
Click to edit Master title style

Gayatri Murthy

Nitika Sood 

Feb 21, 2018  

THIS IS THE TITLE OF 

YOUR PRESENTATION
Photographer Name, CGAP Photo Contest

SMARTPHONES FOR NEW FINANCIAL SERVICES 

AND NEW BUSINESS MODELS 



© CGAP 2017

Goals

1. Understand what the smartphone 

opportunity is, especially when low-

income customers. 

2. Uncover your value proposition by 

understanding customer needs and 

demands. 

3. Learn key aspects of designing services 

through examples and case studies. 

4. Discuss how to deliver a smartphone idea 

in the marketplace through partnerships 

and new business models. 

2

What do you 

hope to learn 

or gain from 

today’s 

session?
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Agenda  

10 mins Introduction and goal-setting 

30 mins What is the smartphone opportunity? 

20 mins Discover your value proposition 

30 mins Design your breakthrough offering

20 mins Deliver in the marketplace

10 mins Q&A and conclusions 

3
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Facilitators
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• Since 2015, CGAP has worked with financial service providers in South 
Asia and East Africa (India, Myanmar, Bangladesh and Tanzania) on 
designing a better smartphone UI/UX for low-income customers. 

• In 2016, CGAP worked with Eko Financial Services, Dalberg and 
Moonraft to build a prototype of a financial services app that went 
beyond payments and helped customers manage their finances, 
financial relationships and ambitions. 

• In early 2017, CGAP also conducted a survey of current financial 
services apps in India. But several new players have entered the market 
since. The market continues to evolve rapidly. 

• We have also been researching the linkages between UI/UX and CX-
how do you keep the smartphone offering customer centric?  

5

A note on examples presented   



Discussion

Think about a smartphone app you use 

regularly. 
Now lets discuss what makes them great

Can you describe what need this app fulfils in your life?



Easy to use 

and simple 

Secure and 

safe 

Versatile- works 

on Android and 

Apple 

High performance-

doesn’t crash; 

loads fast 

Offline work 

Source: https://mobidev.biz/blog/11_key_features_of_a_successful_mobile_app

Interoperable, 

merges with other 

popular things 

Search function

Personalization

Updates and 

enhancements 

Feedback and 

contact means

No ads! 

One-stop 

shop for 

many 

things? 

Many things to 

many people 

https://mobidev.biz/blog/11_key_features_of_a_successful_mobile_app


A great financial service app?

Versatile- works 

on Android and 

Apple 

Updates and 

enhancements 

Feedback and 

contact means

Easy to use 

and simple 

Secure and 

safe 

High performance-

doesn’t crash; loads fast 

Offline work 

Search function

Interoperable, 

merges with other 

popular things 

Personalization

One-stop 

shop for 

many 

things? 

Many things to 

many people 



What is the smartphone 

opportunity 

Spread of smartphones

New segments online for the first time

Moving beyond mobile payments 
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Smartphones will go mass market 

10

Source: GSMA projections for India (2017) 

Mobile Industry Contribution to GDP

2015: INR 9 LAKH CRORE

2020: INR 14 LAKH CRORE
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Services and apps growing 

11

Source: GSMA India (2017) 

India’s e-payments pie estimated to grow over five 

times to $1 trillion by 2023, according to a Credit 

Suisse Report 
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12Source: Quartz.in

Players, with big user bases, big data, large networks and strong 

appeal 

Competition will come from unexpected places
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Smartphones present an opportunity to 

reach low-income customers  

13

• “The next billion” will avoid text, 
and use voice activation and 
communicate with images.

• They are the world’s less-educated; 
online for the first time with low-
end smartphones and cheap data 
plans. 

• Intuitive apps will let them navigate 
despite poor literacy.

• On their screens are popular apps—
Google’s search, WhatsApp—but 
also many that are unfamiliar in the 
developed world, including UC 
Browser, MX Player and SHAREit, 
that are tailored for slow 
connections and skimpy data 
storage.

Source: https://www.wsj.com/articles/the-end-of-typing-the-internets-next-billion-users-will-

use-video-and-voice-1502116070

Megh Singh, 36, a porter, earning less than 
$8 a day in one of India’s biggest railway 
stations. He doesn’t read or using a keyboard 
on his smartphone. But he checks train 
schedules, messages family and downloads 
movies.

https://www.wsj.com/articles/the-end-of-typing-the-internets-next-billion-users-will-use-video-and-voice-1502116070
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CGAP research shows some of our 

assumptions need rethinking   

14

Assumptions

• Low income people don’t 
understand virtual money. 

• Apps for low-income, 
illiterate people need to be 
simple. 

• We need to create separate 
apps for low-income 
people. They cannot use 
the apps we use regularly. 

Source: Money, decisions and control by Mas and Murthy. CGAP 2017. 
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Services for decision-making, planning….financial control! 

So financial apps will need to go beyond payments

• Most financial services apps are not 
relevant beyond making payments (e.g. 
to send money home, to pay a bill, buy 
a ticket, pay a vendor)

• Expand the value proposition and 
support customers in financial aspects 
beyond payments. 

• The need to send a payment doesn’t 
start the moment a customer pulls out 
his payments app. 

• The question is: How does that money 
get there? What other needs did it 
displace? When did the customer 
commit the money to this purpose? 
What would they have done if there 
had been a shortfall? 

15Source: Money, decisions and control, Mas, Murthy CGAP 2017

Most e-wallet operators aren’t 

profitable in India yet. There 

are too many e-wallets in 

India and most are near-

empty- WSJ
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CGAP is exploring factors that improve, enhance and transform the offering 

Rethink the value proposition

16

Services incorporate personalization and tailoring. Terms and 

conditions may be malleable to suit unforeseen needs. (e.g.: 

flexible pay and withdrawal).

Customization

Services are packaged together, financial or otherwise. Often 

one service leads to accessing another. (e.g.: digital ROSCAs 

with credit, credit for ag inputs).  

Bundling

Connections
Services facilitate connections. Could enhance existing 

connections, or create new ones. Facilitated by geographic 

matching or seek to transcend them. (P2P credit; digital 

ROSCAs)
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A CGAP study found issues that hinder customer acceptance and usage  

Use smartphone design to facilitate this value 

17

Finding information and features can be 
hard. Information, once found can be hard to 
understand due to language, graphics. Local 
languages are rarely supported

This is the time to improve, 

enhance and transform the 

offering 

When errors occur, they are often poorly 
communicated. Confirmation messages are 
implemented with varying levels of 
effectiveness. 

Entering data can be difficult, and the 
mechanics of moving through each of the 
steps of data entry can be a challenge. 

Source: Financial Services Apps in India, CGAP 2017
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First, define the business challenge

ACQUISITION

Reaching new customers

RETENTION

Deepening customer 

relationships

EXPANSION

Expanding customer 

relationships

- Entering new markets

- Customer targeting

- Launching new products

- Expanding customer base, 

new customers

- Solving customer 

challenges

- Increase uptake and 

adoption

- Increase awareness

- Reduce dormancy

- Increasing upsell and 

cross-sell

- Increasing engagement

- Customer value & loyalty

- Reducing cost to serve

- Increasing CLV



Discussion: Lets discuss your 

business challenges 

On your table 

Identify and discuss the major 

business challenge you face in a 

service you currently offer. 

Share out



Case Study: Framing the business 

challenge as a design opportunity

• Eko Financial services was looking to go 

beyond payments and beat the growing 

competition in the market. 

• Though customers were transferring a 

large chunk of their income through Eko’s 

payment services, the money did not stay 

in the wallet. The key challenge was 

keeping more cash in the wallet and 

capturing more of their financial life 

through engaging services. 

• Their customer base saw a remarkable 

growth in smartphone use. 

Business

challenge

Technology
Customer 

behavior & 

demand



Discussion: Frame your business 

challenge as a design challenge 

On your table: 

Describe the business challenge as a design 

challenge. 

Write out the first set of steps you might take to solve 

this challenge. 

Share out. 
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Learn from your customer

Keep it human-centric

Keep it iterative 



Process: Keep it human-centric 

• It starts with getting to know 

the people we’re designing 

for. 

• Without them, we wouldn’t 

know what to design, how it 

should work, or why it 

matters. 

• From there we build, test, 

and iterate until we get it 

right.

Source: https://www.ideo.org/approach

https://www.ideo.org/approach


Process: Keep it iterative  

Influenced by human-

centered design, 

innovation techniques 

and agile product 

management approaches.

This is NOT a linear 

process. It’s an iterative

one and should be 

customized to fit your 

team, project needs and 

capabilities. 

Resource: Customer Experience Toolkit: http://www.cgap.org/sites/default/files/Customer%20Experience%20Toolkit.pdf

http://www.cgap.org/sites/default/files/Customer Experience Toolkit.pdf
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Case Study: 6 stages of design and testing  

To create a viable solution, we used an iterative and human-centered 

process with 6 phases of design and testing with customers. 

25

Exploratory 

Research 
Design 

Clinic 1 

Design 

Clinic 2 

Design 

Clinic 3 

Design 

Clinic 4 

Design 

Clinic 5 

Design 

Clinic 6 

Exploration

Phase 1

Design-Research Cycles

Phase 2

High Level 

Concepts 

(Paper 

Prototypes)

Screen 

level 

Concepts 

(Paper 

Prototypes)

Information 

Architecture 

(Low fidelity 

interactive 

(framer)

Workflow 

(Low 

fidelity 

interactive 

(framer 

and in-

vision)

Visual 

design / 

Interaction 

(High-

fidelity 

interactive 

(framer, 

invision, 

and 

axure)

“Hang 

Together” 

(Mid 

fidelity 

interactive 

(Axure)

3-4 weeks 14 – 16 weeks
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Tools: Narrative Snapshot 
Stories, as many as possible: 

1. Material Culture - Objects (apps), people 

2. Non-material culture - Rituals, emotions, behaviors, norms, morals, etc.

3. Linguistics: Deconstruct adjectives 

Narrative Snapshot: To capture stories about present life-stage of 
participants. 

26

ACTIVITY 1 ________________________________

RITUALS 

NORMS

MORALS 

PERCEPTIONS

ASPIRATIONS 

EMOTIONS 

ENVIRONMENT

PEOPLE 

OBJECTS 

LANGUAGE 

VERBS 

SENTENCE 

TIME (YEAR / MONTH / DAY 

)
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Tools: Life Stage Mapping  

To capture stories across life-stages

27
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Tools: Customer Journey Mapping  
Journey Mapping: To capture experience and feelings about existing 

services 

28
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Case Study: 6 stages of design and testing  

To create a viable solution, we used an iterative and human-centered 

process with 6 phases of design and testing with customers. 

29

Exploratory 

Research 
Design 

Clinic 1 

Design 

Clinic 2 

Design 

Clinic 3 

Design 

Clinic 4 

Design 

Clinic 5 

Design 

Clinic 6 

Exploration

Phase 1

Design-Research Cycles

Phase 2

High Level 

Concepts 

(Paper 

Prototypes)

Screen 

level 

Concepts 

(Paper 

Prototypes)

Information 

Architecture 

(Low fidelity 

interactive 

(framer)

Workflow 

(Low 

fidelity 

interactive 

(framer 

and in-

vision)

Visual 

design / 

Interaction 

(High-

fidelity 

interactive 

(framer, 

invision, 

and 

axure)

“Hang 

Together” 

(Mid 

fidelity 

interactive 

(Axure)

3-4 weeks 14 – 16 weeks



© CGAP 2017

Tools: Prototyping 

30
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Case Study: 3 types of prototype 
Used three tools for prototyping: 

• Paper: Low Fidelity 

• In-vision: Medium Fidelity 

• Axure: High Fidelity 

31
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Tools: Prototype Variations 

Testing type of design, language options, visual design options, 

navigation options, etc. 

32
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Tools: Desirability Test 

Desirability Test: Ask them to chose the word which represents the concept the best. 

33
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Tools: Social Circle Test

Social circle Test: Ask them to chose the word which represents the concept the best. 

34



© CGAP 2017

Design your breakthrough offering

Design Principles

Design Considerations 



Design Principles 
Turning insights into directions for your app design 
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Principle: Bringing stories to life

37

Instead of foregrounding finances, the app should reflect the customer’s 

connections and ambitions. 
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Principle: Tools, not products 

38

Instead of products, focus on 

tasks and tools: 

In the sample screens to the left, a 

simple remittance becomes 

informal credit at the click of the 

button when you choose “expect 

money back”. You can routinize 

this transaction with another click. 
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Principle: Control 

39

Predict uncertainties and means to get out of those uncertainties. 
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Principle: Familiar & inclusive 

40

Inclusive design is as important as inclusive financial solutions 



Design Considerations   
Navigation, feel and use 
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What is happening? | Navigation

42

Fragmented 

navigation -
Different set of 

options in different 

menus

Too many 

options 

Complex 

Navigation Type

Poor orientation 

clues
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What is happening? | Navigation

43

Features should 

be prominent 

Important 

features on the 

home-screen

Icons should be 

large and 

recognizable 

Important 

elements should 

be together 
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What is happening? | Navigation

44

Choose 

an Action
Choose 

Person/Group
Tools

Are you 

sure?
Receipt

Pick the right 

navigation type 

Keep it 

consistent 
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What is happening? | Visual Hierarchy

45

Too many action 

points at the 

same time

Using color 

without 

assigning color 

to it 

Important 

content does 

not stand out

Too many 

words, less 

icons 



© CGAP 2017

What is happening? | Visual Hierarchy

46

Use color to 

communicate 

meaning 

Group similar 

items – use 

color and 

position 

Highlight 

important 

information 

/action points 
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What is happening? | Visual Hierarchy

47

Remove extra 

elements during 

transaction 

One piece of 

information per 

screen 
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How do I feel? | Language / Tone

48

Use of technical 

jargon 

Icons without 

labels 

Support a few 

languages 

Literal  

translations 
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How do I feel? | Language / Tone

49

Support as 

many languages 

as possible 

Use Icon with 

text 

Well explained 

labels 

Use words used 

everyday 
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How do I deal with it? | Entering Data 

50

Lack of right 

keyboard 

Too many 

distractions in 

keyboard 

Keyboard 

obscure data-

field 
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51

Create own 

number entry 

keyboards 

Avoid numeric 

and alpha entry 

options 

One piece of 

information per 

screen 

How do I deal with it? | Entering Data 

Automatically 

display 

keyboard at the 

right place 
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How do I deal with it? | Error Communication 

52

Message at the 

wrong place

No clear action 

points 

Not clearly 

visible 

messages 

Not associated 

with controls 
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How do I deal with it? | Error Communication

53

Validate inputs 

immediately 

Use clear 

language 

Clearly explain 

what went 

wrong and what 

next 

Display error 

messages 

alongside the 

controls
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How do I deal with it? | Confirmations

54

Short 

messaging 

Lack of 

reassurance 
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How do I deal with it? | Confirmations

55

Give 

opportunities to 

review 

Display details 

after transaction 

is reviewed 

What next? (in 

case of failure) 

Success /failure 

messages 

should be 

prominent 
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Deliver in the marketplace

Business Models 

Partnerships 
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• Monetizing may look different. The 

new players do not have standard 

business models. They are not 

looking to make money off of every 

transaction. 

• “Who is your customer” might evolve 

• We are seeing business models that:

• New ways to deliver existing 

services

• New services that weren’t 

possible in the past

• New partnerships based on 

specialization and 

interconnection

57

Making money in new ways 

Business Models

Mobile Industry 

Contribution to GDP

2015: INR 9 LAKH CRORE

2020: INR 14 LAKH CRORE
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Consider advantages and disadvantages carefully. Evolve when necessary. 

Partnerships can be a core part of the solutions 

+ves

• Focused on each company’s 

strengths and assets

• Partnerships with banks, MFIs 

create varied and integrated 

solutions to respond to customer 

challenges.

-ves

• You may be limited to partner’s 

agenda and available products 

and may not be able to control 

customer experience completely.

• Regulatory constraints and 

partners’ agendas may decrease 

value of the offering. 
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• Beyond payments, you may provide 

complex services such as 

investments, pensions on a 

smartphone. 

• The onboarding process may 

require a high touch engagement to 

introduce value and build trust.

• With poor connections, people may 

switch between smartphone and 

basic phone capabilities. 

• But keep an eye on scalability of 

this operational model.  

59

Not all virtual, not always an in-app experience  

Balancing hi-touch and low-touch well 
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Started off a social 
network (peer to 

peer connections)
Become a platform

Has elements of a 
marketplace 

(users/advertisers)

60

: Business models are not static but evolve (rapidly)

Adding use cases and improving with time

Source: https://www.slideshare.net/a16z/network-effects-59206938/29-So_what_led_to_network

Facebook has changed with time
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61

Three ideas to take home 

Tools, not 
products

Finance 
connects to 
everything

Inclusion 
means 

expanding 
use cases 

Smartphones are one of several tools becoming available to us for 

innovation around financial services. Well-designed applications on 

smartphones are a conduit to bring your value proposition to life.

But working in this space has given 3 overarching directions for the future: 



What questions do 

you still have?

What is most 

valuable to your 

work?

What’s one thing 

you’ll try out?



Thank you To learn more, please visit 

www.cgap.org 



Stay connected with CGAP

www.cgap.org @CGAP Facebook LinkedIn
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www.cgap.org


