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USD Billions

By geography

Total firms with at least one female owner collectively

Sizing the market:
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l7 banking on ngen Sizing the market:

IFC Portfolio
Clients

IFC’s Gender Baseline Survey of Portfolio Clients
Shows Low Access to Finance for Women

» Data from 34 IFC client banks in 25 countries covering 6 regions shows that about 16% of our client bank SME
portfolios are loans to women-owned SMEs (with 51%+ women ownership)

% of women-owned SMEs in IFC

Mgl client bank portfolios
East Asia and Pacific 26.6%
Latin America and the Caribbean 22.2%
Europe & Central Asia 18.1%
Sub-Saharan Africa 15.1%
South Asia 9.5%
Middle East & North Africa 5.7%
Global 16.4%

» Regional percentages allow for establishment of minimum regional thresholds
» Regional numbers also enable regions to fine tune SME and BOW strategies and establish IDG3 gender targets

Ay
AR~
L )

e, 1%
Y

International

Finance Corporation
World Bank Group




47 bankingonw®men

IFC analysis demonstrates the Business Case
for Banks targeting the Women’s Market

Description

Market Share
Growth

Higher Cross-Sell
and Loyalty

Strong Savings
Propensity

Positive Risk
Behavior

Linkage to Family
Wallet

* - Source: IFC Analysis

» Provides source of market differentiation in competitive SME markets

» Establishes reputation as an innovator

»Entry and differentiation in specific sectors where concentration e.g. retail , mobile, youth, health
» Creates strong community-based advocacy and enhances corporate social responsibility

»O0nce main banker status achieved, higher cross-sell ratio’s (between 1 and 2 times)
»Higher footings obtained per relationship and higher fee generation

»Respond well to relationship management-based models and willing to pay for it
»Demonstrate stronger retention rates in many clients

»Female customers have a higher propensity to save both as business and personal customers
» Deposits from female customers typically grow at higher rate and stay with the Bank longer
»Net funding surplus as a segment

»Female customers have lower risk tolerance as both business and personal customers
»Women-led businesses outperform those led by men, including start-ups

»Stronger business plans can create higher acceptance rates and reduced processing costs

» Default rates are either the same or better than male counterparts depending upon market

»Take the business relationship, high likelihood that will take majority of family wallet
»High advocacy creates strong conversion rates for husband business and personal FS
»Up to 85% of family financial decisions made by the women globally
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Overview

Banking on Women
IFC’s Financial Markets

Access to Advisory Piloting Access to Housing
| Services for Women Finance, Insurance, $250M
Access to Finance for Entrepreneurs; Women’s Market Bond
Women Entrepreneurs Strengthening Financial Issue
Infrastructure

*|FC Capital and/or AAA balance sheet * Training to women entrepreneurs
support (FM) including: business planning, financial

* |[FC strategic advise to Financial literacy, demystifying banks,

Institutions on customer acquisition * Strengthening networking platforms to
and management (A2F) support access to mentoring and markets
* |[FC strategic advise to corporates to * I[FC’s investment climate work focused on
strengthen women entrepreneurs in broadening financial infrastructure i.e.
value chains Credit bureaus and collateral registries
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Proposition

IFC has a unique value proposition, combining both
investment and advisory services

"Facilitate financial IFC’s Banking on Women Proposition
institutions to recognize

and seize the untapped
and profitable

opportunities that
women entrepreneurs
represent ) ] )
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Results to Date

A global footprint with investment & advisory
projects supporting women entrepreneurs

i . Garanti Bank (Romania) N
v Gender Portfolio: $164M invested - R )
13
. . . o 0 GarantiBank
v" 20 clients with gender projects B ﬁfﬂtf :ﬂg - (Oman)
. X ) = .“;_'_{‘ ;‘1 e — ~ o
v' Strong pipeline: about $741.M: A s o 2 =
v Gender champion structure - B SN B TR e e G
. . ) . AN Abarik (Turkey) . R SR T58 S8 o
in place in HQ and Regions e N T » \? .
v" Gender SME Baseline established :\-}-baﬁ;ﬁ‘kamrkey-] ~ i tomsesna () G v . A
— 1""‘«\ i ’z,: 2 fiver what matters Bank of Deyang . gl
‘ 3 B \: > -.,.".|| ,4
Y « ¥ < Fibabanka % A
| l"{‘." 4 - ) O 6.[
; ) C U
/ DFCU | B !
‘Q_'\'\ Salin \ {Uganda) £ {f!‘:‘?‘:{? &
[ N f R} Basadus _/77 - (Indonesia)
3 E i ' : DTB (Burundi f
FM Gender Fmancmg by Year \1;{3,/ N o ) 2 N b
(Smillion) [ foUR,  (Migena) N ‘J“Nv
/ / @ = ocB (Vletnam]
RAWBANK 5 ~ N
by oy bk Jt »Emsank
Rawbank (DRC) st ant) (Tanzama) L~ W \
( ) TARAAAAAAAAAS : ' .,
FY06-10 FY11-12 Pipeline L . Ecobank (Nigeria, Niger, Cote D’Ivoire, Benin, Cameroon) o
International

Finance Corporation
World Bank Group




47 bankingonw®men

a==m

Comprehensive Approach: Suggested policy recommendations

Policymakers

Develop a definition for establishing a firm knowledge base on women-owned
SMEs

LStrengthen laws and regulations for non-discrimination of women entrepreneurs
Strengthen women property rights

Provide education and training for women economic empowerment

Create support programs that address financial as well as non-financial barriers

Financial Institutions

LEliminate discriminatory practices against women internally and externally
Support financial literacy among women

UProvide innovative solutions to overcome cultural barriers

Develop products for women
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