Digital Transformation goes Global - Part II

Supporting Growth Strategy and
Planning
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Within rapidly changing landscapes, FSPs need to continuously evolve

The Financial Service Provider industry has always been evolving; however, this has accelerated by the introduction of enablers such as mobile

phones driving change in client behavior and low-cost cloud-computing platforms creating an ever-increasing number of new entrants that target

the same market segment. It is therefore imperative that FSPs plan well for the future to remain competitive.

MARKET FORCES

Market segments, needs and
demands, market issues, pricing

INDUSTRY FORCES
New entrants, existing @‘
competition, resource sharing, >

substitute products and services

MACRO ECONOMIC :
FORCES
Global market conditions,

commodity prices, political
landscape.

KEY TRENDS

Consumer expectations, financial
literacy, regulatory, social and
technological market influences.

-

SCALE SUSTAINABLY?

REDUCE COST?

CREATE CHOICE?

DRIVE ADOPTION?

CREATE AWARENESS?

REDUCE CHURN?

ACCION



The 70/20/10 Rule of Innovation
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Accion offers core solutions to help FSPs design successful strategies and
business models...

Within each of the core solutions we use customized tools alongside a wealth of experience and knowledge to execute on each business deliverable.
Where appropriate Accion personnel can be seconded to our partners.

Where are you now?

Y 1. NEEDS ASSESSMENT y 3. BUSINESS MODELING & DESIGN

If you were to do things differently, what would that look like?

2. STRATEGY WORSHOP .
y Who do you want to be? Where are you headed? How should y 4. BUSINESS PLANNING

You ges theres Do you have a clear path to implement your growth strategy? Do
your assumptions address your organizational needs and goals?
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...and guide strategy implementation to drive growth and operational efficiency

To get FSPs ready for the implementation of their new strategy, Accion offers four distinct services at the organizational level, with C-Suite level
engagement . These can be standalone services or integrated services.

5. READINESS ASSESSMENT 7. TALENT IDENTIFICATION
Doyouhavethe fight peoploand systeme.in plac.e Soimpoment YU Do you have the leadership and teams required to implement the
strategy? What are the steps and resources required, and how will you ¥ x

required changes? What are the profiles required?

complete or acquire them? How should you get started?

6. CHANGE MANAGEMENT 8. ORGANIZATIONAL STRUCTURE

How will the change process be managed? How do we ensure
staff buy-in and communicate changes to our customers?

Is your reporting structure the most efficient? Is your
structure agile and adaptable in the face of continuous

change?
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Blueprint for Accion MfB Nigeria
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The Business plan shows that “digital” will play a fundamental role in
scaling up Accion MfB Nigeria’s customer base and profitability

Customers of Accion MfB
i Accion MfB management believes
——Digital that it is possible to grow the
bank’s customer base
significantly through a lower cost,
| data-driven, digitally acquired
Accion MfB has been growing 4 and serviced customers model
well, at a steady pace and is i.e. opex-light.
profitable. It is recognized that

the standard or normal approach
of the bank, based on a high-
touch model, is expensive i.e.

opex-heavy. |

2017 2018 2019 2020 2021 2022
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Blueprint for Sub-K 3.0
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Sub-K: an agent network that serves multiple banks in India

Sub-K Fact Sheet (As on Sep 17)

27 272
a Incorporated in 2010 as a micro-payments and digital No of States No of Districts
financial services entity Covered Covered
It’s aim 1s to enable economic inclusion by providing a range of 1,109 12,076
. affordable. accessible and scalable digital payments solutions e.g.. No of Employee No of
Credit. Savings, and Government payments, through Agents
agent/assisted banking model
10,979
Promoted by BASIX Group. well know for its pioneering work \w 4 (Rs Mn) Cumulative
‘ in financial inclusion and livelihoods across the country and its -
: : Loans disbursed
advisory work services across the globe
4,917
Over the years. the work by Sub-K has been acknowledged by 14 (Rs Mn) Gross
. various entities viz., World Bank, NABARD-XLRI, SKOCH Bank Partnership Portfolio Outstanding
Foundation, IAMAI ASSOCHAM and others
Well rounded and capabl ent t ith 150+ f S e Cust
ell ro and capable management team wi years o
‘ global experience in BoP financial services industry. One of the ' Number of OIS
few companies with a rural focus and an understanding of the end
customers 5,251 291_,773
(Rs Mn) Savings Mobilized Active Borrowers
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Enabling the vision

Improve the MSME risk scorecard

+ Improve TAT

+ Develop tools and services that support the
collection process to reduce the FLDG risk.

*  Cross-sell other products from the partner Fi to

« Identify bundled products and services that
interest the MSME

Strategic Needs

Use of data to support decision making automation

Modularized technology platform to support the growth of the business

ACCION



So, how did we do it?
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What are the target customer segments that are going to help us achieve the goal?

What are the value propositions to each of those segments?

How do we ensure that we deliver the value propositions, sustainably, to those segments?

How ready are we today?
How should we structure the organization — scenarios?

What is the cost of the investment required to take us there?

12 ACCION GLOBAL ADVISORY SOLUTIONS



Tools used
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Customer Segmentation
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Customer Value Proposition matrix
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Initiatives / Activities Roadmap
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Business model canvas

ACCION



KEY ACTIVITIES

>

Acquire CRM

Develop Bl platform

KEY PARTNERS

&)

Banks/Fls

Technology Partners — CRM,
Bl, risk mgmt. tools

Risk management

Tech-based underwriting

Agent due diligence

Funding partners aligned on
flexibility in product design

o) JL__J— ____JL _J

%
[ Investment advisors
[

Telcos for SMS

Marketing

P2P lending platform

|
[
[
|
[
|
|

J — J S __J

Standardizing Collection and
storage of data

Build Data Analytics
Capacity (marketing, risk,
new products, agent
recruitment, etc.)

- J

KEY RESOURCES

Domain knowledge

Hardware + CRM software

Bl platform

s
[ l
[ )
[ Field staff ]
[ )
[ |

Tech platform

VALUE
PROPOSITION

Short TAT - Don't mind
slightly higher cost for
) :
Digital tools to manage
business

ok

N

Quick top-up loan terms

e N
Market linkages
(buyers/suppliers, e-

L commerce, etc.) )

Looking for short term
liguidity and asset buildin

Opportunity to share with
peers via digital channels

(. J

Flexible loan terms

Allow pre-closure

CUSTOMER
RELATIONSHIPS

v

‘ Professional, respectful

Leverage strength of client
social networks

r
J

Prefer face to face but not
too many visits (some
human touch w/ tech

efficiency)

CHANNELS

el

Feet on street loan appraisal

Agents for document pickup

Social network for referrals

[ Agent network for sourcing

P2P channels build loyalty

)
)
)
]
)

CUSTOMER SEGMENTS

[ Urban MSME trader ]

d

COST STRUCTURE

Vs

(.

Agent referral fees ] [ Training ] [ FLDG ][ Tech platform build + maintenanceﬁ

REVENUE STREAMS

[ Service and processing fees ] [ Cross selling fees

N

J

[ Travel and Admin ][ Salaries + incentives ][ Marketing J[ Finance ][ hardware ]

[ Marketing revenue from banks ] [ P2P service fees ]

15
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Customer Segmentation
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Segmentation methodology

STEP 1 STEP 2
A .
URBAN MICRO RETAILERS
' 5
STUDENTS :>:‘
° o . Q
Fina nC|aIIy RURAL SME SERVICE PROVIDERS o
____________ -
underserved AGRICULTURAL OFFTAKERS é
w
DIGITAL MICRO RETAILERS
ETC... . >
; DO-ABILITY
Identify customer segments ..
within target market: A total of 28 Prioritize customer segments:
customer segments were identified Segments were prioritized within the
within the financially underserved context of savings and loans as two
market. separate outputs.

17 ACCION GLOBAL ADVISORY SOLUTIONS ACC'ON



Segment prioritization criteria

During the prioritization exercise, each segment was attributed a rating against strategic value and do-ability criteria, the definitions of which are
outlined below. The combination of these scores determined a relative positioning on the below axis. This positioning was ultimately used to
determine the priority of addressing the needs of each segment. Each segment was considered separately within the domains of credit and savings, as

nuances in lifestyle and industry may dictate the same customer group to hold different positions on each.

18

STRATEGIC VALUE

STRATEGIC VALUE

Social impact (mission alignment):
« Enhanced lives of clients served;

| DO-ABILITY }

« Clients are able to manage their businesses better; -

+ Improved ecosystem around the client for the
benefit of the community.

Average Savings Balance for Savings/deposit accounts
Average Loan size for Credit accounts

Volume (large *potential universe’ of prospects to convert)

Capacity — can we reach this segment today with the people,
systems, and resources we have easily or not?

Capability — do we understand the client’s wants and needs,
economic dynamics easily or not?

Cost — how expensive is this to reach out?

Time to market — how long will this take to do?

Regulatory — do we have the permission to do this?
Partnerships — do we need (and understand) the partnerships
to deliver this service?

What are the skills availability in the market if we need to hire
people to reach this segment?

Competition - does competition offer services to this
segment?

DO-ABILITY m

ACCION GLOBAL ADVISORY SOLUTIONS
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Result: Prioritized Segments for Credit and Savings

Prioritized segments (credit) T ols Prioritized segments (savings) P e ()

oIm Imism Over 5m oIm Imsm Over 5m
ign SME
Storage

potantial  petential  potential
dients dients dients

-~ Digital .~ *
i M‘I‘wo ; Pursl Micro. } ‘:" : @
. T Petsiler { SME

petantial  petential  potential
dients dients dients A

S, tetailers O Storage

i oagion

Urban
Micro
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Micro
Service
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h Processing h Processing
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faor ME Man ’ Students
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Low

Easy DO-ABILITY ﬁ DO-ABILITY
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Value Proposition Definition
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STEP 1

PAIN NEEDS
POINTS

FEARS WANTS »

Understand customer segment
requirements: Identify the needs,
wants, pain points and fears of each
customer segment.

21

STEP 2

| ADDRESS

ADDRESS
PAIN THE NEEDS
POINTS

------------------- ADDRESS | ADDRESS »
THE FEARS | THE WANTS

Identify what you can offer to the
customer as propositions to
address the needs and pain-points,
while ensuring you address the fears
and wants for better product design
and adoption.

STEP 3

SPECIFIC

GENERIC

Map customer
propositions: Map
customer segment
propositions accordinﬁ to the
number of segments they are
relevant to.

STEP 4

@ —my

Develop product ideas:
Use the mapped propositions
to develop product ideas
specific to individual
segments.

ACCION GLOBAL ADVISORY SOLUTIONS
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O\

Pain points

+ Transaction fees are high for bill
payment and money transfer
services

* Cannot rely on supplier for
consistent quality of stock

* My staff turnover is high

* Digital transaction mechanisms

_oftenfaildire tepoer netuwork etc

Fears \

* People who know I have cash at the
end of the day will steal it from me

s “THat my business will fail TF1 e,

3 ~and my dependents will suffec. =~

« That I will not sell enough to cover
my costs

Il Health of self or family

* My home is an informal settlement
and may be demolished leaving m)( |
family without shelter

".~ M-y piwer supply is unreli_abl_e : // jﬁﬂ)—éét—ib—ﬂta sell my goods

Needs

- AffGrdable access to fu.;diFgED N
[ can purchase the stock I need

“te-make > a decent income. — -

* Pay electricity and airtime bills
so I can continue to run my
business

* Need to deposit cash takings at
the end of the day

J Wants

* Quick access to funding so |
can purchase stock within
availability timeframe.

increase patronage
* Access to best price from
jugplmrs.to increase margins
* “Accurate ledger of busines3 ~
transactions so I can track H
N : -
~business performance . —
+ To be a home owner and have
security for my family

22

Features that address the pain
points
"+ Convenient means of depositing
cash (agent network)
* Access to supplier marketplace
* Reliable payment acceptance
terminal

— —
-~ ATcess to solar power through ~

_Meeting the Needs
- —_—

- ~
{ Working capital loan to buy \
~Jecessary stock _7
+ DivefSe range ofpayntent
channels (including agents)
to reduce reliance on cash
and enable deposits outside of
normal banking hours at the

( partnership with Solar System
0 -

-———__—

i

(-

Experience that addresses the
fears

* __Health insuzance _
X Life insurance__ . 2
. —
|2 Bussiness dhisory semices .
— -

end of the day

m Tips to increase credit rating

!/ Meeting the Wants

* Brand association through
branding.of.client Jocation
~+ “Bookkeeping solution for ~ ~
clients to keep track of sales |
~ and_ inlentory =
_.+_HeusingToans —
* Loyalty rewards
* Access to a wider
marketplace of suppliers to

increase competition among
sales price

* Training on business
bookkeeping

ACCION



Propositions that deliver value

RENEWABLE POWER LOAN

GENERICPRODUCTS

These are generic products which
need to be customized according to
the targeted customer segment

=

REVOLVING OVERDRAFT FACILITY

| FINANCE FOR WORING CAFITAL I

I BUSINESS AND UFE INSURANCE I

23

GENERIC

APPLY WITHOUT GOING TO
BRANCH

QUICK TAT ON LOAN
APPUCATIONS

EASY AND CONVENIENT BILL
PAYMENTS

MECHANISM FOR ACCEPTING
REMOTE PAYMINTS

SECURE AND CONVEMNIENT
METHOO OF CASH DEPOSIT

FREAN MICR 3 =
RETAILER GENERIC PROPOSITIONS
These form part of the core service
offering of AMFB products (existing
and new). Core infrastructure must be
developed to support cach ofthese

CONVENIENT WAY TO
MANAGE ACCOUNT
RESOLVE QUERIES REMOTELY

[ LOYALTY REWARDS |

-

PERSONALIZED RELATIONSHO®

FINANCIAL AND BUSINESS
ADVICE

PROODUCTS DYNAMIC TO LOCAL
PERFORMANCE AND PRIONG

k2 f

CREDIT TERMS SPECIFIC TO ‘

INVENTORY PURCHASE AND
SALES UFECYCLES

s
OUT OF HOURS CASH DEPOSITS r

;=

MECHANISM FOR RECORDING H
BUSINESS TRANSACTIONS
i b ¥
PROPOSITIONS THAT APPLY
TO 2-3SEGMENTS

These are propositions exclusively
specific to the requirements of 2-3
customer segments
p ' 3

DEBT COULECTION MGMT FOR
e H

SOLD Of CREDIT
X %

il ‘¢ooos IN TRANSIT INSURANCE IJ

INFORMATION ON n
ENVIRONMENTAL RISX !
T =
MARKET W‘V L
ORMATION
X ) 4

ACCION GLOBAL ADVISORY SOLUTIONS

SPECIFIC

ENO TO ENO LAND
| PUROHASING l

X
CASH DEPOSITS OUTSIDE OF
BUSINESS HOURS

MACHINERY INSURANCE I

=
TOOLS FOR BUILDING AWARENESS
OF DIGITAL BUSINESS

e 5

SPECIFIC PROPOSITIONS
These are the customer propositions
specific to individual customer

segments
AGRI INPUTE TERMS SPECIFIC TO
RETALER UVESTOCK CYCLES
DIGITAL MICRG - v
RETAILER | GRAZING OPPORTUNITIES FOR |
o -

ACCESS TO AND ENDORSEMENTS
| FROM CO OPS& SOCETIES

NOTE: More work needs to be conducted on
understanding the requirements of the specific
customer segments. The relevance of specific
propositions need to be validated in order for them to
feasibly drive adoption.

[ INTERNET BANKONG FACUTY ‘I
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Customer journey map
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Customer journey map

AWARENESS & CONSIDER TRANSACT

Word of 1-1 sales from Branch field

3 Account Virtual sales teams Agents Cooperative
mouth account officer staff

officers societies

Roadshows and SMS Supplier Website Apply via SMS Group len PO
market storms marketing relationship relEs
Call center Apply via USSD Pay with debit card
Apply via App Apply via FB Piggy Mobile Bank
messenger bank van transfer
Br Special product Bran Account officer
managers

Deposit into Online
center distribution partners

Social media Newspaper Word of
advertising advertising mouth

Industry bodies Roll-up
and associations banner

Website for info
about products

Flyers and Bus and van
posters branding

Regulatory and
umbrella bodies

Agent Community Radio
advertising Leaders advertising

Internet Apply at agent App to record business

Branding of Pop-up Billboard banking transactions

client business branches ads

Agri program Sponsor app on CSR
sponsorship google play store activities

Online banner
ads

25 ACCION GLOBAL ADVISORY SOLUTIONS

SUPPORT

Call center Free
helpline

stomer Social media
forum support FB, WA
Support vi Support via
SMS alerts mobile app

IVR Accion champions in
schools and churches
Show cre Support via

score to clie chatbots
In-branch Support via email

support

Account officer Online
service

LOYALTY

Loyalty Show credit score
points to client
Accion online

Supplier
relations marketplace
Free health Book-keeping
check-ups software
in staff on CSR
business behaviors
p build [SENT
Credit history suppliers
Accion Super Customer
Savers club biz branding
| Risk based
advice support pricing
Daily interest Insurances
calculations
Referral Celebratory
incentives messages

Promos Senior
management visits

Ico

Membership o
Marketplaces

Customer Family advisory

biz brand support
Business

advisory supp

ACCION



Activity prioritization example (generic

26

STRATEGIC VALUE High

Low

SMS
marketing

Website for info
about products

Refresh Branding
of branches

Social media

advertising

Industry bodies
and associations

Regulatory and
umbrella bodies

Online Community
banner ads Leaders
Branding of client
business or market
Community prog

sponsorsh Roadshows and Supplier
market storms relationships

Sponsor app on
google play store

Flyers and
posters
1-1 sales from
account officer
Roll-up
banners

AWARENESS & CONSIDER

Branch
field staff

Account opening
Promotions
CSR activities —
brand schools,
hospitals etc

Agent
advertising

branding

Newspaper
advertising

Easy

DO-ABILITY

ACCION GLOBAL ADVISORY SOLUTIONS
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Activity prioritization example (generic) oy

STRATEGIC VALUE

Low

27 ACCION GLOBAL ADVISORY SOLUTIONS ACC'ON



Pre-requisites matrix
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Step 3: What are the common activities to build awareness in the

market?

29

ACTIVTY

SMS marketing

Social media advertising including FB,
Twitter and Whatsapp

Website for info about products

Supplier relationships to promote
Accion through the supply chain

Branch field staff

Online banner ads

Industry bodies and associations
Billboard advertising — large ads in
strategic locations

Account opening Promotions
Pop-up branches during significant
community or co-op events

Roadshows and market storms

Sponsor app on google play store

AWARENESS & CONSIDER
SEGMENT TIMELINE SYSTEMS SKILLS PARTNERSHIPS
1,2,3,4,5,6,7,8 Q12018 SMS platform Digital marketing, SMS VAS aggregator, MNOs
management and tracking
1,2,4,5,6 Q22018 Social media account mgmt. Digital / Social media Account management tool
software advertising capability vendor
1,3,6,8 Q12018 Website Content Digital marketing, web Web hosting
Management System design/dev, IT support
2,4,5,6 Q22018 N/A Relationship management Suppliers, off takers
2,4,5 Q12018 N/A Sales abilities N/A
1,8 Q12019 Web banner mgmt. console Digital marketing and online Online distribution partner
SEO specialist
3,8 Q2 2018 Customer relationship Relationship management Industry bodies and
management system associations
3,7 Q42018 N/A Marketing strategy — location Billboard marketing agency
strategy
4,6 Q12018 Promotions software linked Promotions specialist Agent network partner for
to T24 promos through agents
7,8 Q32018 Remote branch management Branch distribution Distribution partner
software management
7 N/A DFA for staff who attend the Event planning N/A
roadshows
1 N/A N/A N/A N/A

. . . Regulatory and Community Refresh Branding Branding of client Roadshows and
Other ideas included: umbrella bodies Leaders of branches business or market market storms
Community program Account opening CSR activities — brand Strategic distribution Agent drives awareness
sponsorship Promotions schools, hospitals etc partners (FMCG) in the community

ACCION GLOBAL ADVISORY SOLUTIONS
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Step 3: What are the common activities to enable people to apply

for an account?

30

ACTIVTY
Apply via USSD

Apply via SMS

Apply via mobile App

Apply at agent location

Apply via Call Center

Apply via account officers

Apply via Branch

Apply via website

Apply via FaceBook
messenger

Apply via virtual sales
teams

Apply in bulk via
organization

APPLY
SEGMENT TIMELINE SYSTEMS SKILLS PARTNERSHIPS
1,2,3,4,5,6,7,8 Q12018 USSD platform and shortcode | USSD design, IT support Short code provider/VAS
aggregator, NCC
1,2,3,4,6,7 Q12018 SMS management system, IT support, integration SMS aggregator
Integration to T24 development, customer
service
1,5,6,8 Q2 2018 Mobile app, App Mobile app admin, IT Development partner
management server/hosting support, app design
1,3,6,7 Q1 2018 Agent network management Agent network operations Agent network manager
system, T24
1,3,5,6 Q2 2018 Call center Call center management Call center service provider
2,4,5,8 Existing tool Staff with DFA tools DFA literacy, sales skills MNO for data and device
2,3,4,5 Existing Branch network Staff trained on products
1,6,8 Q2 2018 Website content Website design and Web hosting provider
management system, link to administration
T24
1,6 Q2 2018 Social media platform Social media marketing Facebook developers
and development
7 Existing tool Staff with DFA tools DFA literacy, sales skills MNO for data and device
8 Q2 2018 T24 to upload bulk Training to work with Co-op and affinity group

applications

organizations

partnerships

Other ideas included: Recruit Specialized product managers Apply at Kiosks or Cash
' who can accept applications centers

ACCION GLOBAL ADVISORY SOLUTIONS
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Initiatives roadmap
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Roadmap for Systems, Partnerships & Skills

The following roadmap shows the systems, skills and partnerships that need to be put in place by Accion MfB to ensure it hits the defined target segments with valuable products and
services. These are the earliest possible dates that these initiatives are put in place. The actual activities once they are in place will extend into 2018-2020 timeframe.

32

2018

Ql

Q2

Q3

Q4

’ SYSTEMS N\ PARTNERSHIPS Y4 SKILLS )
SMS platform for SMS mCASH integration SMS aggregator FMCG Suppliers Digital Marketing Web designer
broadcast Specialist
Website Content USSD aggregator Web hosting Agent Network
Agent network system Management System Social media campaigner Operations
Agent Network Manager
USSD platform/ USSD banking Digital product strategist
shortcode Promotions specialist
USSD for application
Social media account Call center monitoring Social Media Account Co-op and affinity group Call center operations
mgmt. software system mgt tool vendor partnerships
Data scientist
Revamped Accion Data platform and Bl Industry bodies and Facebook developers Risk modeli
Website Tool associations Isk mogeling
Mobile app developers Integration specialist
Promotions software Support via USSD
Customer relationship Apply via mobile app Agric Suppliers
management system
Check account details
Account opening form on mobile app Call Center
on Accion Website
Loyalty management
Support via App platform
Web banner mgmt. Mobile app for tracking Partnerships with agric Loyalty manager
consale business transactions off takers
Mobile app for financial Mobile app for business
advice advice
L J \\ J \L J

ACCION GLOBAL ADVISORY SOLUTIONS
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Outputs from the workshops
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Bringing it together for Sub-K

In order to ensure any initiative that Sub-K implements is part of a broader story, it is important to think about
the overall suggested vision for Sub-K 3.0:

“Enable the wide distribution of credit and other financial services and products in an opex-light
model through the use of digital tools and a physical agent network”

There are 5 overarching goals that will help Sub-K achieve this vision in 18-24 months’ time:

# Goal Timeframe
Grow the MSME credit service by developing synergies between MSME Credit and Agent Network - by, for
1. example, building an agent-assisted MSME customer acquisition model that uses data-driven and digitally 0-24 months

supported approval mechanisms

Enhance existing credit products, channels mix (full service and referrals and collections), and processes
2. to make them more efficient and profitable - implement customer segmentation, reduce TAT and evolve risk 0-12 months
models to support credit growth while minimizing FLDG risk.

Enhance existing agent network strategy and operations to improve efficiency and activity levels - by
3. rationalizing services offered through agents, introduce services targeted at agents through bundled services 0-18 months
(credit, business management tools)

Develop new product ideas that meet the needs of the market - in partnership with the bank, for example

» : 3 : 0-18 months
micro-enterprise trade finance (credit for supply chain payments) - -

5. Implement systems to capture data effectively across all vital processes 6-18 months
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Bringing it together for Accion MfB Nigeria

» A high level digital roadmap will allow continuity in planning as many of these projects will extend through several budgeting periods and take into
consideration interdependencies between digital initiatives

» The aim is to plan for high-level functionality (such as “USSD applications”) that can then be broken down into more detailed operational
workstreams for execution

* The plan can include the launch of full end-to-end digital products or specific digital functionalities that can be applied across all products.

For lilustration only
=  Expand lite branch network to 2 more

*  Target selected rural areas with launch cities
of Agric Offtaker loan product .
*  Launch digital affinity group savings
*  Launch USSD application across all product
products

Implement customer self service portal

*  Increase data points on customer
scoring and test improved ginis

*  Develop internal call center s

*  Launch SaveBrighta savings product
* Implement automated underwriting

*  Implement agency partnership in Lagos, process and scorecards across all
Ubuja and one rural region products

...................
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Thank you!!!
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