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These words, spoken by the 42nd U.S. president in a video introduction to the assembled 
audience, set the tone for the Fifth Annual Underbanked Financial Services Forum, which 
took place June 9–11, 2010, in Miami. The Forum, presented by the Center for Financial 
Services Innovation with SourceMedia, came at an important moment in the evolution of  
the underbanked financial services industry. The recent economic downturn initially required 
a short-term focus as industry participants sought to weather sweeping changes across the 
financial landscape. At the 2009 Forum, participants reflected on the state of  the industry and 
the lessons learned during the economic and financial crisis. This year, however, as a measure of  
stability returned to the still-troubled economy, reflections on the past yielded to prospects for 
the future. With noticeable excitement, Forum attendees once again looked ahead to contemplate 
and map the continuing development of  the underbanked marketplace.

Central to this change in perspective was a strong emphasis on developing effective ways to 
provide value to underbanked consumers. Shifting industry dynamics and changes in consumer 
attitudes are pushing stakeholders to think strategically about the future and how best to meet 
consumer needs in order to prosper in the underbanked marketplace. Four key approaches to 
innovating around consumer needs emerged:

   

2Improving Financial Behavior: The industry is increasingly applying behavioral economics 
principles to the design of financial products and programs to boost their appeal and 
support consumers in reaching their financial goals.

3 Strengthening Financial Capability: With consumers concerned about establishing 
financial security, the industry is creating tools and resources to help consumers manage 
their financial lives. 

4 Building Broader Relationships: As the industry moves beyond the crisis, providers are 
increasingly viewing profitability in the underbanked market through the lens of broad 
customer relationships, rather than on a product-by-product basis. 

“Your presence and continued dedication to consumers is critical, 
to helping our individuals, but also our nation emerge stronger and 
more resilient in the aftermath of this terrible financial crisis.”

—President Bill Clinton

1    Leveraging Technology: Speakers shared examples of technological innovations that 
increase convenience and reduce costs for consumers.



Through technology, financial services providers are 
adding value for customers by improving product 
functionality, access to information, and convenience. 
At the same time, technology is benefiting providers 
by increasing operational efficiency and facilitating 
the creation of scalable, cost-effective products and 
services. Discussions at the Forum focused on the 
new application and development of technological 
tools in the financial services industry and their 
potential impact on the underbanked marketplace. 
 
The potential for technology to enhance the 
availability and affordability of financial services 
is buttressed by research demonstrating that 
underbanked individuals have an increasing 
presence in online and mobile channels. CFSI’s 
Rachel Schneider presented data showing that, 
in the last decade, the proportion of households 
making under $30,000 per year who have regular 
internet access has doubled, and up to 70% of the 
underbanked have mobile phones. As these trends 
continue, technological solutions aimed at the 
underbanked will become more and more viable. 
Tarik Brooks, of Urban Trust Bank, described 
his institution’s efforts to provide relevant online 
content as their underbanked customers close the 
digital divide. Urban Trust’s second chance checking 
accounts, prepaid card, emergency credit payday 
loan alternative, and small business loans can all be 
obtained and managed online.

Tim Walsh, of Ready Credit Corporation, 
discussed his organization’s use of online and 
mobile communication to help consumers become 
better financial managers. Ready Credit, which 
provides prepaid cards and bill payment services, 
lets its customers choose among communication 
options—text message, online, or phone. Expecting 
that underbanked customers will continue adopting 
online and mobile technology, Ready credit is 
developing communication tools accordingly. 
For example, Ready Credit has designed the first 
iPhone application for use in the prepaid market. 
In conjunction with CFSI, Ready Credit also 
experimented with an email campaign among 
prepaid card users who were often paying high fees 

for ATM transactions. These emails tested a variety 
of messages, reminding consumers of the high cost 
associated with these transactions and informing 
them of the free option to get cash back with a debit 
purchase. Among consumers who opened these 
emails, the vast majority subsequently made fewer 
ATM transactions, saving, on average, $11.10 in 
monthly fees. The experiment demonstrated the 
potential impact financial services providers can have 
by using technology to reach customers with targeted 
and actionable information. 

Several innovative technological approaches to 
underbanked financial services were on display 
throughout the Forum. Some of the most notable 
were the subject of a series of sessions dedicated to 
emerging solutions in credit, payment, and deposit 
products. Presenters represented companies that 
have developed new products and services to provide 
underbanked consumers with a larger and more 
flexible array of financial services options. They 
included:

■ Chexar’s innovative third-party check-cashing and 
risk management software. This software uses cloud 
computing—aided by human risk managers for the 
very hardest cases—to calculate transactional risk, 
reducing the cost and turnaround time of check 
cashing. With this product, service providers can cash 
a broader range of checks for a lower price and build 
stronger relationships with their customers. 

■ Emerge Workplace Lending, an innovative online 
platform through which employers can facilitate 
loans to their employees of between $300 and 
$1,500, with a term of six to eight months. Speaker 
Jonathan Harrison said the efficiencies realized from 
channeling lending activity through the workplace 
with Emerge reduces lenders’ costs, allowing them to 
offer loans at interest rates as low as 18%.

■ BillFloat, an online alternative lender that provides 
credit for utility bill payment. According to Ryan 
Gilbert, participating utilities can reroute customers 
who are unable to pay to BillFloat, which in turn 
leverages PayPal’s open-access X-platform to 
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process consumers’ bill payment history and other 
information, and for a fee can cover that customer’s 
bills. The repayment period varies based on the 
customer’s needs. 

■ HelloWallet, an online financial advice platform. 
For a $4 monthly subscription, HelloWallet offers 
advice about financial products and provides tools 
that help users plan how to cover future expenses 
and debt. Speaker Revell Horsey noted that because 
HelloWallet earns its income through subscriptions, 
not referral bounties or advertising, customers can be 
assured that the advice they receive is impartial.

Forum participants agreed that the ongoing 
development of technology shows great promise 
in providing value to underbanked customers now 
and in the future. As new innovations emerge and 
consumers increasingly gain access to various forms 
of technology, financial services providers will have 

more tools and channels to create scalable and 
effective solutions for the financial services needs of 
the underbanked.
 

Improving Financial Behavior
In previous Forums, speakers such as Dean Karlan, 
of Innovations for Poverty Action, and Richard 
Thaler, coauthor of Nudge, described the potential for 
behavioral economics theories to bring new insights 
into how people make financial decisions. The 
burgeoning field has shown that financial decisions 
are not strictly rational but are influenced by a host 
of psychosocial factors and inherent tendencies. 
The industry is now moving beyond theory to apply 
behavioral economics concepts to financial products 
and services. 

Mark Jones of IDEO spoke about his company’s 
efforts to change consumer behavior in sometimes 
radical ways by reframing and reinforcing individuals’ 
choices. Giving people increased control over their 
lives, Jones said, sometimes means making them see 
decisions as critical choices between two options, 
helping to overcome passivity and inattention. Other 
times, it means putting consumers’ positive emotions 

to use, as in the “Keep the Change” program IDEO 
developed with Bank of America. “Keep the Change” 
is based on the finding that many consumers get an 
emotional benefit—a feeling of “getting ahead”—
from rounding up their bills. With “Keep the 
Change,” every debit card purchase is rounded up 
to the next dollar, and the difference is deposited 
in a savings account. Although the difference is 
small on any given purchase, it eventually builds 
into substantial new savings. Over the last five 
years, people have saved over $3 billion through the 
program.  

IDEO also worked with PNC to create Virtual 
Wallet, an integrated money management platform 
that encourages consumer engagement using a fun 
online interface. “Most banking products, frankly, 
are boring, not fun,” said Jones. “They’re about bills 
and overdraft fees.” The company wondered: “How 
can we connect more with people’s emotional, fun 
side?” Jones noted that younger consumers often live 
close to the edge financially, and store up nest eggs 
of cash as “fun money,” which they budget to spend 
on luxuries like expensive coffee or nights on the 
town. Virtual Wallet provides a calendar interface 
that allows users to see upcoming cash inflows 
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Jack Dorsey, keynote speaker and co-founder of Twitter, 
introduced technology as a primary theme by describing 
his latest product, Square. Square is a small device that fits 
into the headphone jack of most mobile phones and allows 
its user to accept credit, debit, or prepaid card payments. 
The device and accompanying analytical software are 
free to users, enabling anyone to accept card payments. 
Although the product is still under development, Dorsey said 
he envisions a bright future for Square as a tool that can 
enable any business or individual to accept payments more 
efficiently. 

Dorsey’s presentation highlighted the ubiquity and increasing 
evolution of noncash payments. The trend raises questions 
about how the underbanked marketplace will change as a 
result. 

Products and practices that aim to 
change behavior must fit naturally into 
consumers’ daily routines and influence 
the key drivers of their behavior. 



Today And Reward Tomorrow (START) program, 
presented at the Forum by Michael Shepard and 
Kevin Wright. US Bank created START in response 
to customers’ growing desire to save more, and 
to get help from their bank in the process. US 
Bank customers enrolling in START can set up 
automatic savings deposits that recur monthly, or 
with each debit or credit card transaction. START 
also provides rewards for customers who reach 
important milestones: new customers receive a $50 
VISA rewards card when they reach a $1,000 account 
balance, and another after they have maintained that 
$1,000 balance for twelve months. These incentives 
provide additional motivation for consumers to create 
a habit of saving, helping them to build a financial 
cushion and gain flexibility. About one-third of new 
US Bank checking account customers have enrolled 
in START. Regarding the feedback received from 
START customers, Shepard said, “They feel like US 
Bank is looking out for their best interests.”

By applying behavioral economics insights to 
financial decision-making and habit formation, 
Forum presenters demonstrated several ways to 
help the underbanked better their financial position. 
Financial services providers benefit too. By helping 
consumers improve their financial behavior and 
achieve better financial outcomes, providers can 
attract customers and create valuable relationships.

and outflows, making it easier to plan spending. 
Additionally, users can seamlessly transfer funds 
between transactional and savings accounts with a 
sliding bar and can save money one dollar at a time 
by clicking an animated piggy bank that moves 
around the screen. 

Professor Jonathan Zinman of Dartmouth 
University extolled the value of using timely 
messaging to encourage good financial behavior. 
Catching a consumer’s attention at a key decision-
making moment, such as an unexpected need of 
credit, or registration for a 401(k) when starting 
a new job, can act as a powerful “nudge,” pushing 
consumers toward decisions that benefit their 
financial health. Mobile messaging provides a variety 
of ways to communicate with customers quickly, 
allowing service providers—and researchers—to 
vary the frequency of contact, the subject of the 
message, its tone, and level of personalization. 
Zinman partnered with banks in South America 
and the Philippines to test the impact of monthly 
text messages reminding consumers to make savings 
deposits. Customers who received text messages 
saved up to 6% more than the comparison group. 
Reminders that mentioned a client’s personal goals 
were even more effective. 

The nonprofit Doorways to Dreams (D2D) Fund 
described its experience tapping into consumers’ 
habits to encourage good behaviors. According to 
D2D’s Tim Flacke, 38% of people with incomes 
under $25,000 think that playing the lottery is the 
best way to accumulate more than $100,000 in 
savings. As a CFSI nonprofit grantee, D2D launched 
Save to Win, a prize-linked savings initiative, with 
eight Michigan credit unions, where every $25 in 
new savings earned an accountholder one entry 
into a $100,000 grand prize drawing, along with 
opportunities for smaller prizes. The D2D Fund 
provided a channel through which consumers were 
able to save while experiencing the thrill of playing 
the lottery. Through the initiative, 12,000 new savings 
accounts were opened, with $8.5 million in new 
savings. Fifty-five percent of account holders were 
new savers, and 59% were lottery players. 

Providers are also finding that helping consumers 
improve their financial behavior can help establish 
trust. This has been the case for US Bank’s Savings 
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The Fifth Annual Underbanked Services Forum drew 
participants from throughout the underbanked financial 
services industry for three days of discussion about the 

future of the underbanked marketplace. The 526 attendees 
represented banks, credit unions, technology vendors, 

consumer advocates, the consumer finance industry, nonprofit 
service providers, retailers, academics, and policymakers.

ATTENDEE DISTRIBUTION 
BY ORGANIZATION TYPE

Vendors and 
Non-bank
Providers

36%

Banks/Credit
     Unions 

37%

Government
27%



Following the financial crisis, consumers have 
expressed greater desire to take greater control 
of their financial lives. Low-to-moderate income 
consumers in particular are finding that good 
financial decisions can hold the key to weathering 
the economic downturn and establishing financial 
security. Given the severity of the downturn, this 
growing demand for financial management tools 
may endure. To help meet the demand, industry 
stakeholders are employing new approaches and 
tools to support consumers in establishing sound 
financial habits.  

Working at the intersection of financial education 
and behaviorial economics, cutting-edge educators 
are developing ways to help consumers increase 
their financial knowledge while also achieving 
lasting improvements in financial behavior. 
This “financial capability” approach often links 
financial education with access to products, so 
that consumers receive tools to improve financial 
behavior along with guidance on using them 
effectively. The financial capability framework 
emphasizes tangible outcomes, including a greater 
ability to select and manage financial products 
and services, increased emergency and long-term 
savings, and improved credit scores. The best 
financial capability programs involve interventions 
that are relevant, addressing participants’ 
specific concerns and financial situations; timely, 
coinciding with key life events or moments of 
decision; actionable, enabling consumers to put 
newly gained knowledge into action right away; 
and ongoing, developing long-term relationships 
to provide support and accountability.

SABEResPODER (SEP), represented at the Forum 
by CEO Amir Hemmat, provides an excellent 
example of the financial capability approach in 
action. As Hemmat explained, SEP is a multi-
platform media company serving the U.S. Hispanic 
market. It is best known for producing educational 
videos shown in Mexican consulates around the 
United States. Recent immigrants must visit these 
consulates to obtain documentation for working 
in the United States. During these visits, which 

Financial Capability 
typically take one to two hours, they can watch SEP 
videos that explain financial products over closed-
circuit waiting room television. SEP also provides 
informational pamphlets and coupons that allow 
visitors to obtain discounts at partner financial 
institutions and also allow SEP to track the number of 
visitors who act on their advice.

SEP’s efforts demonstrate many key aspects of the 
financial capability approach: the information 
presented is especially relevant and timely for its 
audience, who are seeking to remain in the United 
States and participate in the mainstream economy. 
SEP’s videos fill what would otherwise be wasted time 
during lengthy waiting periods at the consulates. The 
discount coupons presented along with educational 
materials make the information actionable by 
providing extra incentive for consumers to register for 
bank accounts or prepaid cards.

Brandy McHale, director of programs for the Citi 
Foundation, spoke about her organization’s transition 
to the financial capability approach, which seeks 
to leverage relevant “teachable moments.” Citi is 
preparing to launch a nationwide demonstration 
program to open educational savings accounts for 
charter school sixth graders. The campaign will also 
engage and educate parents about financial services. 
By pairing parent education with student accounts, 
Citi hopes to better capture parents’ attention while 
giving them tools to improve their financial welfare 
along with that of their children.

Several organizations are exploring online video 
games to educate consumers about becoming better 
stewards of their financial lives. With a growing 
number of Americans of all ages playing video games, 
the channel is an increasingly viable way to reach 
consumers within a familiar context. According to the 
Entertainment Software Association, 67 percent of 
American households play computer or video games, 
and the average game player is 34 years old. 
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Building Broader Relationships
With the financial crisis and resulting regulations 
challenging the traditional banking business model, 
many providers are moving beyond transactional 
interactions with underbanked consumers. As Forum 
participants discussed, firms are increasingly focused 
on meeting the full suite of underbanked consumers’ 
financial services needs. Firms that provide 
broader services can demonstrate a commitment 
to consumers, building trust that yields long-term 
customer relationships.

Chexar’s Drew Edwards explained how his 
company’s service helps firms meet the broader 
spectrum of underbanked consumers’ financial 
services needs. Chexar’s improved risk management 
platform allows its institutional clients to cash 
any type of check. Because check cashing is 
an important financial transaction for many 
underbanked consumers, a firm that can meet all of 
a customer’s check-cashing needs has a significant 
competitive advantage in becoming their financial 

At the Forum, participants could play four featured 
games in CFSI’s Forum Arcade, sponsored by Citi: 

■ Groove Nation, the second game developed by the 
Doorways to Dreams Fund (D2D), made its debut 
at the Forum, with CFSI Director Jennifer Tescher 
facing off against D2D’s Tim Flacke on projector 
screens in the Expo Hall. Groove Nation draws from 
the popular rhythm and dance video game genre 
while teaching financial concepts.

■ Celebrity Calamity, the original game developed by 
D2D, tasks players with being financial managers for 
rising fictional celebrities with irresponsible spending 
habits.

■ Moneytopia, developed by the FINRA Investor 
Education Foundation, is an immersive simulation 
where players learn about money management and 
how financial decisions affect them over the course of 
their lives.

■ Financial Football, developed by VISA and the 
NFL, lets players compete against one another, 
gaining yardage and scoring points by correctly 
answering questions about financial concepts and 
banking products.

The financial crisis has made clear to consumers 
and underbanked industry stakeholders just how 
important good financial habits can be. As consumers 
continue to seek out tools and programs to enhance 
their financial management skills, financial services 
providers and others have an opportunity to attract 
attention and business through effective financial 
capability solutions.
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services provider of choice. In turn, repeated client 
interactions can drive down the risk—and thus the 
cost to the provider—associated with cashing each 
check.

Beth Kuhn, from the United Way of Chittenden 
County, Vermont, described the positive relationships 
developing between financial institutions and new 
customers through her organization’s workplace 
lending initiative. United Way of Chittenden County 
partnered with local businesses looking for ways to 
retain and advance employees who would otherwise 
be hampered by financial emergencies. Now, instead 
of asking their employers for payday advances, 
workers at participating firms who face an emergency 
can go to a local credit union for a same-day loan of 
up to $1,000. Workers pay back the loans over six 
months through payroll deductions. Thus, workers 
can build credit and meet their short-term credit 
needs while beginning relationships with financial 
institutions. Although not all of the participating 



credit unions have profited with this product (some 
have only broken even), they value it as a gateway 
opportunity, providing an occasion to build broader 
relationships not just with the loan recipients but also 
with the participating businesses. 

The value of building broad customer relationships 
extends beyond traditional financial services providers. 
Nonbank providers, such as retailers, are also looking 
for ways to become the provider of choice for the 
underbanked. Because stores tend to be safe, familiar 
environments for consumers, retailers have unparalleled 
consumer access. Moreover, consumers are accustomed 
to coming to retailers with problems, and trust them 
to “make it right.” Susan Ehrlich, president of Sears 
Financial Services, highlighted some of the ways in 
which retailers can leverage customer relationships to 
meet the needs of the growing population of financially 
underserved consumers. 

In a similar vein, Roy and Bertrand Sosa, of MPower 
Labs, presented their new storefront financial services 
concept, Mango Financial. Mango provides a one-
stop-shop location for financial needs and focuses on 
breaking down barriers between staff and customers 
through open floor arrangements, inviting interiors, 
and transparent pricing. Roy Sosa compared his service 
in the Marines to Mango’s one-on-one approach to 
customer service. “You do not get to be a Marine by 
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reading a self-help book,” he said. “You have a drill 
instructor to forge you and turn you into a Marine. 
… You need somebody to be there with you.” 
Likewise, the Sosas described their employees as 
financial coaches and expressed hope that the store’s 
open design would encourage interaction among 
staff and customers, improving customers’ financial 
outcomes and building long-term relationships.

Forum presenters described various strategies to 
develop broader and deeper customer relationships 
with underbanked consumers. For instance, 
participants from financial institutions noted that 
providing a product to meet an immediate need 
for a customer can serve as a gateway to a deeper 
relationship. Nonbank providers said they were 
either providing financial services within the context 
of a familiar relationship or trying to create an 
environment that would be conducive to developing 
a relationship. 

The renewed focus on customer relationships 
represents a positive development in the 
underbanked marketplace for both providers and 
consumers. Providers gain value from creating long-
term customers, and consumers are more likely to 
have all of their financial services needs met by a 
trusted institution.   

FEDERAL INITIATIVES TO SERVE UNDERBANKED CONSUMERS

No one knows how the changing regulatory environment will affect financial services providers and their ability 
to serve the underbanked, but it was a subject of great interest at the Forum. Rather than focus on the potential 
limitations, Ellen Lazar from the FDIC and Michelle Green from the Department of the Treasury talked about 
several initiatives taken by the federal government to better understand and serve the needs of the underbanked. 
These initiatives include:

•  FDIC Committee on Economic Inclusion—Established in 2006 by Chairman Sheila Bair, the committee 
    provides guidance on initiatives designed to expand banking access to the underserved.
•  Safe Accounts Pilot—The FDIC recently launched a pilot program encouraging banks to offer transaction and
   savings accounts that meet criteria designed to cater to the needs of underserved populations.
•  Financial Literacy and Education Commission—Composed of 20 federal departments and agencies, the 
    Financial Literacy and Education Commission is using the financial capability framework to leverage     
    moments in which people interact with the government to address their financial health.  
•  Bank On—The Federal Government is taking steps to coordinate and support local “Bank On” programs that 
    have been developed with an aim toward enrolling the unbanked into checking accounts. 
 



CONCLUSION
As this year’s Forum made clear, the underbanked financial services industry is in a period of progress. With 
the financial services landscape reconfigured by the economic downturn, participants looked to the future 
to explore innovative tools and effective approaches to meeting the needs of underbanked consumers. 
Forum participants continued to express interest in learning about the newest technological innovations in 
products and services for the underbanked. They explored strategies for helping consumers improve their 
financial behavior and meet their financial goals. Additionally, attendees discussed the potential mutual 
rewards that can be had by developing broader customer relationships with the underbanked.  

These approaches suggest that the industry is eager to create a new path for the underbanked in today’s 
economic marketplace. A greater focus on understanding and delivering value to the consumer is apparent. 
This development represents another step in the maturation of the underbanked financial services market, 
as more and increasingly diverse suppliers apply innovative thinking to meet the financial services needs of 
underbanked consumers. The Forum’s forward-looking orientation suggest that further progress lies ahead, 
bringing a more robust, well-designed array of financial services options to underbanked consumers.

7



Margaret Anadu  Goldman Sachs
Karen Andres  Center for Financial Services Innovation
Kristy Bowden  Doorways to Dreams Fund
Caitlyn Brazill  City of New York Department of Consumer Affairs—Office of Financial Empowerment
Tarik Brooks   Urban Trust Bank
Patrick Brown  Netspend
Jeffrey Burton  Fiserv
Rick Claypoole  BBVA Compass
Richard Crone  Crone Consulting
Jack Dorsey   Square; Twitter
Randy Dotemoto  Kinecta Federal Credit Union
Drew Edwards   Chexar Networks
Susan Ehrlich   Sears Holdings Corporation
Tim Flacke   Doorways to Dreams Fund
Mercedes Garcia  Mastercard
Kimberly Gartner   Center for Financial Services Innovation
Ryan Gilbert   BillFloat
Sarah Gordon   Center for Financial Services Innovation
Jim Grabow   FSV Payment Systems
Michelle Greene  U.S. Department of The Treasury
Michael Griffin  Keybank
Tracy Grooms  Bank of America
James Gutierrez  Progreso Financiero
Chad Hendrickson   Guaranty Bank
Michael Hafer  Western Union
Michael Harris  Core Innovation Capital
Jonathan Harrison   Emerge Workplace Solutions
Amir Hemmat  Saber Es Poder
George Hodges  New Market Partners
Elizabeth Hoople  Wells Fargo Bank
Revell Horsey  HelloWallet
Hank Israel  Novantas
Mark Jones  IDEO
Avinash Karnani  Churnless
Philip Keitel   Federal Reserve Bank of Philadelphia
Melissa Koide    Center for Financial Services Innovation
Beth Kuhn    United Way of Chittenden County
Ellen Lazar    Federal Deposit Insurance Corporation
Andy Lerner    Inter-Atlantic Group
Rimmy Malhotra  Gratio Capital
Devin Matthews  Chicago Growth Partners
Tom McDermott  OneBigTent
Brandee McHale  Citi Foundation
Brian McLoughlin    GRP Partners
Michael Mondelli  L2C
Andrew Morrison    Brundage Management Company
Gary Palmer    Network Branded Prepaid Card Association
Andrew Plepler    Bank of America
Luke Reynolds    Federal Deposit Insurance Corporation
Jose Quinonez    Mission Asset Fund
Brad Russell    Netspend
Rachel Schneider  Center for Financial Services Innovation
Arjan Schütte    Core Innovation Capital
Scott Scovel    Univision Communications
Michael Shepard  US Bank
Irene Skricki  Annie E. Casey Foudation
Joshua Sledge  Center for Financial Services Innovation
Bertrand Sosa  MPower Labs
Roy Sosa   MPower Labs
Jeremy Stoddart  WealthHabit
Jennifer Tescher  Center for Financial Services Innovation
Stephanie Teta  Network Branded Prepaid Card Association
Will Tumulty  Ready Financial Group
Vivian Vasallo  AARP Foundation
Stephen Vogel  Grameen America
Geraldine Walsh  FINRA
Matt Wallaert  Thrive
Tim Walsh  Ready Credit Corporation
Kevin Wright  US Bank
Jonathan Zinman  Dartmouth College

Speakers at the Fourth Annual Underbanked Financial Services Forum



To Contact CFSI:
��������	��
�������������������	���	�
2230 South Michigan Avenue, Suite 200
Chicago, IL 60616
tel: 312.881.5856
fax: 312.881.5801

����������	
��	���	

About CFSI
������������	��
�������������������	���	������������	����������������	�����	�������������������	��
������������	��������������!""#$�����%�	������������	�����	�����	�����$�	������$��������������&�
�����������������������������$���	�������������%%	�����%�	��������������������	����%�$������	��������
����'��'�����%�	���������������������(��	�%�	��$��
���)	����)�������������������	���	������������������$�
�	��������������	�%�	������	����	�������	�����������������������������%���
	���	���	���
��$��	��	�
)))������	���	��	���

The Fifth Annual Underbanked Services Forum drew participants from throughout the underbanked financial services industry for three days 
of discussion about the future of the underbanked marketplace. The 526 attendees represented banks, credit unions, technology vendors, 
consumer advocates, the consumer finance industry, nonprofit service providers, retailers, academics, and policymakers.


