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The rise of women’s economic influence represents
one of the most important trends in the history
of the modern financial sector. Banks that make
it their business to understand and serve their
women customers’ financial needs enjoy a powerful
competitive advantage. The most successful of these
banks are members of the Global Banking Alliance
for Women, and in “Winning the Women’s Market,” 11
of them share their steps to success in this one-of-akind, comprehensive technical publication.

Our Mission
To propel the growth of women in business and women’s
wealth creation, while generating superior business
outcomes for member financial institutions.

Our Vision
Women worldwide are economically empowered.

Who we are

About the Global
Banking Alliance
for Women

We are a global consortium of financial institutions
driving women’s wealth creation. Our member
institutions work in more than 135 countries to build
innovative, comprehensive programs delivering
women entrepreneurs the tools — access to capital,
information, education and markets — they need to
succeed. Membership in the Alliance provides our
member institutions with a global clearinghouse for
best practices and a unique platform for peer learning,
giving them the resources they in turn need to serve their
women customers well. Along with building our member
banks’ capacity to serve their women customers, the
Alliance uses our collective voice to advocate for greater
awareness of women’s vital economic role as consumers,
investors, and job-creating entrepreneurs.
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About Winning
the Women’s Market
Banks have the opportunity to capture market share of
the female economy — the world’s largest and fastestgrowing market — by positioning themselves as the bank
of choice for women in their regions. This requires offering
women a partnership relationship, delivering access to not
only financial services, but also financial education, information

especially the opportunities it provides for financial institutions.
The Guide also presents a roadmap of how to build the business
case for a program, develop the customer value proposition,
embed the program within the bank and measure results.

on products and services, networks, and recognition. As the

In every step, the Guide draws from examples of best practices

leading international consortium of organizations working to

from GBA members that have generously shared their

build women’s wealth worldwide, the GBA recognizes that many

experiences for the benefit of other members. In addition, the

banks are interested in better serving women customers but are

Guide provides helpful, specific tools for all stages of program

unsure how to effectively launch and manage such a Women’s

development.

Market program.
This is the second version of “Winning the Women’s Market,”
This Guide targets the bank business practitioner who wants

with updates to the suggested analytics and processes based

to initiate a Women’s Market program or improve his or her

on members’ experiences, as well as the latest best practice

bank’s existing one. The Guide provides information on global

examples from an even wider selection of GBA members than

trends and on the growing significance of the female economy,

the first edition.

INTERACTIVE AND UP-TO-DATE
The Guide contains proprietary information
from GBA members on what women value, and
what works in Women’s Market program design,
execution and measurement. The Guide is an
interactive document containing links to videos,
PowerPoint presentations, research reports,
Excel worksheets and other practical tools. It
provides real-world examples of segmentations,
customer value propositions, marketing tactics
and collateral, team composition, methods
to build organizational alignment, and Key
Performance Indicators. “Winning the Women’s
Market” is a living document that will be
refreshed with new insights from members
as their Women’s Market programs grow and
mature and as the Alliance gains
presence in new geographies.
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Analytical Framework
and Module Guide
Winning the Women’s Market outlines the key steps required for successful
Women’s Market program design and implementation through four Modules:
•
•
•
•

4

Building the Business Case
Developing the Program
Embedding the Program
Measuring Results
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Module 1
Building the
Business Case

Module 2
Developing
the Program

Module 3
Embedding
the Program

Module 4
Measuring
Results

Any bank evaluating whether to invest in a Women’s Market program must think
strategically about its current priorities and strengths, as well as the environment
in which it is operating. To enlist support, practitioners must develop a clear
business case resulting from thorough internal analysis and sizing of the market to
determine potential market share and profits. A well-communicated, data-backed
business case will detail the total potential value to the bank, and is the first step
in evaluating an investment decision and gaining support for conducting a full
feasibility study into a Women’s Market program. This Module walks users through
the process of building the business case.

The Customer Value Proposition (CVP) is the heart of a Women’s Market program.
This Module takes users through developing the CVP, starting with market
segmentation and research into what potential women customers want from
their banks. Users will learn the importance of the holistic CVP, which incorporates
both financial and non-financial services. The Module also explores developing
a marketing strategy, including the “4 Ps” — product, price, promotion and
placement — as well as the importance of customer service, creating a sub-brand
and the value of the program to the bank’s overall brand.

This Module helps users set their Women’s Market program up for success by
effectively embedding it in the organization. Buy-in and input from all parts of
the company will be critical. Part of engagement includes training for all relevant
staff members of the bank, especially those on the front lines. The development
of this training and its proper implementation will ensure that the whole bank
is aligned on the value of reaching women customers and serving them in the
best way possible. The final portion of this Module covers the pilot and/or launch
phase of the Women’s Market program.

Developing quality and meaningful measurements is critical for program
progress and business impact. Key performance indicators (KPIs) will help
to translate the program strategy into tangible objectives, which in turn will
help to refine the implementation plan. The KPIs must be relevant and must
be ones that the program can influence (not those beyond its control). Once
finalized and disseminated, the KPIs will ensure that all relevant stakeholders
are aligned and supportive of the initiative.
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The Power of Data
Data is what ultimately tells the story of the program’s business impact. Through strong metrics tracked by
16 GBA banks in 2015, we know that the business case for serving women as a distinct segment is clear:
• Women tend to save more: Women’s loans as a proportion of their savings are 40 percent lower
on average.
• Women pay back their loans at a higher rate: Non-performing loans are lower for women across
all segments and 30 percent lower on average.
• Women buy more products and are more loyal to their banks if they are served well (products 		
per customer are, on average, 7 percent higher for women).
• Women customers are growing at higher rates, with year-on-year growth of 14 percent for
women versus 4 percent for men.
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The Alliance Global Network
Members of the Alliance are commercial banks ranging from major multinational corporations to
not-for-profit, mission-driven financial institutions. Alliance members either have a strategy for the
Women’s Market already in place or have made a firm commitment to launch one.
LOCATION

INSTITUTION

LOCATION

INSTITUTION

Australia
Bolivia
Brazil
Chile
China

Westpac
Banco Económico
Itaú Unibanco
BancoEstado
Bank of Deyang
Bank of Luoyang
Banco Nacional de Costa Rica
BAC San José
Banco BHD León
Rawbank
Banco Pichincha
Banco G&T Continental El Salvador
BAC El Salvador
Banco Ficohsa
AIB
Bank al Etihad
Chase Bank
Kenya Commercial Bank
TEB Kosovo
Banque Franco-Lao
BLC Bank
NBS
XacBank
BCI

Nigeria

Access Bank
Diamond Bank
Westpac Pacific
HBL
Bank of Palestine
Banco Delta
Banistmo
Sanasa Development Bank
IMON International
Garanti Bank
TEB
Centenary Bank
Postbank Uganda
EBRD
Royal Bank of Scotland
Banco Popular
Stanbic Bank Zambia

Costa Rica
Dominican Republic
DRC
Ecuador
El Salvador
Honduras
Ireland
Jordan
Kenya
Kosovo
Laos
Lebanon
Malawi
Mongolia
Mozambique

Pacific Islands
Pakistan
Palestine
Panama
Sri Lanka
Tajikistan
Turkey
Uganda
United Kingdom
United States
Zambia

AFFILIATE MEMBERS
South Africa
United Kingdom
United States

New Faces New Voices
Cherie Blair Foundation for Women
WEConnect International
Women’s World Banking
Womenable

7

Because it contains member banks’ proprietary
business information, Winning the Women’s
Market is a benefit of the Global Banking
Alliance for Women available exclusively to
Alliance members. Other services include:
• Annual Summit. The highlight of the Alliance’s year, the
Annual Summit brings together the entire membership for
three-days of intensive best practice sharing, in-depth case
studies and prominent guest speakers.
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• Study Tours and All-Stars Academies. Field visits expose new
members to the best practices of global leaders in Women’s
Market programs, and immersive learning events teach
participants the key elements of a Women’s Market strategy.
• Mentoring Program. The program matches leaders from
banks with mature, successful initiatives targeting the
Women’s Market to leaders from institutions seeking to
implement or improve their programs.
• Knowledge Products. The Alliance publishes deep-dive
analytical Case Studies, topic-specific Briefing Notes and a
monthly newsletter covering our members’ news as well as
marketplace trends.
• Online Community. The password-protected members-only
section of gbaforwomen.org, The Vault, contains “Winning the
Women’s Market,” proprietary research and presentations, and
other useful tools.
• Industry Impact. As the most prominent consortium
of banks with Women’s Market programs, the Alliance
has a unique responsibility to use our collective
voice for desired policy change. We leverage all
opportunities to support increasing women’s access to finance
and women in business.

For more information on
the Global Banking Alliance
for Women, please visit
gbaforwomen.org

Note: Non-members with a serious intent of developing a Women’s Market program are allowed to attend one peer
learning event before becoming a member, including the Annual Summit, a Study Tour or an All-Stars Academy.

@GBAforWomen
GBA for Women
Global Banking Alliance for Women

