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Broad geographical presence of YFS in all regions
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Source: Making Cents International YFS Global Survey, September 2009, n = 131 organizations



YFS part of strategies of wide range of stakeholders
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Survey Respondents by Organizational Type
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Source: Making Cents International YFS Global Survey, September 2009, n = 131 organizations



Some experienced FSPs, many new entrants
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FSP Engagement in YFS

Not currently providing, but looking to provide
financial services for youth

Less than three years of experience directly
providing financial services to youth

Three or more years of experience directly
providing financial services to youth

Not currently linking, but exploring links to FSP(s)
for financial services to youth

Actively linking with financial service provider(s) for
financial services to youth

We don't differentiate between adults and youth,
but youth are part of our market

Youth don't have access to our products, and we
are not interested in providing YFS 0%

0% 5% 10% 15%

20 %

Source: Making Cents International YFS Global Survey, September 2009, n = 131 organizations



YSF seen as competitive advantage for FSPs
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FSP Reasons for Engagement

To build our client base and increase market share
Differentiate ourselves from the competition

Build long term customer loyalty

Fees make youth loans profitable

New technology brought costs of providing services down
Able to cross-subsidize costs

Change in regulation made it possible to serve this market
Corporate social responsibility

Fulfilling government requirements

Part of a strategy to address high youth unemployment

Other F 20%

Source: Making Cents International YFS Global

Survey, September 2009, n = 131 organizations 0% 10% 20% 30% 40% 50% 60% 70% 80%



Linking is key strategy for YSOs in YFS
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YSO Engagement in YFS

Actively linking with financial service provider(s) for
financial services to youth

Not currently linking, but exploring links to financial
service provider(s) for financial services to youth

Not currently linking, and not looking to link youth
to financial services

Not currently providing, but looking to provide
financial services for youth

Directly providing financial services to youth

Other ' 39

0% 5% 10% 15% 20% 25% 30% 35%

SN

0

Source: Making Cents International YFS Global Survey, September 2009, n = 131 organizations



Youth unemployment driving factor for YSOs
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Attract more youth to our programs

Increase the loyalty and satisfaction of youth we
are already serving

Differentiate ourselves from other organizations

Greater interest of financial services providers
makes linkages possible

Attract more funding for linking activities

Government or other programs provide
incentives to make linkages

Change in regulation made it possible for
financial services providers to serve this market

Part of a strategy to address high youth
unemployment

Other

Source: Making Cents International YFS Global
Survey, September 2009, n = 131 organizations
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Youth reached and volume of services not
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« Based on preliminary, unverified, self-reported data,
youth-inclusive financial services are reaching some 4.2
million youth, of which 57% are female.

 These services are distributed as follows (same caveats
apply):
— Credit: $186.0 million
— Savings: $47.8 million
— Insurance: $1.2 million

Source: Making Cents International YFS Global Survey, September 2009, n = 131 organizations



Trends In demand
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Proportion of Respondents Citing Increasing Demand for YFS

Credit
Savings
Insurance
Remittances

Transfer or payment services

Debit or credit cards

Other F 20%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Source: Making Cents International YFS Global Survey, September 2009, n = 131 organizations



Individual products predominate for youth
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Source: Making Cents International YFS Global Survey, September 2009, n = 131 organizations



NFS viewed as important complements for youth
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Respondents Citing Non-Financial Services Needed

Basic education
Financial education

Business training

Help with income generating activity

Safe spaces

Health education or services

Other N 14 %

No supplementary services needed [l 5%

o

Do not know F 3%
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Source: Making Cents International YFS Global Survey, September 2009, n = 131 organizations



Challenges in reaching youth
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Proportion of Respondents Citing Specific Challenges for YFS

Lack of sufficient demand by youth

Youth are a high risk market
Prejudice of staff against youth segment

Lack human resources to offer addt'l..

Do not know how to attract or retain youth

Lack of market information about youth..

No partners for linking

Legal and regulatory barriers to serving..

Cultural barriers to serving youth segment

Highly competitive market to reach youth

Physical location and accessibility of youth

Cost of managing small loans/balances

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m Not a Challenge  Somewhat of a Challenge = Major Challenge = Not Applicable

Source: Making Cents International YFS Global Survey, September 2009, n = 131 organizations



How YFS-Link Program Can Contribute
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Goal:

e Strengthen and expand the nascent youth-inclusive
financial services sector.

Objectives:
o Assess state of youth-inclusive financial services sector
e Design youth-centered, state-of-the-art training materials

e Build capabillities of financial service providers and
partners to deliver high quality financial services to youth

e Learn, collaborate, and share knowledge in youth-
Inclusive financial services through collaborative platform




Outstanding questions
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* Are youth just another market segment? What is
different about developing and delivering financial

services to youth?

\

 What are key success factors for offering demand-
driven youth financial services at scale?

e What capacities are required for offering these youth
financial services? How can financial institutions and
youth-serving organizations best partner and leverage
their strengths?
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Thank you. We look forward to
collaborating with you to increase
youth access to financial services.

L earn more at:
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