explain: ―We are not able to 
provide with you a branch, but will 
have meetings in your area so that 
you don‘t need to come to us.‖ 

 
 4. How can you satisfy all the segments with one product (or are distinct 

products needed)?  
 

Ask one person in each group to raise his or her hand if the group decided that one 
product can meet all three segments‘ needs.  Then ask the participant to explain 
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how the product can meet the needs of all three segments. For those who think 
more than one product is needed, ask for details. 

     

Sample Responses:  
I. One product cannot meet everyone‘s needs because the market 

segment of ages 20 - 23 want individual savings; 

II. Segments 10 - 14 and 15 - 19 could be combined with different training 

topics; compromise on minimum opening balance; convince them that 

gender and age of staff don‘t matter as long as they are trustworthy. 

 

 
Now invite each group to state their market segment, present their brand name, tag 
line and poster.  

 
 

c) Connection to Next Activity (5 min)  
Thank everyone for their creativity.  Tell them they have earned the right to find out 
what really happened with efforts to serve adolescent girls in Kenya with appropriate 
savings products. 
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Activity 5:  Case Study Part 3b:  Final Product Prototype 

 
This activity concludes the case study and is the final small group activity of the day.  The 
final product prototype is revealed and compared to the bank‘s existing product. At the 
conclusion of the activity participants decide, as representatives of the bank in Kenya, 
between two product design options. 

 

 

 

Steps: 

a) Introduction to Small Group Exercise in Comparing Final and Existing Product 
Prototype (15 min) 
Advise the participants that this is the final exercise for the case study.  Their task is 

to read Part 3B of the case study and answer the following two questions (questions 

are in the handout): 

 How does the final product prototype described above compare to the 
existing product in the column labeled “Bank” in Table 3, Part 2 of the 
case study? 
 

“The table is on page 2 and is called “Comparing Existing Savings Models Targeted 

to Vulnerable Adolescent Girls - Core, Actual and Augmented Products. Please 

prepare your comparison using a table drawn on flipchart paper with three columns: 

Product Characteristic, Existing Product – which comes from the table from Part 2 of 

the case study, and Final Product Prototype .” 

 If you represented senior management of this Kenyan bank, which of 
the two options presented in the case study would you recommend?  
 

“Choose only one by placing a check mark in the space provided in the handout. 

Choose a spokesperson from your group to share your answers during the 

discussion.  If possible, choose someone from your group who has yet to represent 

your group.” 

Objectives:  
By the end of this activity, participants will have: 

1. Compared the final product prototype with the bank‘s existing product. 

2. Decided, from the perspective of bank management, which of two product 

design options to recommend.  

 

Preparation/Materials: 

 Handout: Case Study: Part 3B_Final Product Prototype 

 Flip chart and markers 

 PowerPoint presentation (Computer, projector, screen) 
 

Time:  25 minutes 
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Circulate to ensure that groups are on track to answer both questions within the 10 

minute timeframe.  

 Prepare the flip charts for the group discussion see below). 

b) Small Group Presentation and Facilitated Large Group Discussion (10 min) 
To facilitate the discussion spend about five minutes per question. If there are 
different conclusions among the groups, it is important to take the time to discuss the 
reasons behind the decisions in more depth.     
 How does the final product prototype described above compare to the 

existing product in the column labeled, “Bank” in Table 3, Part 2 of the 
case study? 

Summarize participants‘ answers on a table on a flip chart entitled ―Product 
Characteristic, ―Final Prototype‖ and ―Existing Product‖ ( prepare flip chart(s) with 
headings ahead of time). 

 

Sample Responses 

Product 
Characteristic 

Final Product 
Prototype 

Existing Product         
(from Table 3) 

Individual or group Group based with 
individual accounts 

Group based with one 
bank account 

Size of group 10 - 15 girls 5 - 30 girls 

Age range of girls 10 - 19 years old 12 - 22 years old 

Mentor  Girls over 18 None 

Fees None, except passbook 
costs $0.80 

$0.80 registration fee plus 
$0.80 for passbook 

Minimum opening 
requirement 

$0.80 for girls 15 - 19 
and not in school 

None 

Deposit amounts and 
frequency 

Any amount ,any time Any amount, any time 

Meetings Weekly Weekly 

Training Financial and health None was mentioned 

Withdrawals Unlimited, but not to 
exceed ½ the balance 

Unlimited, but need to go 
with parent or guardian, or 
have field officer bring 
funds 

Additional physical 
evidence 

Photo ID, t-shirt and 
lockable home bank 

None 
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  If you represented senior management of this Kenyan bank, which of 
the two options presented in the case study would you recommend? 
Then please state why you would make that choice below your 
selection. 
 

Sample Responses: 
 
Adapting your existing product to meet the needs of adolescent girls 

I. The differences between the existing product and new prototype are not 

so great to warrant starting from scratch.  Remember the existing product 

was already for youth, so the adaptations are minor.  If the bank were 

adapting a product targeted to adults, more changes might be necessary 

to justify creating a new product.‖ 

II. Since 25 groups (with 463 girls in total) already exist, they will be happy 

to be converted to the new product, since it has free additional physical 

evidence and training.  These benefits should compensate for the new 

withdrawal restriction (not to exceed ½ the balance). 

III. If a new product was created, it would compete with the existing product 

and take clients away (―cannibalize‖ them) since the new prototype 

carries no registration fee and has additional benefits. 

 

Creating a new product to meet the needs of the adolescent girls 
I. Since the targeted segment includes younger girls (from 10 years old and 

only to 19 instead of 22), an entirely different image will need to be 

created. 

II. Also, with no registration fees as a big selling point, this new 

characteristic should be featured in a NEW product.  This can be 

combined with the additional benefits of photo ID, T-shirt, home bank and 

training to make for a spectacular marketing and product launch effort. 

III. The new minimum opening balance required for 15 - 19 year olds not in 

school will be difficult to enforce under the existing product, since it is a 

new restriction, so it is best to start over and create a new product. 

 

 

Close by saying:  

“These are some of the main considerations in exploring how to move forward with 

product design. We hope that the work you did on this case study helps orients you 

in terms of how to analyze the needs and wants of a market segment to design a 

youth-inclusive financial product. One other major consideration in determining 

whether to invest in the design of a product is the assurance of profitability for the 

financial institution offering the product.  Ideally, institutions will consider both the 
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quantitative and qualitative aspects of profitability.  We explore these concepts in the 

next session.” 
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Session 6:  Profitability 
 
The sixth session explores the issue of product profitability. It is a primary concern of 
financial institutions and is a critical part of any decision-making and product design 
process. Some in the course will be more comfortable with numbers than others, so careful 
instructions, small group exercises and clear answers are critical to ensuring that concepts 
are understood and participants have a supportive environment in which to engage in the 
tasks. 

Session Objectives: 
By the end of this session, participants will have:  

1. Answered three questions on their institution‘s capacity to determine the profitability 
of a product. 

2. Listened to an explanation of revenue and cost considerations related to product 
design and to a reminder of the additional costs incurred when designing youth-
specific financial services. 

3. Read three mini-case studies. 
4. Differentiated between the profitability of youth products and adult products. 
5. Identified strategies to overcome the challenges to profitability of youth-specific 

financial services. 
6. Calculated the effect of four different scenarios on an MFI‘s profitability. 
7. Identified the additional benefits to an MFI of offering financial products to youth. 
8. Contemplated the feasibility of conducting a profitability analysis at their institutions 

and identified some of the possible challenges. 
9. Determined additional ways to improve the profitability of youth products 

 

Total Session Time: 130 minutes 

Overview of Activities 

Activity Title Duration Materials Needed 

 
1) Presentation on 

Profitability 
Issues 

 
10 minutes 

 
PowerPoint presentation 

 
2) Profitability: A 

Qualitative 
Perspective 

 
50 minutes 

 
PowerPoint presentation 
Handout: Qualitative 
Worksheet 
Flip chart and markers 

 
3) Profitability: A 

Quantitative 
Perspective 

 
50 minutes 

 
PowerPoint Presentation 
Handout: Quantitative 
Worksheet 
Whiteboard and markers 
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Handout: Profitability 
worksheet (Optional) 

 
4) Benefits of 

Serving Youth 
for Financial 
Service 
Providers 

 
20 minutes 

 
PowerPoint presentation 
Handout: Profitability 
Challenges 
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Activity 1: Presentation on Profitability Issues 

 
During this activity participants listen to a PowerPoint presentation about profitability and 
the product development process. The content of the presentation prepares participants to 
analyze profitability scenarios by revisiting the issue of institutional capacity as it applies to 
determining profitability and introduces two basic variables for increasing profitability. The 
intention of the presentation is to provoke thought but not discussion yet….wait until the 
small groups do the exercises to share conclusions. 

 
 
 
 

Steps:   
a) Introduction to the Profitability PowerPoint Presentation (10 min) 

Open the presentation by mentioning the following: 

“It would be irresponsible to discuss product design without spending some time on 
profitability.  Some participants may be more comfortable with numbers than others, 
but the small group exercises and patience should give everyone an opportunity to 
understand the unique aspects to profitability for youth-inclusive financial services in 
the product design phase.” 

Introduce the PowerPoint presentation by saying, 

“These few slides are meant to introduce some of the challenges in balancing 
product design and profitability. There will be plenty of opportunities to exchange 
insights during our discussions.” 

  Show Title Slide. Refer participants to the institutional assessment handout from 
Day One, and remind them of the concept of institutional readiness by asking and 
answering the follow four questions relevant to profitability: 

Explain the following:  

“(a) Is your institution motivated by social as well as economic goals?   

Your institution‟s mission determines, in part, how important the bottom line is in 
making a decision to enter a new market or not. 

Objectives:  
By the end of this activity, participants will have: 

1. Answered three questions on their institution‘s capacity to determine the 
profitability of a product. 

2. Listened to an explanation of revenue and cost considerations related to 
product design and to a reminder of the additional costs incurred when 
designing youth-specific financial services. 
 

Preparation/Materials: 

 PowerPoint Presentation 

 Computer, projector, screen 
 

Time:  10 minutes 
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(b) How much can you invest in the new product development process and in future 
growth?  

Senior management must also determine whether your institution has the resources 
needed for the investment (market research, product development team, staff 
training, promotional materials, etc.) This informs the decision of how many changes 
you can make and what the budget will be. 

(c) Can your institution accurately determine the full cost of each product?  

Understanding the full cost of each product will enable senior management to make 
strategic decisions in terms of whether or not to implement a new product and how 
to fund the development and launch of a new product.  

(d) Does your institution have the systems to accurately cost each product, including 
all direct costs and accurately allocating all indirect costs?” 

Because there are many hidden costs to developing a new product, institutions that 
invest in a more formalized product costing system will more quickly be able to 
determine the feasibility of a new product.”  

  Show Slide #2, Profitability Issues. Read the four questions aloud and mention 
that the last two will be discussed at the end of this session.  

Before turning to the next slide, introduce the next slide by explaining:  

“Regardless of the product or service, the two basic variables to increase profitability 
are revenue and expenses.  On the revenue side, you can increase it by volume, 
price, or repayment performance if a loan.  Given what we know about young 
people, what are some important considerations for serving young people(i.e.price 
can‟t be too high, because young people can‟t pay much, but FSPs could try to 
increase volume, etc.) 

  Show Slide #3, Revenue Considerations.   

Now, summarize or read the text of the slide. 

Before turning to the next slide on cost considerations, introduce the next slide by 
explaining:  

 “Let‟s divide costs into start-up costs and ongoing costs, as you could with any 
product or service.  Start-up costs are one-time expenses, and are sometimes 
capitalized and amortized. On-going costs need to be accurately estimated to 
ensure the product breaks even at first, and then is profitable.” 

  Show Slide #4, Cost Considerations.  

Now, summarize or read the text of the slide. 

Conclude by saying:  

“From having done the case study yesterday, we know that additional costs for 
youth-specific financial services might include:  non-financial services (training), 
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special promotion, special delivery channels, special infrastructure, and new and 
specially trained staff.” 

Connect to the next activity by saying: 

“Now we will divide into new small groups and begin with some qualitative 
profitability aspects, followed by some quantitative issues”. 
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Activity 2:  Profitability: A Qualitative Perspective 

 
This small group exercise uses three mini-case studies to reveal some of the challenges of 
measuring the profitability of youth products. 

Steps:   
a) Small Group Exercise on the Challenges to Profitability of Youth Products (30 

min) 

Divide participants into small groups and explain that they will now identify some of 

the challenges of measuring the profitability of youth products.  

Divide participants into new small groups of 4 - 6 people each.  As before, inform 
participants of the places where the small groups can meet, and ask participants to 
please take all of their belongings with them.  They will remain in these groups for 
the remainder of the day. 

Once the participants are settled into their new groups refer them to the profitability 
worksheet handout. 

  Show Slide #5 and read the three questions aloud: 
 How is measuring the profitability of youth products different from 

measuring the profitability of adult products? 
 What are the unique challenges of ensuring that youth-specific financial 

services are profitable? 
 What are some suggestions to overcome these challenges? 

 
  Then show Slide #6 and mention that the three organizations for the mini-case 
studies are:  BRAC, Microsave with the Population Council, and ProMujer. 

Advise participants they have about 15 minutes to read the short case studies and 
answer the questions in the handout.   They should appoint a spokesperson for the 
group discussion that will follow. 

Objectives:  
By the end of this activity, participants will have: 

1. Read three mini-case studies. 

2. Differentiated between the profitability of youth products and adult products. 

3. Identified strategies to overcome the challenges to profitability of youth-specific 

financial services. 

 

Preparation/Materials: 

 PowerPoint Presentation 

 Computer, projector, screen 

 Handout: Qualitative Worksheet 
 

Time:  50 minutes 

 



 

73 

 

Circulate around the room to ensure that small groups are answering the questions 
according to the time allotted. 

b) Facilitated Discussion on Results of Large Group Discussion (20 min) 

  Show Slide #5 again with the three questions to begin the discussion.  

Read question #1 aloud and ask for a volunteer from one group to provide one 
answer.  Then rotate around the groups to ensure that each group answers at once.  
 How is measuring the profitability of youth products different from 

measuring the profitability of adult products?  
 
  Keep not of participant‘s responses on a flip chart labeled ―YFS Profitability‖. 
 

Sample Responses: 
I. Need longer time to become profitable/sustainable 

II. Consider serving youth as market development; the youth will hopefully 

become loyal adult clients with some financial management skills and a 

savings culture 

III. Serving youth is a social investment in the future 

 
Read questions #2 and #3 aloud and follow the same process of having one person 
from each group provide one answer for each question.  After each challenge 
mentioned, probe the small group to understand how to overcome the mentioned 
challenge.  
 What are the unique challenges of ensuring that youth-specific financial 

services are profitable? 
 What are some suggestions to overcome these challenges? 

 
  Keep note of participant‘s responses on a flip chart with two columns:  
―Profitability Challenges‖ and ―Suggestions‖. 
 

Sample Responses: 

Challenge Suggestion 

Small loan size  Increase number of borrowers to help absorb 
fixed costs 

Small deposits  Increase volume to absorb costs; Cross-sell to 
young person‘s family members  

High delivery costs Even with high delivery costs,  visibility would 
benefit  
community image and social responsibility 
efforts 

High start-up costs Subsidize from other activities or grant; 
consider the investment worthwhile to 
understand market needs. 
 

Costly product 
characteristics      

Find simple, inexpensive ways to accommodate 
special needs 

Summarize the discussion: 
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“In all three cases, it was necessary to do costing and pricing exercises, as well as 
realistic growth projections to know how much in subsidies was necessary and/or 
how long it would take for the product to become profitable.” 

Connect to next activity by saying: 

“Now that we understand some of the qualitative challenges to measuring 
profitability of products serving young people, let‟s warm up our fingers, crunch 
some numbers and see if we can quantify the effect of volume, cross-selling to 
family members, and reducing costs.” 
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Activity 3:  Profitability: A Quantitative Perspective 

 
This small group exercise uses an example from a fictitious MFI called ―People‘s Bank‖ to 
calculate profitability, based on a series of assumptions, for Year 2 of a new youth loan, 
and then again for four scenarios.  

 
Steps:   

a) Introduction to the Quantitative Profitability Worksheet (30 min) 

Read aloud the first two paragraphs of instructions on the worksheet. 

  Show Slide #7, Quantitative Worksheet on Profitability 

“We‟ll now do the base case for Year 2 together.  The other four scenarios that you 
will work on in your groups are: cross-selling to family members, five years in the 
future, financing opportunities with a partner organization, and cost-savings with a 
partner organization.” 

Begin by calculating #1, the base case, together as a large group.  This should take 
about 10 minutes in total.  Either read the assumptions out loud, or ask participants 
to read assumptions aloud.  

“These assumptions for Year 2 are necessary to calculate the „base case:‟  

 Average youth loan portfolio for the year is projected to double from Year 1 
and reach US$ 118,500, representing 1,050 adolescent girl borrowers. 

 Effective interest rate is the same as for other microloans, 36% per annum 

 Monthly personnel expenses for serving the youth are projected to be $3,200, 
which includes $750 for the trainer and $320 for the promoter who distributes 
flyers. 

 Monthly operating costs are projected to be $720, which includes $200 for 
renting space on Saturdays for group meetings. 

 Indirect expenses each month are projected to be $580, allocated according 
to % of personnel expense directly related to the youth loan compared to the 
total personnel expenses. 

 Start-up costs for consulting services to do market research, product design, 
pilot test protocol and evaluation, and impact monitoring methodology were 
US $47,000.   A grant paid for US $30,000 of it, and the remainder will be 

Objectives:  
By the end of this activity, participants will have: 

1. Calculated the effect of four different scenarios on an MFI‘s profitability 

 

Preparation/Materials: 

 PowerPoint Presentation 

 Computer, projector, screen 

 Handout: Quantitative Worksheet 

 Whiteboard and markers (or four flip chart pages) 
 

Time:  50 minutes 
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amortized over five years.” 
 

  Now do the following calculation on the white board (or flip chart, if white board is 
not available). Write only the numbers in the bold on the board. The meaning of the 
numbers (i.e. avg. loan portfolio * interest rate) is not be written, this is for the 
facilitator‘s understanding.  

1. Base case: 

Revenue  = avg. loan portfolio * interest rate   

  = 118,500 * .36  = 42,660 

Personnel 
expenses  = monthly personnel expenses * 12 months/year   

  = 3,200 * 12 months  = 38,400 

Operating 
costs  = monthly operating costs * 12 months/year   

  = 720 * 12 months  = 8,640 

Indirect 
costs  = monthly indirect costs * 12 months/year   

  = 580 * 12 months  = 6,960 

Start-up 
costs  = total costs - grant / 5 years to get one year cost   

  = 47,000 - 30,000 = 17,000/5   = 3,400 

Net loss for 
year 2  = 42,660 - 38,400 - 8,640 - 6,960 - 3,400  = (14,740) 

 

Conclude #1 by saying, “So People‟s Bank lost $14,740 in year 2.   
 (a) How much would the organization lose if all the start-up costs were 

covered by the grant?  

 $11,340 

b) Small Group Exercise: Calculating Profitability Scenarios  

Divide participants into four groups and ask them to do the remaining calculations in 
the handout individually, and then check them as a group.  

Reassure them that the only mathematical skills needed are addition, subtraction, 
multiplication and division.  They will have about 15 minutes to do as much as they 
can, and then the answers will be given. 

Circulate around the room with the answers to give groups hints.   

Stop the exercise shortly after one group has finished all the calculations, or in 15 
minutes, whichever occurs first.   

c) Facilitated Large Group Discussion on Results of Small Group Exercise (20 

min) 
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 Invite participants with the correct answers to #2, #3 and #4 to come up to the 
whiteboard, (or flip chart) one at a time, write the answers down, and explain their 
work.  Ask someone else from their group to read the problem out loud while they 
write the answers on the white board (or flip chart).  
 
Below are the questions, answers and explanations for #2 - #5 on the Profitability 
Worksheet: 
 
2. Because the girls‘ mothers are required to sign a letter acknowledging the loan, 
they know about the credit program and have seen positive effects on their 
daughters‘ lives.  Some of the mothers already have a credit relationship with the 
same or other microfinance institutions, but you have been able to add 16% of the 
girls‘ mothers as borrowers, each with an average outstanding loan of $157 during 
Year 2.   

  (a) What is the additional interest income from cross-selling to the 
mothers? 

Number of new 
borrowers  = 16% of girls who are borrowers   

   = 1,050 * .16   = 168 

Average new 
portfolio  

 = average loan size * number of 
new borrowers   

   = 157 * 168   = 26,376 

Additional annual 
income  

 = average new portfolio * interest 
rate   

   = 26, 376 *.36   = $9,495 

 
  (b) Is the youth loan program now profitable in Year 2?    

 
Loss from base case + new income = ($14,740) + 9,495 = (5,245) No. 
  

3.  Training, marketing and delivery expenses have been reduced because of your 
partnership with a youth serving organization (YSO).  The YSO now provides free 
the trainer and the space for Saturday meetings.  And since the YSO staff distributes 
the promotional flyers, the microfinance institution no longer needs to employ the 
promoter.   

  (a) What are the annual savings in expenses to the MFI? 
 

= (Trainer‘s monthly salary + promoter‘s monthly salary + rent for Saturday) * 12 
months/year 

= 750 + 320 + 200 = 1,270 * 12 = 15, 240 

 (b) Is the youth loan program now profitable in Year 2, excluding the 
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additional income from the mothers who borrowed?  
 

Loss from base case + expense savings = ($14,740) + 15, 240 = +$500.   Yes. 

4.  ―Fast-forward‖ five years when 30 of the girls who were between the ages of 20 - 
22 when they began the program are now in a position to borrow $10,000 each 
under the housing loan program, with annual interest at 15%. (The government pays 
the expenses for the housing program.) The average outstanding loan for the year 
was $8,500.  Also, 100 girls are eligible for a credit card, where average net annual 
earnings for the MFI are $210 per credit card holder. 

 (a) How much additional annual income do the girls generate five years 
later because they are loyal customers and have developed into users 
of multiple products? Calculate income from housing and income from 
credit cards (separately) 
 

(i)  Income from housing loans = average outstanding loan * interest rate * 
number of borrowers =      8,500 * .15 * 30 = 38,250 

(ii)  Income from credit cards = average net annual earnings * number of 
credit card holders =  210 * 100  = 21,000 

  (b) Can this income be considered an addition to the profitability of the 
youth loan program?  Yes, because the girls who started with the program 
matured into adult customers with other financial needs that were met by the 
bank. 

 

Pose one final question to the group: 

5.  Because the MFI has partnered with a school and provides scholarships to some 
of its outstanding students, the MFI was asked to offer loans to teachers, with the 
monthly payments deducted from their paychecks.  Annual net income for this 
program was $28,100, after deducting costs including the scholarships.    

 (a)Can this income be considered an addition to the profitability of the 
youth loan program?      

 Yes     
 Why?   

 

The relationship with the school is directly related to the youth loan program, so this 
additional income is a result of the new product.    

Connect to the next activity by saying: 

“Thank you for your hard work.  That wasn‟t too bad, was it?  Now that you have a 
sense of how to actually calculate profitability and saw the positive effect some 
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strategies can have on the bottom line, let‟s further discuss these profitability 
challenges that are related to serving youth.” 
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Activity 4: Benefits of Serving Youth for Financial Service Providers  

 

This activity asks some critical open-ended questions to provoke discussion about the 
additional benefits of providing financial services to youth and other means for ensuring 
profitability.  They should be managed according to how much time is available.  
Calculating the profitability scenarios and discussing other means for ensuring profitability 
prepares participants to consider the closing question – how feasible would it be for them to 
conduct a profitability analysis in their institutions. 

 
Steps: 
  

a) Large Group Discussion about Possible Benefits of Serving Youth for 

Financial Service Providers (20 min) 

 

  Show Slide #8, Key Challenges and Decision Points, and keep it up for entire 
activity.  Introduce this activity by saying, 

 

“Calculating and projecting profitability of youth-inclusive financial products is not 
always obvious.  We‟ve already calculated profitability for People‟s Bank.  Now let‟s 
look at some of these additional benefits to the financial institution from serving 
youth and discuss how they can be quantified.”   

Invite participants to follow along with their handout and jot down ideas that inspire 
them. 

Plan to spend only about 5 minutes per question.  Try to give different participants 
the opportunity to speak. 

Ask the following questions ( prepare on flip chart ahead of time): 
 

Objectives:  
By the end of this activity, participants will have: 

1. Identified the additional benefits to an MFI of offering financial products to 

youth. 

2. Contemplated the feasibility of conducting a profitability analysis at their 

institutions and identified some of the possible challenges. 

3. Determined additional ways to improve the profitability of youth products 

 

Preparation/Materials: 

 PowerPoint Presentation 

 Computer, projector, screen 

 Handout: Profitability Challenges 
 

Time:  20 minutes 
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  What would be the benefits of cross-selling financial products to family? 
  How can providing financial services to youth build clients for life?  How 

can this effect on profitability be estimated?   
  What are the benefits to financial service providers of offering non-

financial services? 
  What other measures can be considered to help make youth better and 

more profitable clients?   
 

The next session involves applying these strategies to your own situation.  So to 
start transferring lessons learned to your action plan template, start with thinking 
about these questions: 
  How feasible would it be for you to carry out this profitability analysis at 

your institution, once you have conducted the market research and 
done the initial product design?  

 What would be the challenges to carrying out the analysis and how 
could they be overcome? 
 

After reading the questions, say:  

“Rather than share with the group, please take five minutes to reflect on your own 
situation and jot down notes that might be helpful to fill in the action plan next.” 
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Session 7:  Course Conclusion and Evaluation 
 
In this final session participants develop an action plan to encourage them to transfer their 
learning to their institutions.  In activities 2 and 3 they have an opportunity to share their 
reflections on the course and complete a written evaluation form. 

Session Objectives: 
By the end of this session, participants will have:  

1. Developed an action plan including activities needed for the last phases of the 
product development cycle 

2. Verified that their expectations for the course were met. 

3. Completed a written evaluation form. 

4. Listened to final words of appreciation and congratulations. 

5. Recalled favorite moments or most significant learning from the course. 

 

Total Session Time: 45 minutes 

Overview of Activities 

Activity Title Duration Materials Needed 

 
1) Participant Action 

Planning 

 
15 minutes 

 
Handout: Action Plan 

 
2) Course Evaluation 

  
 15 minutes 

 
Flip Chart of Expectations 
from Day One 
Handout: Evaluation Form 

 
3) Closing Activities 

  
 15 minutes 

 
Certificates 
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Activity 1:  Participant Action Planning 

 
This is the final activity of this session.  As before, participants should refer to their action 
plan and begin thinking about how to take this information back to their respective 
institutions.  
 

 
Steps: 

a) Distribution of Action Plan Form (10 min.) 

Distribute a copy or an e-copy(if participants have laptop) of a blank action plan to 
each participant. 

Invite participants to fill-in the action plan including writing down activities that they 
think are necessary to successfully complete the product design process. 

Advise them they have 10 minutes to do this. 

b) Large Group Sharing of Action Plans (5 min.) 

Facilitate a group discussion on how this information will be taken forward by inviting 
volunteers to talk about what activities they have added to their action plan. 

Thank participants for their hard work, participation and enthusiasm.  Advise them 
their hard work is over, and then ask them to kindly fill out the course evaluation as 
their feedback is important to us.   

Objectives:  
By the end of this activity, participants will have: 

1. Developed an action plan including activities needed for the last phases of the 

product development cycle. 

 

Preparation/Materials: 

 Handout: Action Plan 

 

Time:  15 minutes 
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Activity 2: Course Evaluation 

 
In this activity of the session participants revisit their expectations and complete a written 
evaluation which will be used to make course improvements. Be sure there is enough time 
for them to complete the written form.  

 
Steps: 

a) A Review of Expectations (15 min.) 
Read aloud each expectation from the flip chart page from Day One and ask 
participants if the expectation was met.  If so, put a check () by it and proceed to 
the next one. 

Distribute an evaluation form to each participant and emphasize how important 
honest feedback is to future courses. 

Identify someone (the first one done) to collect the forms and place them in an 
envelope (to protect confidentiality of the participants). 

Objectives:  
By the end of this activity, participants will have: 

1. Verified that their expectations for the course were met. 

2. Completed a written evaluation form. 

 

Preparation/Materials: 

 Flip Chart Pages of Course Expectations from Day One  

 Handout: Evaluation 

 

Time:  15 minutes 
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Activity 3:  Closing Activities 

This is a final opportunity for invited guests and the facilitator to say final words of 
appreciation and congratulations.  Time permitting the participants can also recount their 
favorite moments or most significant learning from the course. 

 
Steps: 

a) Final remarks from Guests, Facilitator and Participants (10 min.) 
Invite participants to share their favorite moments from the workshop or most 
significant learning from the course. 

Invite guests to make final remarks and add your own final remarks. 

b) Participants Receive Course Certificates (5 min) 
Coordinate ahead of time with invited guest(s) to confirm if they want to participate in 
the following process: 

Call each participant to the front of the room, shake their hand, and offer 
congratulations.   

Objectives:  
By the end of this activity, participants will have: 

1. Listened to final words of appreciation and congratulations. 

2. Recalled favorite moments or most significant learning from the course. 

 

Preparation/Materials: 

 Certificates 

 

Time:  15 minutes 
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