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Agenda

• Welcome & Introductions

• Opening Activity

• Panelist Presentations + Q&A

• Activity + Discussion

• Wrap-up + Closing Activity



Context & Introductions

Doug Pawson
Director, Social Business & 
Social Finance
Causeway Work Centre

Brendan Reimer
Strategic Partner, Values-
Based Banking
Assiniboine Credit Union

Eva Wong
COO & Co-Founder 
Borrowell

Aliza Gutman
Senior Director 
The Center For Financial 
Services Innovation



Opening Activity (5 min)

Individually: Think of a client you have helped or a story you recently read

• What consumer financial challenges did you discover? 

• What questions do you have about the role of financial services in helping 
solve these challenges? 

In pairs: Share your thoughts
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About CFSI
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The Center for Financial Services Innovation is an authority on consumer 
financial health, leading a network of financial services innovators 
committed to building better consumer products and practices.

Inform
We provide deep consumer 
insights and industry research.

Innovate
We seed and test promising new ideas.

Advise
We offer consulting services to both 

for-profit and nonprofit providers.

Connect
We foster dialogue and collaboration through 
CFSI events and networking opportunities.

CFSI
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Financial Health
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Day-to-Day
Management Resilience Opportunity

Financial health comes about when your daily systems help you build 
resilience and pursue opportunities.

Are you prepared for 
the unexpected?

Are you able to 
pursue your financial 
aspirations?

Do your financial 
products support 
resilience and 
opportunity?
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Financial Health in the U.S.
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Healthy Not Healthy
43% 57%

Source: CFSI’s Consumer Financial Health Study, 2015

https://s3.amazonaws.com/cfsi-innovation-files/wp-content/uploads/2017/01/24183123/Understanding-and-Improving-Consumer-Financial-Health-in-America.pdf
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Income & Financial Health
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More than 1/3 of those in the healthy segments 
have annual income under $60,000

More than 1/3 of those in the unhealthy segments have 
annual income over $60,000

Healthy Not Healthy

Source: CFSI’s Consumer Financial Health Study, 2015

https://s3.amazonaws.com/cfsi-innovation-files/wp-content/uploads/2017/01/24183123/Understanding-and-Improving-Consumer-Financial-Health-in-America.pdf
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Households that plan ahead to 
make sure they have the money to 
pay for large irregular expenses

10x more likely to be in a Healthy segment than 
those who cannot or do not

Those whose primary time frame 
for saving for the future is 
5 years or more

8x more likely to be in a Healthy segment 
than those whose primary time frame is less 
than 5 years

Those with a planned saving habit 4x more likely to be in a Healthy segment than 
those who do not

Households with annual income at 
or over $100k 1.4x more likely than those < $30k

Implication for providers: there is potential for FIs to impact consumer financial health, 
irrespective of income, by providing high-quality products and services that help customers 
adopt and maintain healthy behaviors.

Source: CFSI’s Consumer Financial Health Study, 2015

https://s3.amazonaws.com/cfsi-innovation-files/wp-content/uploads/2017/01/24183123/Understanding-and-Improving-Consumer-Financial-Health-in-America.pdf
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Financial Health in Canada
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Source: 2017 Financial Health Index study, created by Seymour Consulting

Financial stress is a major issue across the income spectrum

http://www.mccoubreyconsulting.com/financialhealthcanada.com/
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Business Case for Financial Health
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Source: Gallup, as cited in Making the Business Case for Financial Health

While consumers want their financial service 
providers to help them make smart decisions to 
improve their financial health, few are finding 
what they seek:

Customers who say their bank looks out 
for their financial well-being

Only about a third of 
customers believe 
their bank is looking 
out for their financial 
well-being. 

more likely to be fully engaged, 
leading to better financial 
outcomes for the FI

13% higher penetration in credit
products & 22% higher 
penetration in investment, 
insurance, or advisory products

more likely to strongly agree that 
their bank is the only company 
they need to meet their 
financial needs

https://cfsinnovation.org/research/making-the-business-case-for-financial-health/
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Better Products & Services for All
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Source: Five Ways to Expand the Appeal of Your Financial Technology Product

An executive at KeyBank recalled 
several instances where their 
research on underserved 
consumers uncovered feature 
ideas that, when tested with other 
customer segments, generated 
broad demand. This helped them 
craft the internal case to build 
those features, and it expanded 
the functionality of their offerings 
for all customers. 

“

”

https://s3.amazonaws.com/cfsi-innovation-files/wp-content/uploads/2017/01/13040437/CFSI-Consumer-Insights-Lab-Five-Ways-to-Expand-the-Appeal-of-Your-FinTech-Product-12-2016.pdf
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Examples
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 Adaptive, automated savings product
 Over $1B saved with Digit
 Avg user annual income = $40,000
 Avg user saves ~6% monthly income; avge saving $2,500/yr

Source: Powering the Next Generation of FinTech to Improve Consumer Financial Health

 Intelligent automation of loan payments with functionality to 
identify saving opportunities

 30% of users reduce missed payments (and fees)
 95% of users prepay loans (saving on interest)

 Provides seven-day notice of impending overdraft
 Saved users more than $15M in overdraft fees

 Helps EBT cardholders manage benefits
 Eliminates over 1M hungry days each month

https://s3.amazonaws.com/cfsi-innovation-files/wp-content/uploads/2018/02/27213505/2018-ImpactReport-FINAL.pdf


Chicago   New York   San Francisco   Washington, D.C.

Connect with us
cfsinnovation.com YouTube@cfsinnovation #finhealth LinkedIn Facebook

Thank You!
Aliza Gutman
agutman@cfsinnovation.org



Q&A (10 min)



Activity

Individually: Return to the question(s) you identified during our warm-up activity 
(3 min)

• Do you still have that question? 
• Did new questions come-up?
• What consumer financial challenge(s) did you discover?

With your table: (10 min)
• Share your reflections
• Select one question from your table to share with the room  
• Write it down, including who the question is directed toward



Panel Discussion

Doug Pawson
Director, Social Business & 
Social Finance
Causeway Work Centre

Brendan Reimer
Strategic Partner, Values-
Based Banking
Assiniboine Credit Union

Eva Wong
COO & Co-Founder 
Borrowell

Aliza Gutman
Senior Director 
The Center For Financial 
Services Innovation



Closing Activity (2 min)

In your conference passport (from the program) write down: 
• 1 thing that you learned from this session
• 1 next step you wish to take as a result of this session
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