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Introduction to Training Manual 
 

Background  

This is the Training Manual for ―Serious Business: Making a Case for Youth Inclusive 

Financial Services‖. It is designed to take participants through a careful review of key 

factors that might impact a Financial Service provider‘s decision to begin offering 

tailored products to youth ages 12-24. This curriculum has been developed as a part of 

a series of Youth-Inclusive Financial Services courses. 
 

Module Goal  

There is a growing interest among many financial service providers in assessing the 

business case for (or against) entering into, or expanding their existing services within, 

youth markets.  Many decision-makers must respond either to an in-house motivation to 

develop new markets, and/or to external pressure from government partners or first-

moving competitors to consider the viability of serving youth ages 12-24 with savings, 

credit, or other financial services.   As a result of attending this course participants 

should be able to develop a 2-4 page Concept Note that makes the case for or against 

their institution taking on this work – including sections on: 

 Identifying Approaches for Serving Youth Markets Profitably   

 Assessing Institutional Capacity to Serve Youth Markets 

 Aligning Corporate Strategies with Entry into Youth Markets 

 

Audience Description  

This workshop is designed to engage decision-makers from financial service providers 

and who are considering the merits of serving youth 12-24 with savings, credit, or other 

financial services.  
 

Prerequisites  

Participants should come to this course possessing broad familiarity with the overall 

operations of their organization – including product design and development, along with 

strategic planning and market positioning.  
 

Length of Training  

The curriculum includes approximately 3.5 hours of classroom activities. The trainer 

should be clear on the arrangements in order to organize the content delivery. This 

course is ideally delivered in this time frame but if more time is available, optional 

activities could be explored, including supplemental discussion topics included in this 

guide or sessions from the Sound Practices in Implementing Youth-Inclusive Financial 

Services course or individual consultations with participants. 
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Training Environment  

This is a classroom or workshop based, instructor-led training. Participants are guided 

by a trainer through a series of timed activities. Trainer access to a flip chart or board is 

desirable. The course includes references to PowerPoint presentations which require 

access to a computer and projector. Alternatively, trainers may use flip charts as 

substitutes if access to computers and projectors is limited.  
 

Instructional Techniques/Methodologies  

The curriculum incorporates experiential-based, adult-learning methodologies. A typical 

training session includes a well-defined learning objective. Each session begins with an 

anchoring activity which builds on the experience of participants and links the learning 

objective to the learner‘s past experience. The anchoring activity is followed by adding 

activities which provide new information or skills (often in the form of case studies or key 

lessons learned from early movers). Finally, there are opportunities to apply key lessons 

learned as each participant drafts a ―Making a Case‖ Concept Note throughout the 

workshop. The end result is a ―Making a Case‖ Concept Note, which represents the 

―away‖ or something that participants can reference in the future within their own 

context. 

 

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

 Training Manual. 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.  

 Making a Case PowerPoint.  Includes information related to case studies and 

key lessons learned from early entrants into youth inclusive financial service 

markets 

 Participant USB and Handouts. 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 trainer that has successfully completed the 

Youth-Inclusive Financial Services Linkage Program Certification process. Ideally, 

trainers will have familiarity with youth and financial services, as well as training 

expertise, but it is recognized that trainers may have two of the three desired 

experiential and skill bases. The Training Manual provides instructions, specific 



      

 

4 

questions, sample answers, and illustrations (where appropriate) to enable the trainer to 

set up and deliver the curriculum to the target audience.  

 

Tips to the Trainer  

 Learn about any interpretation or translation that may need to take place before 

or during the delivery of the course—ensure materials are translated and 

available in advance and that extra time is built into the training to allow for 

interpretation. Up to 50% more time may be needed if interpretation takes place 

during the course.  

 If interpretation is needed, the course may run longer than ½ a day --and 

adjustments should be made as necessary.  

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:  Introductions and Overview 
In this first session participants introduce themselves and listen to an overview of the 
objectives of the course.   
 

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

1. Listened to course objectives and an overview of the course 
2. Listed course expectations and course norms 
3. Aligned their expectations of the course with the stated objectives of the course 
4. Reviewed the Concept Note Outline 

 
Total Session Time:  20 minutes  
 

Overview of Activities 
 

Activity Title Duration Materials Needed 

 
1) Welcome, 
Introductions, Course 
Overview and 
Expectations  
 

 
20 minutes 

 
Flip Charts 
Markers 
 e-Handout or Handout: 
Concept Note Outline 
Handout: Course Syllabus 
 PowerPoint: Making a 
Case (Slides 1-4) 
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Activity 1: Welcome, Introductions, Course Overview and 

Expectations 

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

 
Steps:   

a) Course Introduction and Sponsor Acknowledgement (1 min) 
 
Thank participants for committing to attending a Serious Business: 
Making a Case for Youth-Inclusive Financial Services course. 
 
Acknowledge host organizations or individuals: 
 
―We greatly appreciate the support of our host organization for welcoming us and 
supporting the delivery of this course.‖   
 
Introduce the reasoning behind the course while  Show Title Slide #1 of 

PowerPoint Slide: Making a Case and say: 

―There is a growing interest among many financial service providers in assessing 
the business case for (or against) entering into, or expanding their existing 
services within, youth markets.  Many decision-makers, like you, must respond 
either to an in-house motivation to develop new markets, and/or to an external 
pressure from government partners or first-moving competitors to consider the 
viability of serving youth 12-24 with savings, credit, or other financial services.  
This half day course is designed to expose you to a range of case studies and 

Objectives:  

By the end of this activity, participants will have: 

1. Listened to course objectives  
2. Listed course expectations and course norms 
3. Aligned their expectations of the course with the stated objectives of the 

course 
 

Preparation/Materials: 

 Flip Charts 

 Markers 

 Blank paper or flipchart for organizational chart 

  e-Handout or Handout: Concept Note Outline 

 Handout: Course Syllabus 

  PowerPoint: Making a Case (Slides 1 – 4) 
 

Time:  20 minutes 
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lessons learned by early entrants into the field of youth inclusive financial 
services – and to provide you with a chance to develop a thoughtful response to 
the question of whether such services make sense for your institution.     
 
Originally, this course was called Making THE Case for Youth Inclusive Financial 
Services. However after conducting our research with several early entrants into 
the field of YFS, we found that there are several different approaches to making 
a case for YFS. As a result, we decided to call it Making a Case for Youth-
Inclusive Financial Services. ― 



b) Introductions and Expectations (10 min.)  
 

 Show Slide #2 of PowerPoint: Making a Case 
 
Ask participants to share their name, organization, and role in a large group or in 

pairs depending on the number of participants. Second, ask about the 

combination of internal and external pressures they face, if any, to make a case 

for serving youth (or not serving them) 

 

Say,  
 
―Since we come from a range of different organizations, let‘s take a minute to 
introduce each other by sharing:   
 Your name and your organization 
 Your role 
 Examples of one internal or external pressure you might be facing to 

serve the youth market” 
 
Conclude by acknowledging the full range of organizations and roles represented 
along with the diversity of pressures faced. 

 

c) Course Objectives and Agenda (5 min.)  
Introduce participants to the ―challenge‖ of developing a 2-4 page concept note 
on the business case for entering, or not entering, the youth market:  
 
―We have just heard about the internal and external pressures for expanding your 
institution‘s presence in serving youth markets.  As senior managers, many of us 
will be expected to brief our boards or leadership teams on the results of this 
exercise.  One way to do this might be through the development of a 2-4 page 
concept note.  As such, this half day session is actually built around each of us 
developing the bulleted content for just such a concept note using the template I 
will now share with each of you‖ 
 

Tip to the Trainer:  It may be useful to provide your participants with both a 
paper and an electronic version of the concept note template – as some may 
wish to work on their laptops throughout the session, rather than documenting 
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their input / notes by hand. 
 
Introduce participants to the three main sections of the Concept Note Template – 
which are, in turn, closely aligned with the structure of the session‘s agenda: 
 
 Show slide #3 of PowerPoint: Making a Case 
 
 ―To give you an overview of the agenda for today‘s session, which is linked to 
the layout of the Concept Note Template – it may be helpful to note that we have 
structured this session to cover three essential topics required in any 
organization‘s decision to offer, or not offer, youth inclusive financial services: 

 Identifying approaches to serving youth ―profitably‖1 

 Assessing the institutional capacity required to serve these markets 

 Considering the relative fit or alignment of serving youth markets within a 
Financial Service Provider‘s overall corporate strategy‖ 

 
 Show slide #4 of PowerPoint: Making a Case 
 

Finally, provide participants with an overview of the course‘s case study driven 
methodology – and the 3 types of available ―evidence‖:  (i) anecdotal, (ii) 
documented, (iii) analytical 
 
―One final note about today‘s session is that we will be referring frequently to the 
experience of early entrants into the youth market (in a range of countries).  This 
will take the form of specific case studies, along with some cross-cutting effective 
practices synthesized from the experiences of diverse organizations.  It is 
important to signal though, that different levels of ―evidence‖ currently exist in this 
relatively new area of financial service provision.  We will thus try to be clear 
when the experiences or evidence we are sharing is largely: 
 

 Anecdotal – or based on key informant interviews, conference 
presentations or stakeholder consultations 

 Documented – where it is captured in the form of written reports or formal 
presentations backed by self-reported data.  

 Analytical – where it includes the use of data analysis as part of the 
conclusions drawn or recommendations made 

  
 

d) Group Norms (5 min) 
Before moving on, ask participants to quickly suggest some norms (examples 
listed below) for the group to follow that will make this seminar enjoyable for all.  
 

                                                           
1 We use quotations around the term “profitably” because our examples will present different approaches or definitions of 

profitability. In many cases, those who serve youth have learned that to do so effectively requires an institution to look beyond 
the traditional profit/loss analysis and consider a longer term approach to serving youth. 
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 Write down the norms that the group members share on the flip chart. 
 

Sample Norms and Training Rules 

No cell phones 

No web surfing 

Active participation, etc. 

 

Review the time schedule for the seminar: 
 
―We will end at approximately [Insert time].  Lunch is between [Insert time].  
Please note that we will start promptly at [Insert time] after lunch. We will also 
have one morning [Insert time] and one afternoon [Insert time] break of 15 
minutes.‖ 
 
Review materials for the seminar and how the packet/binder and/or USB are 
organized:  
 
―Your materials are in a binder, divided by session and include key handouts for 
your reference. You will also receive a USB memory stick with readings and all of 
the presentations that we will use in this course.‖ 
 
Review other logistics (internet, location of restrooms, etc.) and ask if participants 
have any questions before moving on.  
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Session 2: The Youth Market and Perspectives on 

Profitability 
In this session, participants explore youth as a potentially profitable market and are 
provided with various perspectives on profitability.  
 

 

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

1. Examined the three different approaches to analyzing profitability of YFS 

2. Analyzed the relative ―fit‖ of these three approaches within the context of their 

own institution or operating environment 

Total Session Time: 100 minutes 
 
Overview of Activities 
 

Activity Title Duration Materials Needed 

 
1) Youth as a Potentially 
Profitable Market  to 
Serve 

 
20 minutes 

Flip Charts 
Markers 
 PowerPoint Presentation:  
Making a Case (Slide 5-10) 

 
2) Youth as a Profitable 
Segment ―NOW‖ 

 
30 minutes 

Flip Charts 
Markers 
 PowerPoint Presentation: 
Making a Case (Slide 11-14) 
Handout:  MAC Handout #1 
Equity Bank 
 Video #1: Interview with 
David Mukaru, Equity Bank 

 
3) Youth as a Profitable 
Segment in the ―Future‖ 
 

 
30 minutes 

Flip Charts 
Markers 
Note cards or sticky notes 
 PowerPoint Presentation: 
Making a Case (Slide 16-20) 
Handout:  MAC Handout #2: 
Hatton National Bank 
Handout:  MAC Handout #3: 
Fundacion Paraguaya 

 
4) Youth as an 
―Indirectly‖ Profitable 
Segment  
 

 
30 minutes 

 
Flip Charts 
Markers 
 PowerPoint Presentation: 
Making a Case (Slide 21-22) 
 Video #2: Interview with 
Kimanthi Mutua, K-Rep Bank 
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Activity 1: Youth as a Potentially Profitable Market to Serve 

In this activity, participants will get an overview of the youth market, including the 
general definition of the term youth, the broad demographics at various macro and 
micro-levels, and will be introduced to the three perspectives of profitability brought to 
light by early entrants into the sector.  
 

Steps:   
a) Existing Knowledge of Youth in our Contexts  

―As a first step, perhaps we should define what we mean by youth.‖  
 
Ask participants the following:  
 
 What is the definition of youth in your country?  

 
Invite 1 or 2 participants to share their responses before explaining:  

  
―Depending on the country or institution, youth may be defined slightly differently 
– as you saw with your responses. While we have not reached consensus on the 
definition of youth, we have found however, from the cognitive development 
perspective, that it is important to invest in young people prior to their reaching 
24 years of age so they can learn to interact with financial services and develop 
the related skills during critical cognitive developmental stages.  Research on 
brain development shows that there is a critical stage between the ages of 11 
and 24 years of age for developing abilities such as planning and goal setting. 
Trying to learn these after the age of 24 is more challenging, so ―exercising‖ the 
brain during this time frame to develop these abilities is crucial.   (Scarborough, 
2010). For example, use of savings during this age range will help young people 
develop planning ability and goal setting.   Additionally, there are critical 
transitions that occur during these years and youth-inclusive financial services 
can play a role as young people experience these transitions. 
 

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

1. Examined the broad demographic potential of the youth market 

2. Reflected on the importance of sub-segmenting the youth market 

3. Listened to three perspectives on ―profitability‖  

 
Preparation/Materials: 

 Flip Charts 

 Markers 

  PowerPoint Presentation:  
Making a Case (Slide 5-10) 

Time:  20 minutes 
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Some institutional examples we present today may go slightly below this age 
range, particularly when talking about child savings and some may go above, 
particularly when talking about young entrepreneur loans.  I‘ll try and point out 
the age range used in each of the examples I present today. 
 
So let‘s begin by starting to describe the realities and the characteristics of the 
youth that you serve and/or are in your context. In fact, one of the first questions 
we need to address in our ―Making a Case‖ Concept Notes is what our 
organization (and others in our sector) already know about the scope and scale 
of potential youth markets.‖ 
 
 Show slide #5 of PowerPoint: Making a Case 
 

 
 How do we define youth in our country, community or institution? 

 
 What are some things we know about the number of youth in our 

country – and about the breakdown of this cohort by such variables 
as age, gender, urban/rural living, education level, economic 
participation? (Note: Trainer should provide participants with 
national/regional level data that can help guide the discussion – this 
can be a supplement or substitute for slides 6 & 7) 

 
 What are some things we know more specifically about any 

demographic features of youth in the communities our institutions 
currently serve? 

 
 What are some things we know in particular about demographic 

features of youth 12-24 in the households of our institution‟s existing 
clients? 

 
 What does our information system tell us about the youth that we 

may already be serving? 
 
Ask participants to look at the five questions on the slide and explain them one 
by one.  
 

 

“Before we begin answering these questions from our country perspectives, let’s look at some of 

the general global, regional, and national level statistics that may help us inform our thoughts 

on these questions.” 

Tip to the Trainer: At this point, participants will not be using the concept note to fill out the 

questions. They are simply to read the questions aloud and clarify any questions.  
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b) Some Common Demographic Trends  
 
Share some demographic statistics from a global / regional / national level.  
 

Tip to the Trainer: These slides should be adapted to reflect more local-level 
data 

 
 Show Slide #6 of PowerPoint: Making a Case: ―Currently, there are 1.5 billion 
youth—that is people between 12 and 24 in the world today. 85% of these young 
people, or 1.3 billion of these youth, live in developing countries and have few 
opportunities for education, asset-building or formal employment.  Without action, 
youth vulnerability could turn into a youth crisis. It is critical that youth have 
alternative sources of livelihoods, means of building assets, capital for 
investment, and financial protection measures.‖ 
 
 Show Slide #7 of PowerPoint: Making a Case: ―Youth unemployment 
continues to be a cause of concern for most developing nations. There are 620 
unemployed youth (ages 15-24) in the world today and the ratio of adult to youth 
unemployment globally stands at 2.8. In North Africa the ratio is even higher 
where for every unemployed adult there are 3.8 unemployed young people. 
Similarly in South East Asia and the Pacific the ratio is 5. And the trends show, 
quite shockingly, that the youth population will grow by 1 billion over the next 
decade, yet only 300 million jobs will be created.‖  
 
 Show Slide #8 of PowerPoint: Making a Case: ―This chart focuses specifically 
on youth population trends, and what has been termed the youth ―dividend‖ or 
―bulge.‖ Population trends show that many developing countries will be reaching 
their youth population peak in decades to come. Most of Latin America and Asia 
are experiencing their peak now and will see a decline in coming decades. In 
Africa, however, the number of youth will continue to grow for decades to come.     
 
The 2007 World Development Report frames the surging youth populations in the 
developing world as a ‗youth dividend,‘ seeing this time as one of great 
opportunity -- to invest in these youth, and therefore contribute to a country‘s 
human, social, and economic capital (World Bank, 2007).  Some institutions 
recognize that helping youth become economically active contributors to society, 
benefit not only the youth, and not only the financial services provider, but also 
the larger community as a whole. 
 
We all know that young people are our future, and they are economically active. 
Without the right support, both financial and social, they will not be able to take 
full advantage of opportunities to climb out of poverty.‖ 
 

c) Importance of Sub-Segmenting the “Youth Market”  
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Facilitators speak to the lessons learned by First Movers in the sector regarding 
the need to ―sub-segment‖ the youth market (emphasizing that there are really 
many youth markets) 
 
―One important lesson learned by ‗First Movers‘ in the youth-inclusive financial 
services sector is that market research will typically show that there is not one 
single ‗youth market‘ – but rather that youth are present in many of the market 
segments already served by financial service providers.  Indeed, one way to think 
about youth is as being ‗sub-segments‘ of existing market segments (rather than 
an entirely separate segment).‖ 
 
 

d) Three Types of Profitability  
Introduce the three types of profitability that have emerged from the experiences 
of early entrants:  
 
 Show Slide 9 of PowerPoint: Making a Case: ―Now that we have considered 
the scope and scale of potential youth markets, our focus will shift to the ways 
that early entrants have explored the potential ―profitability‖ of serving youth 
markets – including opportunities to generate profit: 

 Now or in the relative short term 

 In the Future – and/or 

 Indirect ways 
 
We‘ve separated these approaches into three different categories however you 
will see through the examples presented that most institutions have combined 
two or more of these approaches as part of their long-term strategy for serving 
younger clients. So in our next three activities, we will explore these three 
perspectives through the experiences of early entrants.‖ 
 
 Show Slide #10 of PowerPoint: Making a Case: What we already know about 
the scope and scale of youth markets and introduce this sub-topic by 
emphasizing the lessons learned by ‗First Movers: 

 
Provide participants with 2-5 minutes to make a few notes in Part 2.1 of their 
―Making A Case‖ Concept Note Template. 
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Activity 2: Youth as a Profitable Segment “NOW” 

In this activity,  

 
Steps:   

a) Generating Short-Term Profits with Youth Clients 
Present participants with the experiences of FSP‘s who have found that youth 
can be profitable over the relatively ―short term‖ as consumers of adapted/new 
credit products.   
 
―Let‘s bring our exploration of short-term profitability in the youth market by 
looking at one type of early entrants who has found a way to generate profits 
through offering start-up loans to young entrepreneurs. I should preface this 
discussion by highlighting the fact that this approach is the most difficult to 
achieve and the least common that we have observed to date. That isn‘t to say 
that short-term profits are not possible, however they are more challenging to 
achieve due to the fact that youth clients generally start out with small amounts 
and eventually grow their savings and credit balances over time.‖ 
 
 
 Show Slide #11 of PowerPoint: Making a Case and  Video #1: Interview 
with David Mukaru: 
 
 ―To start off this section I‘d like to show you a clip from a video interview with 
David Mukaru, Head of Microfinance at Equity Bank. In the interview, David talks 
about some of the institutional benefits of working with young clients.‖ 
 
 Show Slide #12 of PowerPoint: Making a Case: ―Now let‘s look at the 
documented experience of Equity Bank – who have used product adaptations, 

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

1. Examined the way that one financial service provider has reported making a 

short to medium term ―profit‖ on serving youth clients  

2.  Analyzed the level of existing evidence of ―profitability‖  

3. Reflected on the implications of key lessons learned for their own institution  

 

Preparation/Materials: 

 Flip Charts 

 Markers 

  PowerPoint Presentation: Making a Case (Slide 11-14) 

 Handout:  MAC Handout #1 Equity Bank 

  Video #1: Interview with David Mukaru, Equity Bank 
 

Time:  30 minutes 
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partnerships and subsidies from government partners to defray the upfront costs 
of serving young entrepreneurs and achieve short-term profitability. 
 
Equity Bank entered into a partnership with the Kenya Youth Enterprise 
Development Fund, a government program that provides subsidized loan capital 
for banks, MFIs and NGOs to on-lend to young entrepreneurs between the ages 
of 18-35. Equity has channeled 80% of this fund and as of 2010 was reaching 
74,000 young entrepreneurs with group loans, required and voluntary savings, 
and insurance. These young entrepreneurs also receive financial education, 
business training and advisory services as well as mentoring through 
partnerships with foundations and NGOs. 
 
With the support of the government fund, Equity Bank is able to achieve 
sustainability in a relatively short amount of time however the bank staff also has 
a long-term vision for their investment in youth. Equity Bank recognizes that 
young entrepreneurs bring fresh ideas to the bank and that, with the appropriate 
support services, they have a greater capacity to develop and grow businesses 
in the medium term than their older, adult counterparts.‖ 
 
 Show Slide #13 of PowerPoint: Making a Case: ―I‘d also like to highlight the 
PAR >30 for Equity where the Bank reports that its youth clients are actually 
better at repayment than their adult counterparts. In your handout, you‘ll see that 
at the end of 2010 youth PAR >30 days was 3% while adult PAR >30 days was 
5%. This figure represents an important departure from the common assumption 
that youth are riskier than adults. According to Equity, one of the key reasons 
behind this lower PAR is the integrated package of services that Equity offers its 
young clients. In fact, Equity credits its group methodology and the training and 
mentoring services it offers its youth entrepreneurs as a means to guarantee 
greater success rates in youth enterprises and strong repayment.  
 
These results mirror those of similar products in other institutions including Al 
Amal Microfinance Bank in Yemen, Alexandria Business Association in Egypt 
and Fundacion Paraguaya, which we will turn to in the next session.‖ 

 
 

b) The Likelihood of “Immediate” Profits for My Institution 
 
Ask participants to speak briefly to a neighbor about youth being profitably 
―NOW‖ by sharing:  
 
―Now that we have heard about the experiences of EQUITY BANK – let‘s take a 
few minutes to speak with one of our neighbors about what we suspect the 
likelihood would be for our institutions to find a way to serve the youth market in 
an immediately profitable manner:‖ 
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 Show Slide #14 of PowerPoint: Making a Case and ask participants to answer 
the following:   
 
 What types of financial services are those that would mostly likely be 

profitable in the short-term within the context of our own institution? 
 Do we suspect profitability in the short-term would likely be achieved 

with subsidies or without them?  
 
Check in with a few pairs to hear about the nature of their discussion and how 
they answered the two questions posed. 
 

Tip to the Trainer:  It will be important at various stages in this workshop not 
to try to check in with every pair of participants – especially in a relatively large 
group.  The goal for this activity and those like it is to generate reflection and 
dialogue, not to cover all possible answers. 
 

 
c) Apply Initial Reactions to “Making a Case” Concept Note 

 
Refer participants to section 2.2 in their Concept Note template. Ask participants 
to take 5 minutes to reflect on each question and write down their responses.  
 
After participants have finished reflecting on their own institutions, let them know 
that the next piece will be looking at profitability in terms of ―potentially profitability 
markets in the future.‖  

  



      

 

18 

Activity 3: Youth as a Profitable Segment in the “Future” 

In this activity, participants explore the idea of long-term profitability by examining the 
cases of early entrants and their perspectives on long-term profitability.   

Steps:   
a) The Link Between Serving Youth and Future Profitability 

 
Participants are asked what they suspect might be some reasons why serving 
youth segments might generate profits in the future by saying:  
 
―We have just been speaking about how some institutions have been able to 
make immediate profits from serving youth markets.  We are now going to look at 
the experience of financial services providers who are making a case for youth 
markets around ―future‖ profits.  To get us started on this theme why don‘t we 
think aloud ourselves about the following question: 

 
 Show Slide #15 of PowerPoint: Making a Case: 
 What we suspect might be some of the ways that serving youth 

today might generate profits in the future? 
 
Invite participants to write down one or two ideas on sticky notes and post them 
on a flip chart. Debrief their responses with them and add the following if not 
mentioned already: 
 
Sample Responses:  

I. Youth clients take on larger and larger loans until they become profitable 
customers; as youth have critical life transitions they are looking to access 
other products from FSPs that will likely be more profitable for the institutions 

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

1.  Examined how FSP‘s have sought to forecast the longer term profitability of 

serving the youth market 

2.  Analyzed the level of existing evidence of ―profitability‖ for this approach 

3.  Reflected on the implications of key lessons learned for their own institution 

Preparation/Materials: 

 Flip Charts 

 Markers 

 Note cards or sticky notes 

  PowerPoint Presentation: Making a Case (Slide 16-20) 

 Handout:  MAC Handout #2: Hatton National Bank 

 Handout:  MAC Handout #3: Fundacion Paraguaya 
 

Time:  30 minutes 



      

 

19 

(i.e. housing loan) 
II. Youth develop brand loyalty over time and become customers for life 

III. Youth refer friends and family to the bank – which builds its market share 

 

 
b) Tracking Longer Term Profitability 

Participants will then be presented with two case studies from Hatton National 
Bank and Fundacion Paraguaya that presents their experiences in projecting 
(and/or tracking) longer-term profitability. 
 
 Show Slide #16 of PowerPoint: Making a Case: ―In the case of savings – we 
can share the anecdotal experience of Hatton National Bank in Sri Lanka. Hatton 
has been offering youth savings products through a network of in-school banking 
units for the past 20 years. The bank has generated over 600,000 student savers 
and US $40 million in student deposits. 
 
Violent youth uprisings in 1971 and 1989 led HNB to the realization that its 
survival depended on economic and political stability. As a result the bank 
devised strategies that would help youth build their capacity to accumulate 
savings and build a better future for themselves. HNB works through public 
schools, setting up 200 student-run banking units. Young people make deposits 
into savings accounts that earn anywhere from 1-3% higher interest rates than 
standard savings accounts. These students are allowed to make withdrawals 
after their 18th birthday. Due to the contractual nature of the savings accounts, 
HNB is able to keep administrative costs low and is able to mobilize the US$40 
million in youth savings.  
 
It is important to note that HNB launched this product in the height of the civil war 
and despite the challenging environment has been able to successfully build its 
savings business to 600,000 young people across the country. Over the years, 
these student savers have become loyal bank clients, building their savings and 
taking out loans for different purposes. The case study included in your binder 
will provide further information on HNB‘s work with young clients.‖ 
 

Tip to the Trainer: A helpful comment if participants want to discuss the 
contractual nature of the savings product: Some MFIs, such as XacBank in 
Mongolia, have found that it is not always easy to engage youth clients or their 
parents in contractual savings schemes that involve such terms. In these cases, 
MFIs can still offer youth savings products, but they take the third approach, or 
an indirect approach to profitably serving youth, in order to increase their client 
base and improve their retention rates among existing non-youth clients. 
Although young savings accounts are probably not particularly profitable as a 
stand-alone product in the short-term, the product can be viewed as an 
investment in longer-term client profitability as children grow older and graduate 
into more profitable financial products, such as loans. We‘ll discuss this particular 
approach in the last activity of this session.  
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―At this juncture we would like to present to you the experience of Fundación 
Paraguaya, an organization which has shared analytical evidence of the link 
between serving youth today and increasing profitability in the future.   
 
 Show Slide #17 of PowerPoint: Making a Case: ―Fundacion Paraguaya (FP) is 
an institution known for its strong social mission and for its commitment to 
serving youth. It has been offering tailored youth loans and training to young 
entrepreneurs, 18-24, who comprise nearly 15% of their total client base, through 
its business incubator program since 2000. Similar to the previous examples, FP 
is investing in youth as a strategy to address high youth unemployment and to 
cultivate a future generation of clients. We did some data analysis with FP to 
better understand how they compare to older clients in terms of portfolio at risk 
and loan size to help give us a better idea of the business opportunities in 
lending to younger clients. 
 
FP stresses the importance of providing young people with an integrated 
package of services to ensure their businesses grow over time and generate 
increasing returns.‖ 
 
Let participants know that there is not enough time to cover the whole case 
study, let them know you will highlight a few key findings:  
 
 Show Slide #18 of PowerPoint: Making a Case: ―At first glance it appears the 
data supports the assumption of skeptics in that youth loans are too small and 
thus not profitable. As you can see in the table, youth clients, under the age of 
25, tend to start out with smaller than average loan sizes. This is due to the fact 
that this is often a young person‘s first experience with starting a business as well 
as taking out a loan. By tracking those young clients who stayed with the 
institution after two years, however, FP found that growth in average loan size 
was the highest for the under 25 age group with 89.9% and that the actual 
average loan size was higher compared with the 25-29 and 40-44 age ranges. In 
general this proves that youth may start out with smaller loan sizes but that they 
generally catch up to their older peers within about 2 years.‖  
 
 Show Slide #19 of PowerPoint: Making a Case: ―Another interesting finding I‘d 
like to share has to do with youth repayment behavior. As you note in the table, 
youth actually present a significantly worse repayment behavior at PAR>1 day 
and PAR>30. When you get to PAR>60 days, however, the rate drops 
significantly and falls in line with repayment behavior for older age segments. 
When you look at >90 and above, the youth PAR actually drops below most of 
the rest of these age segments.  
 
What does this tell us? One conclusion our analysis revealed was the importance 
of parental involvement. In talking with FP staff, we found that youth loans are 
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required to have a cosigner and that this helped FP to mitigate the risk of default 
from their younger clientele as well as keep provisioning costs low.‖ 
 
Encourage participants to read the entire Fundacion Paraguaya case study 
which is in their binder.   
 
―I might also note that while we included Equity Bank in the section on short-term 
profitability, that managers at Equity also see its investment in youth as part of a 
long-term strategy as well. The young entrepreneur clubs are one of a growing 
number of products that Equity is developing for youth, including mobile savings 
and financial education. These products, while generally unprofitable, are helping 
Equity to maintain its leadership in the market and to cultivate its new generation 
of clients.‖ 
 

c) The Likelihood of Future Profitability for My Institution 
Ask participants to speak briefly to a different neighbor about whether they 
suspect that youth being a profitable segment in the ―future‖ is likely or not for 
their institution.  
 
 Show Slide #20 of PowerPoint: Making a Case and ask participants the 
following:  
 
 What do you think might be the connection, if any, for your 

institution between serving youth today and improving youth 
profitability in the future? 

 
Ask participants to take a few minutes to discuss  initial thoughts with a partner. 
 
Presenter checks in with a few pairs to hear about the nature of their discussion. 
 

d)  Capturing Some Initial Thinking in My “Making the Case” Concept Note 
Refer participants to section 2.3 in their Concept Note template. Ask participants 
to take 5 minutes to reflect on each question and write down their responses.  
 
After participants have finished reflecting on their own institutions, let them know 
that the next piece will be looking at profitability in terms of ―indirect 
considerations.‖ 
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Activity 4: Youth as a Profitable Segment in “Indirect” Ways 

In this activity, participants will explore some of the strategic considerations for serving 
youth markets that are linked to building broader profitability in ―indirect‖ ways. 

Steps:   
a) The “Indirect” Case for Entering Youth Markets  

Presenters will share examples of the final way in which some FSP‘s have made 
an indirect business case for entering youth markets. 
 
 Show Slide #21 of PowerPoint: Making a Case: ―One final business case and 
perhaps the most common one made by early entrants into the youth-inclusive 
financial services marketplace is that such investments can generate profits in 
more indirect ways. Some examples include:  

 Building brand identity in the broader marketplace 

 Increasing client satisfaction/retention 

 Cross- selling  (including accessing older family members through youth, 
or converting savings clients into credit clients) 

 Building a positive Corporate Social Responsibility (CSR) identity with 
government stakeholders (including regulators) 

 Not ceding market share / space to competitors 
 
This is particularly the case for institutions that develop savings products for 
young people. While the small savings products may never achieve 
sustainability, they are used as a tool to generate customer loyalty and to 
cultivate future loan clients. Examples of institutions doing this include XacBank 
in Mongolia, Banco Adopem in the Dominican Republic and K-Rep Bank in 
Kenya.‖ 
 

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

1.  Examined the ways that FSP‘s have seen entry into youth markets as playing 

a strategic role for their institution 

2. Analyzed the level of existing evidence of ―indirect‖ profitability associated with 

investments in serving youth markets 

3. Reflected on the implications of key lessons learned for their own institution 

 

Preparation/Materials: 

 Flip Charts 

 Markers 

  PowerPoint Presentation: Making a Case (Slide 21-22) 

  Video #2: Interview with Kimanthi Mutua, K-Rep Bank 
 

Time:  20 minutes 
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 Show Slide #22 of PowerPoint: Making a Case: ―Now I‘d like to show a brief 
video clip from an interview with Kimanthi Mutua, CEO of K-Rep Group, where 
he discusses K-Rep‘s long-term investment in the youth market. Later in the 
session we‘ll show a video of K-Rep‘s savings product that was developed in 
partnership with the Population Council and Microsave.‖ 
 

b) Other possible strategic (or indirect) reasons for serving youth markets  
 
Pull up Slide #21 again and ask participants if they can think of any other 
strategic reasons for serving youth markets. 
 

c) Capturing Some Initial Thinking in My “Making the Case” Concept  
 
Refer participants to section 2.4 in their Concept Note Template. Ask participants 
to take 5 minutes to reflect on each question and write down their responses 
regarding the possibility of INDIRECT profits linked to serving youth markets 
today. 
 
If there is time, have participants take another 5 minutes to consider the 
Synthesis and Analysis of the Three Options in section 2.5 of their concept note: 
 
 To what extent do these three views overlap and intersect? Which 

departments within my institution are interested in which 
approaches? 

 What are my competitors doing in this arena? 
 What do we know about the Policy and Regulatory Environment and 

how does using one or more of the three approaches impact our 
ability to serve young people?  

 Cost: How will my institution evaluate the cost of the three 
approaches – will we seek donor funding or use our own reserves, 
etc.?  

 
After participants have finished reflecting on their own institutions, let them know 
that the next piece will be looking at key considerations around institutional 
capacity in serving youth markets.  
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Session 3: Assessing the institutional capacity 

required to serve youth markets 
In this session, participants reflect on their institutional capacity to serve young people 
in three key areas: market research, product design, and staffing.  
 
Session Objectives: 
By the end of this session, participants will have:  

1. Listened to the importance of building institutional capacity around Market 

Research, Product Design and Staffing in preparation for launching a youth 

product 

2. Reviewed the importance of adding a youth lens to these three key components 

of product design 

Total Session Time: 75 minutes 
 
Overview of Activities 
 

Activity Title Duration Materials Needed 

 
1) The Importance of 
Institutional Capacity 

 
15 minutes 

 
Flip Charts 
Markers 
 PowerPoint Presentation: 
Making a Case (Slide 23-24) 
 

 
2) Market Research and 
Institutional Capacity 

 
15 minutes 

 
Flip Charts 
Markers 
 PowerPoint Presentation: 
Making a Case (Slide 25-27) 
Handout: MAC Handout #4 
Women‘s World Banking 
Case Study  
Handout: MAC Handout #5 
Segmenting the Youth Market 
for More Effective Product 
 Video #3: Interview with 
Ben Shell, WWB 
 

 
3) Product Design and 
Institutional Capacity 
 

 
30 minutes 

 
Flip Charts 
Markers 
 PowerPoint Presentation: 
Making a Case (Slide 28-35) 
Handout: MAC Handout #6: 
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Panabo Multipurpose 
Cooperative Case Study 
Handout: MAC Handout #7 
PopCouncil/MicroSave Case 
Study 
 Video #4: Interview with 
David Mukaru, Equity Bank 
 Video #5: K-Rep Go Girl 
Savings Video  
 

 
4) Staffing Implications 
and Institutional 
Capacity 
 

 
15 minutes 

 
Flip Charts 
Markers 
 PowerPoint Presentation: 
Making a Case (Slide 36-37) 
 Video #6: Video interview 
with Claudia Pompa 
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Activity 1: The Importance of Institutional Capacity  

In this activity, participants will shift their focus to addressing the type of institutional 
capacity needed to successfully serve youth markets. 

Steps:   
a) Three Key Aspects of Institutional Capacity 

 
Introduce the three key aspects of institutional capacity that ‗first moving‘ FSP‘s 

have found to be important to successful entry into youth markets via the roll-out 

of youth-inclusive offerings:  

―Now that we have covered the theme of whether youth markets can be served 

profitably, we turn to another essential set of questions a financial service 

provider should ask before making a case to serve, or not serve, youth markets.  

These relate to the institutional capacity required to effectively offer youth 

inclusive products and services.   

 Show Slide #22 of PowerPoint: Making a Case: 

The three main areas of institutional capacity that an institution should consider 

include: 

 Market research  

 Product Design 

 Staffing implications 

Let‘s now turn to take a look at both market research and product design.‖ 
 

b) Review of the 8 Ps of Product Design 
 
Introduce the relevance of the 8Ps to market research and product design by 
saying:  

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

1.  Appreciated the three key aspects of institutional capacity that must be in 

place to serve youth markets 

Preparation/Materials: 

 Flip Charts 

 Markers 

  PowerPoint Presentation: Making a Case (Slide 23-24) 
 

Time:  15 minutes 
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―So, One way to think about institutional capacity for entry into youth markets is 
to remember the famous 8 Ps of product development, which is both relevant to 
market research (tool development) and product design (defining attributes and 
features).‖  
 
 What are the 8 Ps of Product Development?  

 
Illicit responses from participants. Draw as many of the 8 P‘s out of the group & 
then fill in any blanks: 
 
 Show Slide #23 of PowerPoint: Making a Case 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

 
These are all the different aspects of a product that should be considered in the 
design of the product for youth. Depending on the demands of the youth market 
segment and the institutional capacity of a financial service provider, there may 
be need to prioritize the Ps in terms of resources and staff.  
 

c) The 8 Ps of Product Development 
 
Ask participants to take a moment and hypothesize which of the 8s may be the 
most important to youth-inclusive products and services: 
  
―Before we explore the experience of First Movers in youth inclusive financial 
services, what do you think about the following question:  
 
 Which of the 8 P‟s you as participants suspect might be the most 

important to success in serving youth markets 

SAMPLE RESPONSES --  
I. Product – specific features—including: terms and conditions, 

eligibility requirements, guarantees, etc. 
II. Price – all costs to the client – including: interest rates, fees, 

penalties, or transaction costs 
III. Physical evidence – presentation to client--including: passbook, 

promissory note, etc. 
IV. Promotion – marketing and sales – including: marketing and 

advertising, public relations, and communication with the public 
V. Place – distribution and delivery channels—including: branches, 

outreach workers or field agents, and mobile units 
VI. Positioning – competitive advantage or niche as perceived by the 

customer (including non-financial benefits) 
VII. People – staff and customer service – including: hiring, training, and 

performance monitoring 
VIII. Process – operational aspects of transaction—including: systems, 

manuals, operating procedures, and forms 
 
Source: MicroSave 
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Encourage a few participants to share their suspicions – but do not try and reach 
a consensus regarding the ―right answer.‖  
 

Tip to the Trainer: Alternatively, to more actively engage participants, write the 
8Ps on a few different flip charts and post them around the room. Ask 
participants to use stickers and prioritize the three most important Ps. Assess the 
trends and ask one of two people why they thought these Ps were the most 
important.  

 
As a closing let participants know that while the 8Ps are important to the design 
of the product, a critical piece of the puzzle that informs the 8Ps is market 
research, which will be explored in the next activity.   
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Activity 2: Market Research and Institutional Capacity  

In this activity, participants will explore the contribution effective market research has 
made to the success of ‗first movers‘ in the youth inclusive marketplace. 
 

Steps:   
a) Youth-Inclusive Market Research Techniques and Approaches 

 
Let participants know that in this activity they will examine a few case examples 
of the role that youth-inclusive market research techniques and approaches have 
played in the success of ‗first movers‘ in the sector.  
 
―One area of considerable innovation by early entrants into youth markets, has 
been in the area youth-inclusive market research.  Drawing on existing best-
practices in adult market research, early entrants have used qualitative and 
quantitative methods to better segment and understand youth markets.  As some 
of you may suspect, traditional, adult-oriented market research techniques are 
often unsuccessful with younger people. Young people tend to be shy, and may 
not always feel comfortable sharing their true feelings. Early entrants into the 
field of YFS have developed some effective techniques in conducting market 
research that have enabled them to understand the true preferences of their 
young, potential clients.  
 
Some key lessons learned include: 
 
 Show Slide # 25:  Attention to the particularities of the youth market and 
involvement of youth in the development processes may result in simple, yet 
important changes to existing—and in critical elements for new—products and 
delivery channels. Taking XacBank in Mongolia as an example: Through market 

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

1. Reviewed the key role of market research in serving youth markets 

2. Listened to the experience of ‗first movers‘ 

3. Reflected on the implications of key lessons learned for their own institution 

Preparation/Materials: 

 Flip Charts 

 Markers 

  PowerPoint Presentation: Making a Case (Slide 25-27) 

 Handout: MAC Handout #4 Women‘s World Banking Case Study  

 Handout: MAC Handout #5 Segmenting the Youth Market for More Effective 
Product 

  Video #3: Interview with Ben Shell, WWB 
 

Time:  15 minutes 
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research, XacBank learned about the needs, wishes, aspiration, limitations, 
knowledge, attitudes, and behaviors of girls between 14-17 related to themes 
around banking. The XacBank marketing department originally designed the 
concept on the left, but after involving the target clientele (the girls), they quickly 
learned that girls did not identify with the chic rock-star image, rather they liked 
the color pink and the little caricature seen on the card on the right. Uptake was 
much higher as a result. 
 
Invite participants to refer to the WWB Case study in their binders for more 
information on WWB. 
 
 Show Video #3: ―Now I‘d like to share a brief video interview with Ben Shell 
where he talks about the different techniques WWB used when conducting 
market research with adolescent girls.‖ 
 
―What effective approaches did we learn about from Ben Shell in terms of 
conducting market research with young people? Does this experience reflect 
anything similar in your own experiences with market research?‖ 
 
Sample Answers: using interactive methodologies, verbal and non-verbal forms 
of communication, tight market segmentation, etc. 
 
 Show Slide #27 (Optional): ―The youth market is made of very diverse sub-
segments. As an institution begins to think about serving younger clients, 
sometimes it‘s important to consider several different factors when segmenting 
the market. Some examples from the handout entitled Segmenting the Youth 
Market for More Effective Product Design include lessons learned from early 
entrants including MEDA, CHF-Ryada and Freedom from Hunger in Mali and 
Ecuador. Their experiences show that each country had a slightly different way of 
segmenting the youth market. FFH in Ecuador for example found it easiest to 
segment their market by age and gender. In Mali, however, where the age of 
married women can be as young as 15, staff decided to utilize marital status over 
age. 
 

Tip to the Trainer: Participants may want additional information on how to 
conduct effective market research with young clients. Here we can refer them to 
the YFS-Link 3-day course entitled ―Market Research with Young Clients.‖ This 
is a practical, hands-on course that provides participants with the tools and 
techniques to conduct effective market research with young clients. This 
includes, for example, learning techniques on how to encourage participation 
from shy youth and instruction on how to analyze results. 
 

 
b) Capturing Some Initial Thinking in My “Making the Case” Concept Note  

Refer participants to section 3.1 in their Concept Note Template. Ask participants 
to take 5  minutes to reflect on each question and write down their responses.  
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After participants have finished reflecting on their own institutions, let them know 
that the next piece will be looking at youth-inclusive product design. 

 

 

Activity 3: Product Design and Institutional Capacity 

In this activity, participants will look at a number of key features of product design that 
‗first movers‘ have found to be essential to success in youth markets. 
 

Steps:   
a) Practical Experiences from First Movers 

 
Share case studies from a couple of ‗first movers‘ regarding their experiences in 
designing products for youth markets including Equity Bank (credit example), 
Panabo Multipurpose Cooperative (savings example) and Population 
Council/Microsave in Kenya and Uganda (savings example with strong 
partnership component between NGO and Bank).  
 

Tip to the Trainer: Depending on the audience, facilitators can pick and choose 
which examples are most appropriate. For example, if an audience is largely 
made up of unregulated MFIs, we suggest covering the Equity Bank example.   

 

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

1.  Considered the key role of product development capacity in serving youth 

markets 

2. Learned from the experience of ‗First Movers‘ 

3. Reflected on the implications of key lessons learned for their own institution 

Preparation/Materials: 

 Flip Charts 

 Markers 

  PowerPoint Presentation: Making a Case (Slide 28-35) 

 Handout: MAC Handout #6: Panabo Multipurpose Cooperative Case Study 
Handout: MAC Handout #7 PopCouncil/MicroSave Case Study 

  Video #4: Interview with David Mukaru, Equity Bank 

  Video #5: K-Rep Go Girl Savings Video  
 

Time:  30 minutes 
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 Show Slide #28: Product design is another area where early entrants into 
youth markets have shown considerable innovation in terms of YFS. 
Interestingly, the financial product itself usually only requires slight adaptations. 
This may entail slight differences in methodology, rates, or incentives. The 
innovation in YFS lies in the delivery channels and marketing techniques as well 
as the accompanying non-financial services.  
 
 

Complementary non-financial services: Most youth have limited experience with 
financial services. For this reason, youth perform better when a product is 
complemented by a non-financial service that prepares them to take advantage 
of the financial services being offered. YFS incorporates these services into 
product offerings. 
 
Delivery channels and marketing techniques: Young people respond to 
interactive methodologies that engage them as active participants. They also 
have access to distinct delivery channels. These particularities should be taken 
into consideration in order to most effectively reach youth with financial services 

 
Also note that the image on this slide is from the Panabo Cooperative in the 
Philippines youth savers(covered a bit later in our discussion). This product is 
designed for 12 and under savers. 
 

 Show Slide #29/Video #4: Let‘s start out our discussion on product design by 
listening to a video clip from an interview with David Mukaru, Head of Microfinance 
at Equity Bank where he discusses the youth market and the products they need in 
order to grow their businesses. 
 

 Show Slide #30: As David outlined in his interview, Equity Bank adapted its credit 
product to meet the needs of younger entrepreneurs. Market research revealed that 
young clients identified with group settings and as a result, Equity decided to use a 
group methodology. The group setting allows for delivery of financial education and 
other business development services and it permits Equity to manage the risk of 
collateral-free loans.  
 
Highlight the differences between the different products in orange. 
 

 Show Slide #31: Panabo Multipurpose Cooperative in the Philippines segmented 
its ―under 18 markets‖ and came up with two different savings products for kiddies 
(0-12) and adolescents (13-17). Market research revealed the key component to 
product design was branding. As a result PMPC decided to design the product 
materials with fun and vibrant colors to capture the attention of younger clients. It 
also found that the kiddies particularly valued savings incentives such as prizes, 
which led PMPC to develop an incentive scheme that awards young savers with 
school supplies as they achieve savings targets.  In addition to a massive promotion 
campaign using motorcade and media, PMPC partnered with the schools to promote 
the savings products as well as serve as collection points for deposits.  
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Highlight the differences between the products in orange. 
 

 Show Slide #32: This is an example of the product branding Panabo used for its 
Power Teens. Slide 28 shows the branding for the 0-12. Note the differences in 
colors and themes between the two. 
 

 Show Slide #33: Population Council and Microsave joined together to study the 
needs of vulnerable adolescent girls in Kenya and Uganda. This case is particularly 
innovative in that it involves multiple services delivered through partnerships that 
allow for low-cost service delivery. Pop Council and Microsave‘s market research in 
Kibera in June 2007 found that 1) girls had money; 2) if an appropriately designed 
savings account was available, girls would save their money in them; and 3) girls 
wanted health and social activities alongside the opportunity to save. As a result, as 
you can see from the product features from this slide, project managers designed a 
product that involved ―safe spaces‖ for the girls to meet and receive financial 
education and life skills training as well as formal savings accounts and group 
mentors. This example highlights the integrative nature of youth-inclusive financial 
services as well as the importance of strong partnerships that allow for greater 
sustainability of the products. Please note we‘ve included a case study on this 
project in your binders. 
 
 Show Slide #34/Video 5: To give you a more visual example of what a youth 
product looks like, I‘d also like to show you a video of the some of the Go Girl 
savers, which is the product designed for vulnerable adolescent girls by Pop Council 
and Microsave and developed in partnership with two banks in Kenya, K-Rep Bank 
and Faulu Kenya. 
 

Tip to the Trainer: Participants may want additional information on how to conduct 
effective product design for young clients. Here we can refer them to the YFS-Link 3-
day course entitled ―Adapting and Developing Financial Services for Young Clients.‖ 
This is a practical, hands-on course that provides participants with the tools and 
techniques to develop products for young clients. 

 

b) Some Key Emerging Lessons 
 
Ask participants to summarize the key emerging lessons in terms of youth-

inclusive product design:  

Sample Responses: 
I. Minor adjustments to products (size, timeframe, fees)  
II. Substantial innovations in marketing / delivery mechanisms 

 
c) Initial Impressions about Institutional Capacity 

 
Ask participants to speak briefly to a neighbor about whether they suspect that 
their institution has the capacity in product design to serve youth markets 
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 Show Slide #35: Now that we have explored the overall experience of early 
entrants in the area of product design, let‘s take a few minutes to speak to one of 
our neighbors about our existing institutional capacity to carry out this kind of 
youth-inclusive design work.   
 

 How broad is our experience with designing new products for the 
adult market?  How useful will this be when designing products for 
youth? 
 

 In what aspects of product design do we have good existing 
capacity?  Where might our most significant gaps be? 

 

c) Capturing Some Initial Thinking in My “Making the Case” Concept Note  
Refer participants to section 3.2 in their Concept Note Template. 
 
 Ask participants to take 5 minutes to reflect on each question and write down 
their responses related to product design that were surfaced in the last step.  
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Activity 4: Staffing Implications  

In this activity, participants will look at the institutional implications related to staffing that 
are critical to effective delivery of youth-inclusive products and services. 
 

Steps:   
a) Staffing Related Implications of Successful Entry into Youth Markets 

Share a few ideas about staffing related implications of successful entry into 

youth markets. 

 

 Show Slide # 36: One further aspect of offering youth-inclusive financial 
services that most early entrants have had to consider is what the implications 
are for ―staffing‖.  Typically this includes the implications for: 

 Recruitment and placement of new staff 

 The orientation of new staff, and in-service training for existing staff 

 The need to consider how to map-out appropriate incentives and career 
pathway advancement opportunities for staff who will work with young 
clients 

 
 Show Slide #37/ Video #6: Now let‘s listen to a video clip from Claudia 
Pompa of Fundacion Paraguaya where she talks about the different staffing 
implications for serving younger clients. 

 

Ask participants to share any thoughts or reactions they have to the video. 

 

 Show Slide #38 (Optional): One thing we have found to be important is that 
there are Core Knowledge, Skills, and Attitudes (KSA) that are more necessary 
for frontline staff than non-direct service delivery staff. For example, any frontline 
staff, whether they are working with youth or adults, will likely need to be able to 

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

1.  Considered the key role of staffing components in serving youth markets 

from the experience of ‗first movers‘ 

2. Reflected on the implications of key lessons learned for their own institution 

Preparation/Materials: 

 Flip Charts 

 Markers 

  PowerPoint Presentation: Making a Case (Slide 36-37) 

  Video #6: Video interview with Claudia Pompa 
 

Time:  15 minutes 
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effectively manage loan information collection and analysis. So what‘s different 
about serving youth and serving adults? Young people can be very different in 
the way that they communicate, are motivated, encourage, supported, and the 
way that they think. This all lends itself to saying that there may be more 
specialized core KSAs when working with youth. One of which is excellent 
communication skills, which comes in a variety of forms. For example, being able 
to break down language to make it more accessible for them. Another is the 
attitude that your staff have towards young people – if they view them as risky, 
they are unlikely to invest extra time and energy – something we find necessary 
to accomplish the goals of serving youth with financial services (both social and 
financial).  

Recruiting and Hiring Youth-Friendly Staff: So how do we find people with some 
of these specialized skills? There are four areas that are critical to consider in 
terms of key attitudes and skills in delivering YFS: Recruitment, Assessment and 
Placement, and Training. Once you have identified the KSAs that are needed for 
the job, it may be that there are opportunities to recruit from within an 
organization, which is often times more practical and cost-effective, than 
necessarily hiring specialized staff. But being able to assess, through creative 
assessments process, such as simulations or scenarios with young people, 
whether or not they have these skills is also highly critical. The next step is 
deciding whether or not those core skills, knowledge, and attitudes you have 
already identified for the job can be developed with on-the-job training, or is 
something that is natural, which maybe means you need to recruit and hire 
externally.  

Providing Staff with Appropriate Short-Term Financial and Non-Financial 
Incentives: Incentives are difficult to get right because they should promote 
challenging yet attainable objectives with measurable indicators, and sometime it 
is difficult to identify an easily measurable indicator related to a social mission. 
Kimanthi Mutua, CEO of K-Rep Group in Kenya, whose bank provide savings 
services for young girls, says that before you get to actually defining incentives, 
you must define the key performance indicators(KPIs). There are traditional KPIs 
that many financial institutions use to assess performance, including number of 
clients, PAR, etc. In the case of delivering financial services to young people, the 
mission is inherently both social and financial, and so your institution must define 
how to measure the success of the youth product. Is it based on volume? PAR? 
Loan portfolio size? Depending on the product this may look different and with 
youth products certain incentives may need to be considered carefully so as not 
cause harm. With young people, even though an FSP may offer credit to young 
people, it may cause more harm than good if loan officers are incentivized to 
provide more and more loans to young people that may or may not know how to 
manage the loan. 

Staff Retention through Long-term Career Growth and Advancement: now that 
we have started thinking about which benefits and incentives would be 
appropriate for frontline staff that are serving youth, we also need to think about 
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the appropriate policies and systems that give these staff the opportunity to grow 
and advance in their careers – one of the key motivators in retaining staff. In our 
experience, most staff that serve youth are not only doing microfinance, but they 
are also providing other services, and feel they do not get compensated in the 
same ways as regular microfinance staff, which makes the work less attractive. 
Everyone has their existing systems, but by putting in place more incentives that 
are for the long-term – promotion, training, job rotation, mentoring - staff are 
more likely to stay at your institution.  

Buy-in at all levels of leadership: Any institution that is taking on youth-inclusive 
financial services, as it is highly innovative and there many unknowns in the 
sector, will need to make sure that there is buy-in at all levels leadership. 
Frontline staff are supported by many others in the organizations, and ensuring 
buy-in at levels and in all departments is key to the successful roll-out of the 
product.  

Tip to the Trainer:  Participants may want additional information on how to 
address staffing challenges in offering YFS. Here we can refer them to the YFS-
Link 1-day course entitled ―Staffing for Youth Inclusive Financial Services.‖ This 
course provides management with an understanding of the key knowledge, skills, 
and attitudes for frontline staff in delivering financial services to youth. 
 

b) Capturing Some Initial Thinking in My “Making the Case” Concept Note  
Refer participants to section 3.3 in their Concept Note Template. Ask participants 

to take 5  minutes to reflect on each question and write down their responses.   
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Session 4: Aligning Service to Youth Markets with an 

FSP’s Overall Corporate Strategy 
In this session, participants compare advantages and disadvantages of being the first 
institution to enter a market and applies these concepts to their own institution. Finally, 
participants spend time completing their concept note.  
 
Session Objectives: 
By the end of this session, participants will have:  

1. Analyzed the advantages and disadvantages of being a ―first mover or late entrant‖ 
and ―differentiated or low cost provider‖ in offering YFS 

2. Applied these concepts to determine which type best fits their institution  

 
Total Session Time: 35 minutes 
 
Overview of Activities 
 

Activity Title Duration Materials Needed 

 
1) Overview of Strategic 
Fit; ‗First Mover‘ or ‗Late 
Entrant‘; Differentiated 
or Low Cost 

 
25 minutes 

 
Flip Charts 
Markers 
 PowerPoint Presentation:  
Making a Case (Slide 39) 

 
2) Wrap-up and closing 
remarks 
 

 
10 minutes 

 
Flip Charts 
Markers 
 PowerPoint Presentation:  
Handout: 
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Activity 1: Overview of Strategic Fit  

In this activity, participants recognize the need to consider how serving youth markets 

might fit, or not fit, with the overall business strategy of their institution. Participants also 
reflect on the alignment between various corporate strategies and entry into the youth 
market. 
 

Steps:   
a) Overview of Strategic Fit 

Presenters will speak briefly about the importance of understanding the fit or 
alignment between an FSP‘s overall Corporate Strategy and entry into youth 
markets 
 
 Show Slide #39: One final dimension of ―making a case‖ to enter, or not to 
enter, youth markets that we will explore today involves the question of overall 
―fit‖ between possible  ―youth-inclusive‖ products and services, and a financial 
service provider‘s overall corporate strategy. 
 
Emphasize that based on the experience of early entrants into youth markets 
assessing this ―fit‖ typically requires considering: 

 
1) Whether an institution tends to be a first mover or a late entrant – that is 
whether or not an institution chooses to identify itself as an innovator or whether 
the institution is more of a second mover that takes a first mover‘s product and 
improves upon it. 
 
As your institution considers the decision whether or not to enter the youth 
market it is important to ask the question – Do you want to be a First Mover or a 
Late Entrant? And what are the advantages and disadvantages of each? 

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

1.  Reflected on the importance of strategic ―fit‖ or ―alignment‖ with any plans to 

serve youth markets 

2. Considered the implications of ―fit‖ or ―alignment‖ in the case of their own 

institution 

Preparation/Materials: 

 Flip Charts 

 Markers 

  PowerPoint Presentation: Making a Case (Slide 39) 
 

Time:  15 minutes 
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For example: 
 
 ―The value of moving first depends on the size and nature of the costs of entry 
for both the first and subsequent entrants. The early innovators in microfinance 
launched credit technologies that enabled them to reach a market segment 
previously considered unbankable. Before the entry of competition, the first 
mover can enjoy high returns even though its more costly to enter a market as a 
first mover. Grameen Bank enjoyed relatively high returns being the first entrant 
into the Bangladeshi market. However, ASA, in Bangladesh, captured what might 
be called second mover advantage, by starting with, and innovating around, the 
basic Grameen Bank methodology.  Second movers may have lower entry costs, but 
they also have lower expectations of profit, both because the market is smaller and 
because of competition's effect on reducing profit margins.‖ 
 
 

2) Whether they tend to focus on differentiated or low cost offerings – that is 
whether or not an institution competes based on providing the market with a 
unique or tailored product or service or based on price  
 
―Another question you might ask your institution is whether you identify yourself 
as the low cost provider or whether you identify yourself as a provider of 
differentiated services.  
 
In Bangladesh, for example, ASA has distinguished itself as an efficient, low-cost 
provider. Its competitor, Buro Tangail, differentiates itself by offering a 
diverse line of products to meet unique business needs. While no MFI should 
lock into a particular strategy, it should consider the challenges it will confront by 
stepping outside of its established area of expertise.‖ 

 
b) How Different Financial Service Providers Might Approach Youth Markets 

Participants will be asked to speak to a neighbor about what the differences 
might be regarding the youth inclusive financial services approach of different 
types of FSPs.  
 
―So let‘s take a few minutes to speak with a neighbor about how different types of 
financial service providers might approach the youth market. 

 
 Discuss how „first movers‟ or „late entrants‟ might have different 

approaches to serving youth markets 
 

 Discuss how „differentiated‟ or „low cost‟ type providers might have 
different approaches to serving youth markets 

 

Provide each of the pairs with flip charts like the following and ask them to 
brainstorm their answers to the questions:  
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FIRST MOVERS LATE ENTRANTS 

Advantages Challenges Advantages Challenges 

    

    

DIFFERENTIATED LOW COST 

Advantages Challenges Advantages Challenges 

    

    

    

 
 

c) The Importance of Fit 
 

Emphasize the importance of fit, or aligning the corporate strategy with youth-
inclusive products and services. Weighing the pros and cons of each is important 
in the context of your own microfinance environment.  

 
 
 

d) Capturing Some Initial Thinking in My “Making the Case” Concept Note  
 

Refer participants to section 4 in their Concept Note Template. Ask participants 
to take 5 minutes to reflect on each question and write down their responses in 
relation to their context. 
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Activity 1: Wrap-up and Closing Remarks 

During this activity participants will have the opportunity to reflect on key discoveries (or 
ah ha moments‖ from today‘s ―Making A Case‖ session – and to consider next steps in 
the planning process. 
 

Steps:   
a) Discoveries of the Day 

Ask participants to share their biggest discoveries of the seminar that they will 
take back to their institutions:  
 
―We are just about at the end of today‘s ―Making a Case‖ session.  We have all 
had a chance to share a lot of information and experiences – both from early 
entrants in a range of countries, and form the colleagues who have joined us 
here for our workshop. Let‘s now take a few minutes though to reflect on the 
biggest discoveries coming out of today‘s session.‖ 

 
 What were your “ah ha” moments, or biggest discoveries, today? 
 What would you tell a colleague were the most interesting 

moments for you in the seminar, and why?  
 

Invite a few participants to share their ―ah ha‖ moments with the larger group – 
and will summarize any emerging trends. 

 
b) Planning for Next Steps in Decision-Making 

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

3.  Listened to three ―Ah Ha‖ moments of their colleagues 

4. Completed work on their Concept Notes 

5. Listened to ongoing technical assistance and training available through YFS-

Link 

6. Evaluated the value of the seminar 

 

Preparation/Materials: 

 Flip Charts 

 Markers 

  PowerPoint Presentation: Making a Case (Slide 40-42) 

 Handout: YFS-Link Information Sheet 
 

Time:  15 minutes 
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Encourage participants to keep working on their Concept Notes and quickly 

introducing the final section re ―planning for possible next steps in decision 

making and implementation.‖ 

 

―WE have now come to the end of today‘s session – and I hope that you will now 

have in front of you a well developed point-form draft of what might eventually be 

a concept note to your institution ―Making a Case‖ either to invest-in, expand, 

step back from, or not enter‖ youth markets. 

 

You might also notice that there is one last section of your template that you can 

fill out later today or when you get a moment in the next few days.  It focuses on 

―next steps‖ in the ―Making a Case‖ process – both in making any key decisions, 

and in planning for implementing your decisions.‖ 

 

c) Additional YFS-Link Courses and TA Offerings 
Presenter will then speak about the role of additional YFS Link Courses and TA 

offerings that may serve as a resource for FSP‘s getting ready to move from 

Making a Case to beginning a journey. 

 

 Show Slide #40 :‖One last bit of ―takeaway‖ information I would like you to 

have – in addition to your bulleted Concept Note and the various case study 

handouts we have shared --  is The YFS-Link Information Sheet that includes the 

full range of professional development course available through the YFS-Link 

project.  These include the following: 

 

•Serious Business: Making a Case for Youth-Inclusive Financial Services 

•Implementing Sound Practices in Youth-Inclusive Financial Services  

•Market Research with Young Clients  

•Adapting and Developing Financial Services for Young Clients 

•Partnering for Improved Service Delivery with Young Clients  

•Staffing for Improved Service Delivery with Young Clients  

•Savings Products and Services for Young Clients 

 

 Show Slide # 41: End the session by reading the last word from the clients on 

the final slide of the PowerPoint.  

 
d) Course Evaluations 

Participants complete evaluation of the seminar.  
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