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1. Executive Summary

India has made significant progress in
expanding financial inclusion and improving
access to banking services, particularly in rural
areas, propelled by government focus on
promoting financial inclusion through the Jan
Dhan-Aadhaar-Mobile trinity. Despite the
increase in account ownership, the digital and
gender divide across India continues to
challenge the last-mile delivery of financial
services. Particularly concerning is the gender
gap on both the demand and supply ends. Less
than 10% of the Business Correspondent (BC)
agents, who deliver affordable financial
services to un(der)banked populations
through banks or Business Correspondent
Network Managers (BCNMs), are women. At
the same time, women are less likely to have a
bank account or access to credit, exacerbating
the financial divide.

While basic access to financial services has
been achieved at an aggregate level, the focus
has shifted toward ensuring the usage and
quality of financial services and overall
financial health. Insights from the Reserve
Bank of India’s Financial Inclusion (FI) Index
also revealed that the growth of financial
services usage and quality sub-indices
remained below the overall FI-Index in recent
years, indicating that low-income and other
vulnerable groups can still not use banking,
credit, and other services as effectively as the
rest of society. In the current context, the
importance of BC agents in ensuring the
sustainable usage and quality of financial
services cannot be overstated. Hence, it is
necessary to ensure the sustenance of BC
agents by enhancing their viability and
bridging the gender gap by promoting gender
diversity among BC agents and encouraging
more women to participate in the formal
financial system.

In line with India’s National Strategy for
Financial Inclusion 2019-24 goals, Grameen
Foundation USA and Grameen Foundation
India, with support from the Bill & Melinda
Gates Foundation, launched the BCNM
Experiments & Demonstrating Scale (BEADS)
project to address the sustainability of BC
agents. Three pilots, in collaboration with six
partners, were conducted as part of the
action research agenda to experiment with
product diversification, capacity building, and
customer empowerment as these are
considered critical determinants of

BC agent viabilities.

Pilot 1 involved the development of new
financial products that BC agents could
promote to help diversify their possible
income streams. Three products were tested
under Pilot 1: two different recurring deposit
plus loan top-up products (considered Pilot
1a) and an assisted e-commerce platform
(considered Pilot 1b). Pilot 2 involved
multiple thematic capacity-building
interventions for BCNMs and BC agents,
such as customer-centricity and gender
sensitization training. Pilot 3 involved
experimenting with low-cost marketing
interventions, such as the use of acommon
color branding at BC points of business and
the use of WhatsApp promotional videos
developed and shared by BC agents directly
with clients, to test the impact of customer
awareness and empowerment on agent
viability. The endline study assessed the
impact of pilot interventions on the different
stakeholders and aimed to measure the
efficacy of the interventions. The results are
summarized by outcomes experienced at the
BC agent level, the client level, and the
partner (or BCNM) level.
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Key findings at the agent level

A statistically significant improvement was
observed in the BC agents’ income at the end
of the pilot. Over two-thirds (71%) of the
BCs reported earning more than INR 5000
(USD 60.62) a month at the endline; the same
income level at baseline was only reported by
34% of agents. Though any significant
relationship could not be established
between the uptake of products introduced
as part of Pilots 1A-B and agent income, the
number of product types offered by agents
saw a significant increase; 77.5% reported
offering more than two product/service
types at the endline compared with 48.3%
reporting the same at baseline. For Pilot
1A-B, it was found that a major challenge was
the low adoption rate of the product, as well
as insufficient education provided to both
customers and agents.

Interventions introduced under Pilot 2
received a highly encouraging response

from the agents. Both quantitative and
qualitative evidence suggested strong
positive feedback for the customer-centricity
training and the gender sensitization
program. The odds of an agent experiencing
increased income in the past year were twice
more likely for those who received the
training in customer centricity. Overall, the
evaluation found that capacity building of
agents on soft skills, products, and services,
customer centricity, and gender sensitivity
resulted in greater customer acquisition,
engagement, and retention.

Key findings at the customer level

The low-cost marketing interventions
adopted as part of Pilot 3 significantly
impacted customer awareness and usage of
the products offered by the agents.
Evaluation findings showed that customers
who attended the awareness-raising sessions
were 4.6 times more likely to be aware of at
least three different product types available
at the BC point of business compared with
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those who did not attend them. Nearly all the
interventions under pilot 3 led to increased
uptake of credit, investment, social security,
and government-to-people payment services,
with the WhatsApp promotional video being
the most effective.

Another significant insight from the analysis
was the preference for an agent based on
gender; most female customers (52%)
preferred a female agent. In contrast, in the
case of male customers, the majority had no
gender-specific preference. Moreover, as
reported by customers, statistically
significant differences were observed in the
quality of service provided by male and
female agents. Female agents were more
likely than men to instill a sense of security
and confidence, provide reliable and
consistent services, and appear
knowledgeable and empathetic.

Key findings at the partner level

Although the product uptake at the agent
and customer level suffered certain
challenges, the product basket's
diversification is perceived as a key
contributor to the BCNM partners' viability.
A strategic shift from emphasizing cash-in,
cash-out (CICO) services to promoting
non-CICO products was observed across the
partners, who see the agent's role beyond
account opening and providing CICO
services.

The project has made significant strides in
bringing forward the agenda of women
agents and has demonstrated successful
models for recruiting and retaining them.
Gender sensitization workshops, change
management exercises, and self-help group
(SHG) linkages have made partners believe in
the social and business case of having more
women agents. As a consequence of the
project, the partners have developed a robust
training mechanism to identify, recruit and
retain women agents through gender and
household dialogues, SHG linkages, and a
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greater representation of women BC staff.
There was also a greater recognition and
appreciation demonstrated by the partners of
the importance of soft skills such as customer
centricity, cross-selling, upselling, business
skills, etc., for the agent's quality and viability.

Policy and programmatic insights

Overall, the project has achieved significant
progress in fostering an ecosystem enabling
collaboration among industries and
knowledge sharing. Findings suggest that the
grant performance has been excellent, with
almost all of the key performance indicators
(KPIs) attained by the project, except for one.
The project's workshops and roundtable
conferences facilitated cross-learning among
partners and were pivotal in understanding
and distilling the challenges and

opportunities at the industry level. Change
management as a concept was appreciated
and well adopted by the implementing
partners. Findings show that change
management exercises are highly effective
in integrating new initiatives, aligning
organizational goals, and engaging
stakeholders.

Evaluation findings showed that the project
had a significant impact on the partners'
understanding of the critical factors for the
success of the BC model. Partners resonated
strongly with the need for creating unique
branding for the BC ecosystem. The project
also helped the partners recognize the
significance of product diversification and
strengthening gender balance within the
ecosystem to drive growth and sustainability
in the long run.
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Key recommendations

e The data monitoring processes adopted were largely manual, which consumes a
lot of time and creates scope for errors and delays in reporting. Developing a digital
monitoring dashboard is recommended, enabling partners to punch online
information and enable live tracking. It would also enhance the data security
measures and drive partners too.

e There is a need for convergence and improved integration between different
platforms for e-learning. The strategy for deploying G-LEAP for better convergence
and integration with the partners’ e-learning platforms should be revisited.

e Given the appreciation and success of the change management approach, it should
be scaled up and adopted in future programming.

e To fully leverage the project learnings and enable easy scale-up, the development
of intervention-specific implementation toolkits should be explored.

Program level

e The full realization of creating a unique branding to foster a connected and
collaborative BC ecosystem in the country needs actions at a policy level. It is
advisable that systemic integration of branding initiatives such as common color
branding is prioritized.

e The agenda of women BC agents has found its natural ally in the project. The
project evaluation provides strong evidence for the need to devise a strategy for
policy-level integration of the project’s learnings on women's agent recruitment and
retention for wider replication.

e Systemic efforts, such as CXO meet, to develop a platform for industry-wide
collaboration and exchanges should be consistently strengthened and definitely
be continued.

Policy level

e Low product uptake and lack of customer education was a challenge in the
implementation of Pilot 1A; it is recommended that scaling of the products is
continued with focus on strengthening customer and agent education about the
products.

e Under Pilot 1B, the agent’s affinity for assisted services was observed. More
diverse digital products and services should be added through assisted modes such
as online medical consultation and travel booking.

e Product diversification through inclusion of more non-CICO products, especially
social security & G2P services should scaled and continued.

Pilot 1A-B

e Given the success of customer centricity and gender sensitivity training, it is
suggested that customer-centricity and gender sensitization training should be
replicated in future and adjacent programming.

¢ Although the Relationship Manager (RM) intervention was not fully implemented,
the idea holds great potential. Based on the initial positive response from the agents,
it is recommended to continue to test and refine the intervention.

Pilot level
Pilot 2

e Evaluation results suggests that the low-cost marketing interventions greatly
enhanced customer’s product usage. It is suggested that the Common Color
Branding intervention must be scaled-up. Additionally, a common logo for BC outlets
can also be brought in.

e The Augmented Reality tool Grameen Guru, which is yet to be rolled out, should
also be piloted to assess its efficacy in customer education.

Pilot 3
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2. Background

2.1 Introduction

In the past few decades, India has made
significant strides in expanding financial
inclusion and improving access to banking
services, particularly in rural areas. The
World Bank's Global Findex Database 2021
has noted this; 78% of Indian adults
(population 15 years or older) had a bank
account, compared with just 53% in 2014.
The significant progress has been propelled
by the government's focus on promoting
financial inclusion through flagship programs
such as Pradhan Mantri Jan Dhan Yojana
(PMJDY) and much appreciated JAM (Jan
Dhan Account - Aadhar - Mobile) trinity. The
advent of the JAM trinity has transpired into
a watershed event for financial inclusion in
the country as it marked a paradigm shift in
policy - towards the technology-led
deepening of financial inclusion in the
country. The government's commitment to
financial inclusion is further reinforced
through the promotion of measurement
initiatives such as the RBI’s Financial
Inclusion (FI) Index* to capture access, usage,
and quality of financial products and services
for individuals and businesses.

The digital and gender divide across India
continues to be a challenge for the last-mile
delivery of financial services in India.
Financial Service Providers (FSPs) face
viability and scalability issues in setting up
traditional brick-and-mortar infrastructures.
Agency banking has been one of the key
strategies for delivering affordable financial
services to un(der)banked populations across
the globe. JAM and the Business
Correspondents (BC) model (terminology
used in India to describe agency banking)
have worked in tandem to overcome the
digital and gender divide and reach the
un(der)banked population, especially from
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rural households. The BC model acts as an
intermediary between banks and the
unbanked population. BCs have played a
critical role in delivering banking services to
remote and underserved areas, helping to
bridge the gap between banks and customers
who have traditionally been excluded from
the formal financial system. These initiatives
have significantly impacted, bringing more
people into the formal banking system and
narrowing the gender gap in account
ownership.

Over eight years since the launch of PMJDY,
the program has facilitated the opening of
over 462 million accounts, with 56%
belonging to women and 67% in rural and
semi-urban regions. Despite these
developments in the increase in account
ownership, access to formal financial services
such as loans, insurance, and investments
remains low, with only 11% of Indian adults
borrowing from a formal financial institution
in 20212 The gender gap in financial
inclusion also persists, with women being less
likely to have a bank account or access to
credit. According to a 2020 study, women in
India receive a credit equivalent to only 27%
of the deposits they contribute, while men
receive credit equal to 52% of their deposits®.

Now that basic access to financial services
has been achieved, the focus has shifted
toward ensuring the usage and quality of
financial services and overall financial health.
The Fl-Index reflected the same; for
end-March 2022, the index value was 56.4
against 43.4in 2017. Among the three
sub-indices, the access sub-index increased
from 61.7 to 73.3 between 2017 and 2021.
But the usage and quality sub-indices growth
remained below the overall FI-Index, rising



https://www.rbi.org.in/Scripts/BS_PressReleaseDisplay.aspx?prid=54133

from 30.8 to 43 and 48.5 to 50.7,
respectively*. This indicates that the
vulnerable groups and weaker sections of
society can still not use banking, credit, and
other services as effectively.

In the current context, the importance of BC
agents in ensuring the sustainable usage and
quality of financial services cannot be
overstated. According to research by the
Indian Banks’ Association and SBI, as of
March 2022, India had approximately 1.3
million BCs, with fewer than 10% of them
being women>. This gender imbalance can
limit women's access to and usage of financial
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services, making it crucial to include more
women BCs in the system to achieve gender
parity in the delivery of services®.

Given India's vast economy, diverse
languages and cultures, challenging terrains,
large population, and low-income levels,
ensuring inclusive growth is imperative.
Therefore, the objective is not solely on
facilitating bank account openings but also
on providing a bouquet of financial services
such as transactions, payments, savings,
insurance, and, most importantly, making
credit easily accessible and affordable

to customers.

LRBI Press Release. (2021, August 17). Reserve Bank of India introduces the Financial Inclusion Index, Retrieved from
Reserve Bank of India: https://rbi.org.in/scripts/FS_PressRelease.aspx?prid=52068&fn=27

2Demirglic-Kunt, Asli, Leora Klapper, Dorothe Singer, and Saniya Ansar. 2022. The Global Findex Database 2021:
Financial Inclusion, Digital Payments, and Resilience in the Age of COVID-19. Washington, DC: World Bank.

doi:10.1596/978-1-4648-1897-4. License: Creative Commons Attribution CC BY 3.0 IGO
3Chavan, Pallavi (2020), "Women's Access to Banking in India: Policy Context, Trends, and Predictors,' Review of

Agrarian Studies, vol. 10, no. 1, available at http://ras.org.in/d6926ce675608006bc6e27b9a9f3959f

4RBI Bulletin. (2021, August 2). Financial Inclusion Index for India. Retrieved from Reserve Bank of India:
https://rbi.org.in/scripts/BS_ViewBulletin.aspx?ld=20502
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2.2 Evolution of the BC Model

The BC model was first 2006 @  BC model introduced by the Reserve Bank of
introduced in 2006 by the RBI as India (RBI) as a pilot project

a pilot project. The pilot project
was successful, and in 2008, the RBI issued guidelines for the BC model,

RBIl issued guidelines for the BC 2008 © which enabled banks to appoint individuals or
model, which enabled banks to entities as BCs to provide banking services in

T oy remote and rural areas
appoint individuals or entities as
BCs to provide banking services

in remote and rural areas. Initially, RBI introduced the concept of ultra-small branches
.. .y 201 0 . (USBs) in 2010 to promote the BC model
the BC model was limited to basic RBI allowed for profit organizations to become BC

banking services such as account

opening, cash deposit and

withdrawal, and remittances. o RBI issued guidelines to scale up the BC model
201 4 and leverage it to implement PMJDY

Over the years, the scope of the

BC model has expanded, and BCs

are now authorized to provide a

: RBI mandated all BCs and Business Facilitators
ra.mge of S?rVICeS suchas If)an 201 8 . (BFs) to undertake and pass the Indian Institute of
disbursal, insurance, pension, and Banking and Finance (IIBF) BC/BF examination

micro-insurance.

The model has come along way

since its introduction, and today it Figure 1: Evolution of the BC Model

plays a crucial role in promoting

financial inclusion in India. It has enabled banks to extend their services to remote and rural areas
and has helped bring the unbanked and underserved population into the formal banking system.

Despite the increasing interest in the BC model and networks in India, it continues to face
viability challenges’. Notwithstanding the rapid growth of the BC channel in terms of customer
number and exchange volumes, the model has encountered scalability challenges. A significant
proportion of agents in India continue to make losses, and many struggle to remain

monetarily feasible?.

Shttps://smefutures.com/india-needs-more-women-business-correspondents-bcs-and-heres-why/

°The Role of Gender in Agent Banking: Evidence from the Democratic Republic of Congo, Policy Research Working
Paper, World Bank Group, October 2020

’Blackburn, Christopher and Hernandez, Emilio. 2022. “Agent Networks at the Last Mile: Implications for Financial
Service Providers.” Reading Deck. Washington, D.C.: CGAP.

8Emilio Hernandez, Christopher Blackburn, Anand Raman, and Paul Reynolds. 2020. “Agent Network Journeys toward
the Last Mile: A Cross-Country Perspective.” Focus Note. Washington, D.C.: CGAP
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Findings from the baseline study’ for the
BEADS project also reported that financial
viability remained the critical challenge for
BCs in India. According to the report, almost
one-third of the BCs (29.3%) earned INR
3,000-5,000 (USD 40-66) monthly.
Viability-related challenges faced by women
BC agents worsened as they encountered
difficulties arising from social and gender
norms in addition to the typical
business-related obstacles. More male BCs
(44.8%) earned upwards of INR 5,000 (USD
66) compared with female BCs (26.6%). The
study also observed that female BCs were
less likely than their male counterparts to be
satisfied with their role and were 70% less
likely than men to report anincrease in
income since becoming a BC.

A deep dive into the data also revealed
potential pathways to strengthen the
financial viability of BC agents. Analyses
suggested that BCs are likely to earn more if
they offer a greater variety of product types.
For instance, BCs who offered four types of
products had 5.7 times greater odds of
earning more than those who offered only
one product. Furthermore, the analysis
showed that customers primarily used
savings accounts for cash-in and cash-out
(CICO) purposes (76.2%), indicating a need to
expand the product basket to include more
diverse offerings. The expansion of the
product basket also had the potential to solve
the liquidity issues faced by the agents.

Achieving responsible and sustainable
financial inclusion necessitates striking a
balance between opportunity and innovation
on both the supply and demand sides. On the
supply side, this involves ensuring that
affordable and easily accessible savings
accounts and a suitable range of financial
products and services are available. On the
demand side, it aims to enhance financial
literacy and awareness, thereby boosting the
demand for financial products and services.
Ideally, demand and supply side measures
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should be complementary to each other.
However, in emerging market economies
such as India, there is often an imbalance
between the demand- and supply-side
factors.

2.3 The BEADS Initiative

Grameen Foundation USA (Grameen) and
Grameen Foundation India (GFI), with support
from the Bill & Melinda Gates Foundation,
launched the BEADS project to address
challenges faced by all stakeholders, e.g., the
BCs, the BC customers, and the BCNMs with
the following objectives:

* Drive informed pilots with established
BCNMs to test more cost-effective, agile, and
inclusive ways of selecting, recruiting, and
training BCs.

* I[mprove the viability of individual agents by
testing various approaches to diversifying and
increasing revenue.

With a focus on addressing the challenges BC
agents face, especially women, and leveraging
the insights gained from the baseline study,
pilot interventions were designed under the
project to enhance the financial viability and
sustainability of BC operations in India. The
interventions were tailored to address the
challenges faced by BC agents and provide
them with the support to enhance their
financial sustainability.

The primary goal of the BEADS Project was to
validate various hypotheses that can showcase
the effectiveness and usefulness of strategies
employed to enhance the economic
sustainability of the BC business. It included
integrating more women BC agents into the
workforce, expanding the product basket, and
determining the optimal mix of customer
education efforts to promote the adoption and
usage of digital and financial services. Three
pilots were conducted to craft effective models
that will enhance the viability of the BC model
from both the demand and supply perspective.
These pilots were meticulously planned and
executed, focusing on the underlying research
hypotheses articulated below.

Sinha, G., & Sinha, R. R. (2022). Business Correspondent Network Managers (BCNM) Experiments Demon-
strating Scale: Baseline Report. New Delhi: Grameen Foundation India, and Grameen Foundation USA.
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Hypothesis 3: Client education
and marketing will build trust
and ensure greater demand,

Hypothesis 2: Improved capacity
uptake, and usage of a

Hypothesis 1: Customized and ;
and quality of the BCs through

market-fit product portfolio with n
widened services will improve careful gender-sensitive
the reach of BCs and give them recruitment, training, and ) _
more transactions, making them continuous upskilling will broader range of financial
more viable. increase client acquisition, services by low-income
retention, and servicing and populations, especially
women, in rural areas.

result in improved viability of
BCs

AN AN J

Figure 2: Research hypotheses under the BEADS project

N
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2.4 Theory of Change (ToC)

Outcome

Input & Activities

Scalable, effective BC models and approaches demonstrated, that can be adopted by the practitioners and
the industry to scale outreach and encourage consumption among low-income group specially women, and
to augment the growth and viability of BC agent network

Increased awareness, demand, and usage of a wider range of financial services by low-income
populations specially women in rural areas.

Increased client acquisition & retention for a BC network, and increased agent profitability

Improved customer orientation of BC agents to include and address gender and social norms to help
drive BC outreach to women

Improved BC’s knowledge about products, and gender sensitivity

Reduction in attrition rate of BCs

Improved integration of digital platforms and technology to augment consumer engagement and
experience

Knowledge products and business collaterals available for all interested stakeholders to drive replicability
and financial sectoral learning and transformation.

Assumption: Participants, especially women, are in the decision-making position on financial issues in
their household and have access to necessary infrastructure for conducting DFS transaction

Develop a competency profile of
successful BC agents to be

Developed a comprehensive suite of integrated in the agent selection
financial products and services to module.
respond to the needs of rural Optimization of business and
households, particularly among operating procedures for BC
women recruitment
Outreach to 50,000 end-clients, 200 BCs and 20 field officers trained
including women and small business on various product offerings, and
owners gender sensitivity

100,000 of end clients trained on

Assumptions: Demand for savings and other DFS financial education and DFS
is consistent (COVID19 or other crises would not

Assumption: No regulatory changes that would
reduce demand for services) sl S < o

influence how agents can be recruited and
deployed or that would impact the services that
hey can offer or the profit they can receive

Technical assistance

Training and Needs Assessment and
Capacity building of agents
End-client education on financial and

Co-create products that enable daily
deposits, to encourage saving and
curb impulsive and avoidable
SXPeNsSes. . digital services
Develop a comprehensive package of Leveraging advanced technology to
financial and digital services engage and drive end-client learning
Assumption: Promotion of micro-savings plus Marketing support
product to be undertaken through routine channels Assumption: The current covid situation allows for
and neclessary mfrastrus:ture for carrying .Ol,Jt DF.S at least limited movement to facilitate meetings
transactions are well in place and efficient in and trainings using the tools developed and agents
nature moving around to facilitate transactions

Incentive for BC agents and end-clients against relevant milestone activities that augment financial
behaviour shifts. Conducting a secondary research on relevant interventions on similar theme and
geography and undertaking a consultative workshop to inform and refine the pilot exercises
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2.5 Partner and pilot details

The BEADS project, while selecting partners,
tried to engage the right mix of program
partners who understood and accepted the
shared vision of the project. For this, the
project invited open requests for proposals,
in which 22 institutions submitted their
technical and financial proposal. The fitment
was assessed based on the alighment of the

experts.

management's vision, regulatory fulfillment,
the viability of field implementation, services,

o~ DRISHTEE
Y SUSTAMASLE COMVMLPaTIES

& fincare

290 small Finance Bank

_—

Figure 3: Partners engaged in the BEADS project

and support offered, including technology
support, training infrastructure, and the
gender outlook of the organizations
interested. Six partners were finally selected
based on these criteria and under the
guidance of an esteemed project advisory
committee of industry practitioners and

z{, Mann Deshi
i Bank

Sub-K

Three pilots were designed using a strategic approach to test the research hypotheses. Each
intervention was executed to achieve specific goals, and the subsequent section of this evaluation
report provides detailed information on the outcomes achieved under each pilot**.

Pilot 1A: A suitable micro-savings product offered through the BC channel and adopted by individual
and small business customers, especially women.

Intervention

Smart saver
product

Details

A smart saver credit product was designed with Fincare
Small Finance Bank. Under this product, a Savings
Account for Recurring Deposits (RD) is opened for
customers by the BC Agents. Loans are provided based
on their savings behavior, with a minimum monthly
balance of INR 1000 to be maintained by the customer
throughout the process.

Outputs12

28,719 customers opened RD
accounts; total savings through
the product is approximately
INR 11.89 crore.

INR 129 crore worth of loan
exposure to 28,719 customers
by 68 BC Agents.

Micro-saving
leveraged goat
loan product

After the inputs of Propellerfish, an HCD firm’s finding, a
micro-saving leveraged goat loan product was designed
for female customers. Under this, Mann Deshi Mahila
Sahakari Bank gives goat loans to the female customer
based on the accumulated regular savings in the
savings account for a minimum of 6 months. The loan

INR 23.40 lakh of loan
exposure to 156 customers by
16 BC Agents.

2216 women
opened  Recurring

customers
deposit

1 Partner wise details of pilots/interventions implemented is available at Annexure Il.
2All figures reported here are based on data collected by the BEADS program team from the partners above.
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amount is linked to the number of goats/sheep the
customer is willing to buy. The bank overviews the
saving pattern, regularity in the saving, and the monthly
amount of saving on deciding the loan amount to be
given to the customers.

accounts: total savings through
the product is INR 19.28 lakh
approx.

Pilot 1B: To offer a comprehensive package of socially-responsive financial and digital services
through BCs to deliver a compelling customer value proposition.

Intervention

Assisted e-
commerce

Details

The CDOT team partnered with Amazon, through TA by
the BEADS team, the leading e-commerce platform, to
equip the BC agents beyond the cash-in, cash-out
(CICO) services and expand their range of non-financial
products and services. Thus, in association with CDOT,
an assisted e-commerce pilot was conducted to
diversify the range of non-financial services offered at
the BC point.

Outputs

Around 200 BCs adopted the
assisted e-commerce platform
across five districts of Bihar —
Gaya, Jehanabad, Nalanda,
Nawada, and Patna.

Pilot 2: To assess, improve and integrate gender-sensitive practices related to recruiting, training, and
retaining female BCs for improved viability of BCs.

Intervention

Change
management

Details

Change management refers to undertaking sustainable
and impactful changes at all levels of an organization to
overcome existing challenges. This exercise was
undertaken at three levels (top and middle management
and field-level staff) in the five partner organizations to
ensure that change flows throughout the entire
organizational ecosystem. This intervention's key
objective was to increase BC agents' income by
promoting a customer-centric approach by polishing
their soft skills and integrating gender-sensitive
approaches in all operations and functions.

Outputs

Goal-setting workshops were
conducted individually with five
partners to identify and curate
the goals.

Change management
workshops were conducted to
refine the goals, define
measurable indicators and
outputs for each goal, and plan
an implementation strategy.

BC agents as a
relationship
manager

To enhance the sustainability of BC agents, they were
trained to become a one-stop point for all financial
services in their respective regions, like the role of a
relationship manager at a bank. In partnership with
CDOT, selected BC agents were provided training on
soft skills, such as verbal communication and
professionalism, to develop personal connections with
their customers and build long-term relationships based
on trust.

50 BCs from two districts of
Bihar—Nalanda and Nawada—
were selected and trained to
become relationship managers

Customer
centricity
training

Due to a lack of selling skills, BC agents push the
products or services based on the business drivers, not
the customers' needs. The BEADS team devised a
training module to improve selling skills, soft skills, and
customer relationships. The training aims to
demonstrate the need to identify the customers' needs
and then leverage them to serve the customer
appropriately.

BC agents encouraged to adopt
customer-centric approaches in
their working model
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Gender
sensitization
household
dialogue

GFIl developed a gender household dialogue and
training to raise gender sensitivity in the partner
organizations and improve the working culture for the
BC agents by engaging their family members in training
exercises. Upper- -level management was
engaged to facilitate the adoption of gender-sensitive
practices by BC supervisors. The training was extended
to the BCs participating in the BEADS project through
subsequent ftraining. It aimed to equip male BC
supervisors to better engage with women agents and
develop a more supportive and enabling environment.

4 out of 5 partner institutions
made process-level changes to
improve gender sensitivity and
related practices in the
organization

G-LEAP

A mobile learning platform, G-LEAP, was developed by
GFI to assist field executives and BC agents in their
self-learning journeys using advanced technology. The
platform offers a comprehensive range of learning
materials, such as videos, infographics, and textual
content, that can be accessed online and offline via
mobile devices. It is designed to help field executives
and BC agents enhance their knowledge of various
themes of the financial sector, stay up to date with the
latest industry trends, and improve their overall
performance. An individual interface was provided to
the partners with customized content. With G-LEAP,
field executives and BC agents can access relevant
training materials anytime, anywhere, and at their own
pace.

67 modules developed in 7
vernacular languages

1,579 courses taken by users,
the most popular courses were-

e  Customer Service skills
e Debit and Credit Card
e Training of Trainers

e Introduction to Banking

e Regulation and

Supervision of Banking

Pilot 3: To make BCs digitally literate and give them marketing tools to drive demand, uptake, and
usage of a broader range of financial services by low-income populations, especially women, in rural

areas.
Intervention

Common color
branding

Details

A key challenge the BC industry faces is the BC agents'
limited visibility. GFI undertook a Color Branding
intervention to determine if creating a unique and easily
locatable identity for BC agents by coloring their BC
points helps them gain customers' trust and improves
customer acquisition and viability. Under this
intervention, BC points with a minimum of two visible
outer walls were selected. The walls of the BC points
have been painted with a distinct design that combines
the colors yellow, white, and green. Where yellow
represents Warmth, Hope, and Happiness; white
represents Peace, Balance, and Simplicity; green
represents Growth, Prosperity, and Sustainability.

Outputs

32 outlets across four Indian
states and five districts were
painted

Customer
awareness
training

The poor awareness of products and services available
at the BC point for the customer severely impacts the
viability of BC agents. The dominance of CICO services
overshadows the other products, which can potentially
earn more commission. Hence, training was provided to
BC agents on improving their customer engagement
skills focusing on spreading awareness among the
community about the financial product and services.

1,081 BC agents and
employees participated and
trained with an outreach of
118,017 customers
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Low-cost
marketing and
promotion

The BEADS team adopted several low-cost marketing
techniques to amplify customer reach and generate
mass awareness about the product and services
available at BC point. Leveraging the limited monetary
resources available at the disposal of BC agents to
improve customer engagement and increase the agents'
income, marketing and promotional ventures are
undertaken at a very low to no cost.

Self-recorded videos circulated
on social media platforms by
BC agents of five partners to
create  awareness  among
customers

Adoption of branded jackets
and bags to create a unique
identity of agents by one
partner

Radio show to create
awareness run by one partner
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3. Methodology

3.1 Evaluation Objective

The BEADS project was designed to address
various stakeholders' challenges, including
BC agents, customers, and BCNM staff, in
providing affordable and accessible financial
services to underserved populations,
particularly women in low-income areas. The
project involved pilot interventions in
enhancing BC agent viability and customer
empowerment. As the project concludes,
evaluating the efficacy of these interventions
and assessing their impact on the intended
stakeholders is critical. This endline
evaluation seeks to thoroughly comprehend
the pilot interventions' effectiveness and
identify potential approaches for maintaining
program impact beyond the project duration.
The endline evaluation of the BEADS project
has the following objectives:

1. To assess the grant performance and the
key program targets;

2. To evaluate the effectiveness and
impact of the BEADS pilot interventions in
improving BC agent viability and customer
empowerment;

3. To assess the impact of the BEADS pilot
interventions on customer adoption and
usage of formal financial products and
non-CICO products;

4. To assess the effectiveness and impact
of the interventions in addressing gender
barriers through the integration of
gender-sensitive practices in agent
recruitment, retention, and acquisition of
women customers; and

5. To examine the sustainability of the
BEADS pilot interventions and identify
potential strategies for scaling the
program.

3.2 Scope of the evaluation

The endline study aims to assess the effec-
tiveness and impact of the BEADS project's
pilot interventions at various levels, focusing
on the changes and progress made about the
key research hypotheses and benchmarks
established in the baseline study.

Customer Level

e Evaluate changes in awareness and usage of

formal financial products and non-CICO products.
e Assess changes in exposure to training and

evaluate the effectiveness of low-cost marketing

methods.
e Assess changes in the level of customer

empowerment.
e Delineate gender-specific changes in

observations.

Agent Level

e Evaluate the effectiveness of capacity building

efforts undertaken.
e Assess changes in the product basket offered by

BCs and evaluate the impact of pilot specific

products.
e Evaluate changes in awareness about financial

products and gender sensitivity.
e Understand changes in gender-specific

preferences and requirements.

BCNM Level

e Understand the effectiveness, and sustainability

of the project.
e Assess the extent to which the project

influenced organizations’ strategies.
e Understand changes in adoption of

gender-sensitive practices to augment acquisition
and retention of women agents.

Figure 4: Scope of work
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Overall, the endline study aims to provide a
comprehensive understanding of the
effectiveness and impact of the BEADS
project's pilot interventions, focusing on
women BC agents and customers.

3.3 Evaluation Design and
Methodology

This impact evaluation study is guided by a
set of principles listed in Figure 5 to achieve
its objectives successfully. The overall
approach was to make the evaluation
"Utilization focused," which implies coming
up with suggestions and recommendations to
inform future program design and apply
insights toward strategic and tactical
decisions pertaining to the program. The
evaluation used a mix of methods to
understand the program's performance.
These methods included a survey with agents
and customers, interviews with agents and
staff members, group discussions with
customers, and data from partners'
management systems.

BEADS ENDLINE REPORT

The research design adopted a pre-and
post-intervention cross-sectional study
design. The absence of a comparison group
reduces the evaluations' ability to account
for external environmental factors that may
affect the outcome. Still, it is cost-effective
for assessing early markers of success.

A gender lens was applied to evaluate
gender-based impact, and a participatory
approach was employed to engage with the
participants and ensure their involvement in
the research process. Triangulation and
corroboration of findings were done through
multiple lines of evidence to enhance the
study's rigor. The research framework
presented below summarizes the method of
analysis for this evaluation. Applying a
Theory of Change (ToC) approach overall
shows the level of results evaluated, the
various lines of evidence used to generate
the evaluation findings, and how these
different lines of data were collated.

Utilization-focused evaluation

Inclusive,
Independent
and Transparent

Mixed Method
Research Design

Theory of

Change

Gender Lens

Consultative
& Participative

Figure 5: Guiding framework for evaluation
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Theory of

Change

Input and Outout Outcome
Activities P and Impact

Evaluation

Matrix

. Quantitative G Focus Group Partner MIS
Desk review Informant ) ;
survey . Discussions data <
Interviews

Data Collection Toolkit

Figure 6: The research framework
Sampling plan

Quantitative research methods: The sample size for BC agents was determined using stratified
sampling methods based on the BC agent data provided by each partner. The population of BC
agents was divided into two strata based on pilot 1 and 2 interventions. Simple random sampling
was used within each stratum to select the required number of BC agents. This method ensured
that the sample was representative of the BC agent population under each pilot intervention. The
sample size calculation is based on the desired statistical power, detectable proportion difference,
and finite population size. And the sample size for customers was determined using probabilistic
sampling methods, as the desired population size is large enough to be considered infinite. The
sample size calculation is based on the desired statistical power and detectable proportion
difference. The sample size calculation formula used for the study is detailed in the technical
annex of this report.

Sample Size Sample Size

| Pilot 1A-B | 161 193

EE_ 467 212 215 BCs

Pilot 3 >99,999 384 434 BC Customers

Table 2: Quantitative sample

Qualitative Research Methods: The qualitative research activities were undertaken to
complement the quantitative survey by providing more in-depth information on the project's
effectiveness, efficiency, impact, and sustainability. Two FGDs with customers and three Klls with
the BCs were conducted for each partner, with locations chosen based on the Pilot-3 intervention
areas across partners. In addition, Klls were conducted with key stakeholders involved in the
BEADS project from each partner's end; it included interviews with the senior leadership team at
the partner organizations.
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Total interaction Primary Subject

18 BCs

4 BCNM Staff- Leadership

5 BCNM Staff- Managers

6 BCNM Staff- Field
executives

E 12 BC Customers

Table 3: Qualitative sample

The sample size for qualitative surveys is determined based on the evaluator's experience of
conducting similar research and existing literature, as experimental methods may not be feasible

in a time- and resource-constrained setup.

Analytical Plan

The endline evaluation adopts a robust
analytical framework that leverages
descriptive and inferential statistics to
comprehensively evaluate the causal impact
of program interventions on key outcome
variables. The analysis involves a comparative
assessment of the endline results against the
baseline results to gauge the program's
effectiveness in attaining its objectives over
time. The study used a rigorous econometric
approach to assess the impact of the
program, which accounted for potential
confounding variables, both observable and
unobservable. Additionally, the analysis
explores the single and interaction effects of
various pilot interventions using linear,
logistic, and ordinal regression analysis.

The regression models enable the
identification of significant determinants of
the outcome variables with a
gender-disaggregated focus. The statistical
analysis adheres to the best practices for data
management, cleaning, and quality assurance,
utilizing Stata/MP version 17. The analysis
results are presented clearly and concisely,
accompanied by visual aids, tables, and
graphs, to facilitate easy interpretation and
dissemination of findings.

Ethical Compliance

Before the survey roll-out, details of the
study were presented to the Harmony Ethical
Research Committee, India
(harmonyethicscommittee@gmail.com). As
required by the ethics committee, voluntary
oral informed consent was obtained from
each subject. The study content and
procedures complied with the regulatory and
ethical requirements, adhering to Grameen's
'do-no-harm’ principle. Data was securely
preserved with confidentiality in line with the
standard national guidelines.
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4. Respondent profiles

The respondent profile of the endline report
has been categorized based on the two main
participants of the quantitative survey: BC
agents and customers. The respondent
profile has been further subcategorized at
the customer level into individual and
household-level profiles. The study aims to
provide insights into the impact of the pilot
interventions on BC agents and customers.
The respondent profile is an essential aspect
of the study as it helps to identify the
characteristics and demographics of the
participants, providing a better
understanding of the study findings.

4.1 Agent profile

This section provides an overview of the
demographic and job characteristics of the
agents participating in the research. An
average agent participating in the study is 35
years old, with the majority (66.7%) male. The
majority (93.3%) of the agents work in rural

Mean Age:
35 Years

33 Years

Male BC agents:
36 Years

Female BC agents:

areas. Most agents had completed graduation
(57.3%), while the remaining studied till
higher secondary/ 12th grade. While the BC
role was the primary source of personal
income for 50.1% of agents, BC households
often relied on other income as a source
(81.3%)

Most BCs had been working for more than
one year at the current organization, with
55% reportedly working for more than three
years and 26.1% having worked between one
and three years. These agents had, in
principle, undergone the initial gestation
period, learning the ropes of the work. Most
agents considered their current role as
full-time (88.4%), with a majority of the
agents reporting having flexible work hours
(73.4%). Around half of them worked
exclusively with a BCNM/ Bank (48.7%). We
found that 30.2% of agents extend doorstep
services, and the remaining exclusively
dispensed services from a designated kiosk/
office/ shop.

R

me job

G More than 1 year: 82.4%
b -

Up tol year 17.6%

CurrentOrganization More than 1 year: 81.1%

ﬁ
Up tolyear 18.9%

Figure 7: Agent profile




4.2 Customer profile

The survey was conducted with customers
residing in the catchment area of
participating agents. The majority of the
customers are literate (91.5%) and are
primarily from rural areas (91.2%). The
average age of the customers is 38 years, and
the survey revealed that male customers
(55.8%) slightly outnumber female
customers. Only 26% of these customers
come from marginalized communities,
including other backward classes. Almost
three-quarters of these customers came
from households that had

Respondent profile- Customer

Household profile- Customer

BEADS ENDLINE REPORT

one or two earning members supporting
household income (76.7%), and they would
usually practice agriculture-related activities
(53.5%) or were agriculture or casual
laborers (14.8%) or ran small businesses
(16.8%). The probability of households falling
into poverty per the poverty line estimates
determined by the Rangarajan Committee®®
was 6.9%. The exhibit below provides an
overview of the customer profile's individual
and household-level features, including the
vulnerability scale.

Figure 8: Customer profile

8Rangarajan Report on Poverty, PIB, Government of India Planning Commission, August 2014
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5. Endline findings:
Grant performance

The performance evaluation assesses if the program objectives arrived at from the elaborated
Theory of Change were achieved or not. The assessment of the overall grant performance involves
the assessment of progress against the project's Key Performance Indicators, evaluation of the
program design, implementation, and program outcomes, and factors that may have hindered each of
these elements.

5.1 Program achievements against set targets

Intervention | Output description Achievement status

1.1 A micro-savings "plus" product introduced Two micro-savings plus products introduced-

e (GoatLoan
(Mann Deshi Mahila Bank)

e Smart Saver Product
(Fincare Small Finance Bank)

1.2 100 BC agents trained on micro-savings | 103 BC agents initially trained
"plus" product as a new customer offering

1.3 100 BC agents offer the micro-savings "plus” | 90 BC agents offered the products
product as a new customer offering

1.4 Human-centered design (HCD) research was | Three HCD research conducted
conducted to design a comprehensive

) . - ) e  Micro-saving plus product
package of financial and digital services

e Assisted E-commerce
BC App Interface

1.5 As a result of HCD research, financial and | One — Assisted E-commerce
digital services designed

1.6 100 BC agents trained on new financial and | 220 BCs trained
digital services as new customer offerings

1.7 100 BC agents offer any of the new financial | 93 offered services
and digital services as new customer
offerings

2.1 Training needs assessment (TNA) completed | One TNA was conducted with all the partners
with partner BC networks regarding topics
such as Customer Relationship
Management, Product Orientation, Empathy,
Social Good, Effective communication and
conflict resolution, and grievance redressal
(all-inclusive of associated gender and social
norms)

2.2 Curriculum and education methodologies | 67 courses developed and uploaded on G-
developed as a result of the TNA LEAP in seven vernacular languages
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2.3 200 BC agents and 20 BC field officers | A total of 630 BCNM agents and staff members
trained through a mix of classroom and e- | were trained, and 1,22,248 customers reached
learning platforms of Grameen (G-LEAP) offer | under Pilot 2

services to 100,000 clients.

3.1 Promising customer education and market | WhatsApp Videos
approaches identified Vernacular Banners and pamphlets
Customer Awareness Camps
Radio shows

Common Color Branding

3.2 Promising customer education and market | WhatsApp Videos

approaches designed Customer Awareness Camps

Common Color Branding

3.3 Customer  education and marketing | 1,018 BC agents and 1,18,017 customers
approaches are piloted among 200 BC
Agents and 100,000 customers

41 Five learning products developed Five knowledge products developed-

¢ Reimagining the next generation BC model

e Exploring the Effectiveness of Low-Cost
Marketing methods for BCs in India

e Gender Mainstreaming in Business
Correspondent Networks

¢ Assisted E-commerce and ONDC

¢ Women-friendly micro-saving product

4.2 Roundtable with leading industry | One CXO Roundtable Meet conducted
representatives held to share learnings and
evidence generated by the project

4.3 Webinar(s) conducted to share learnings and | Three webinars conducted
evidence generated by the project

5.2 Project formulation and partner identification

The project formulation started with commissioning the scoping study, which aimed to refine the
hypotheses and key questions and develop new product and process design ideas. The scoping
study reaffirmed the hypotheses developed at the proposal stage of the project and reported that
product diversification, agent capacity building, and customer empowerment were vital in
improving the agent's viability and scalability. Furthermore, it highlighted the need for
gender-sensitization of the BC channel's stakeholders and the importance of women BC agents
for attaining financial inclusion agenda in the country.

Development of Partner Selection Tool, identifying skills, capacity

and respources for pilot execution

=l Open Call for Proposal to industry players

e Shortlisting of top contenders using Partner Selection Tool

e INterview of top-management to assess mission alignment

Final selection of six partners using scores from Partner selection
tool and Interview

Figure 9: Partner selection process



https://drive.google.com/file/d/14M5R8MUf70cMdSW-7fk9a0644NgVF6Bv/view
https://drive.google.com/file/d/1jkWd7hFWxrLw584D1YvK6uVcv5L6CNSD/view?pli=1
https://drive.google.com/file/d/1mSnC0vfHiHkllYjBYp-EAl011D5E3loQ/view
https://drive.google.com/file/d/1VcxeeDxhZaWNTqbfGMF91vQHJQh9JIdn/view
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After validating the project's hypotheses and
approach, the partner identification process
was kickstarted. A partner selection
framework was developed to assess the
suitability of potential partners and utilized
during the final selection process. The
framework included a comprehensive
analysis of the scoring criteria for each pilot,
which aimed to identify essential skills,
capabilities, and knowledge required for the
successful execution of the pilot.

As aninitial step, an open Terms of Reference
(ToR) was disseminated to invite interested
organizations that meet the criteria specified
in the ToR for each pilot. The GFI team then
interviewed the key representatives of the
interested organizations' leadership team to
comprehend and determine mission
alignment. All applicants were evaluated
based on the established criteria per the
partner selection framework to provide an
overall score for project fit. The evaluation
was based on several factors, including the
alignment of the management's vision,
regulatory compliance, the feasibility of field
implementation, the services and support
provided (including technology support and
training infrastructure), engagement with
women BC agents, and the organization's
gender perspective and position. Finally, six
partners with a nationwide presence were
chosen, with operations in each region of the
country.

The project formulation and partner
identification approach was evidence-based
and objective. Overall, the project
formulation process was thorough and
efficient in recording the market gaps,
warranting the need for the project, and
defining the project management cycle to
outline the implementation and

monitoring thereof. The performance-based
agreement recorded the key performance
indicators and set a target for each partner.
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5.3 Pilot finalization and
product development

The pilot finalization approach was
collaborative as the program team worked
with the selected partners to refine the
intervention design, identify the geographies
for intervention, and develop a project
management structure for effective
implementation. A partial funding
arrangement was implemented to ensure
that partners co-owned the project and were
deeply engaged and invested in the project's
success. This level of engagement and
commitment from partners was essential in
achieving the project's objectives and
ensuring its long-term sustainability.
Ultimately, this approach helped ensure that
partners were committed to the project's
implementation and motivated to achieve

its objectives.

Training Needs Assessment (TNA) and
product development

The program conducted the Training Needs
Assessment (TNA) to identify gaps and
demand among the agents. The exercise
helped to understand the specific
requirements of the agents and customers
and design a targeted intervention strategy
better aligned with the needs of the agents
and the wider industry. The TNA led to the
development of training content, curriculum,
and intervention strategy - tailored to the
target group's specific needs.

The product development was done using
Human-Centered Design (HCD) principles.
The program hired Propellerfish, a global
innovation and insights consultancy
specializing in this domain, to embed a
human-centered design approach in the pilot
interventions. The organization conducted an
extensive exercise with the program to guide
how to integrate human-centered design
principles into the project. Additionally,
Propellerfish provided training to build the
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in-house capacity of the GFl team on the
subject.

The trained staff conducted two subsequent
rounds of HCD exercises to strengthen the
intervention designs further and make them
more human-centric. The HCD approach
helped to ensure that the interventions were
designed to meet the specific needs and
challenges of the target group and that they
were user-friendly, accessible, and effective.
The process also helped to identify and
address any potential barriers or challenges
that may have hindered the success of

the interventions.

Gender analysis and Do No Harm
(DNH) assessment

Once the pilot designs were finalized, gender
analysis of the pilots was undertaken to
understand gender intersectionality at the
programmatic level and to ensure that the
program does no harm to its beneficiaries
through its design and implementation
approach. The DNH assessment was
conducted to identify areas where the
program design may potentially cause harm
to the beneficiaries or implementing staff.
The Do No Harm framework guided the plan
and ideation of project/product/service
design, implementation, and monitoring,
focusing on doing no harm while trying to do
good for the women and families GFl and its
partners served. The Gender Analysis tool
aimed to understand how gender intersects
with programmatic goals and how to ensure
that women are included, effectively
engaged, and positively impacted. The tool
helped identify the specific challenges,
limitations, and barriers (socio - cultural -
economic) women from the target
communities faced. It also helped assess the
participation of women and men in financial
decision-making and financial inclusion
activities; and how to tailor programs and
pilots that meet the needs, preferences,
activities, and interests of men and women.
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Overall, the evaluators note that the pilot and
product finalization approach was
participatory, evidence-based, and leveraged
the strategic instruments identified in the
program's Theory of Change. Extensive use of
market research, HCD principles in product
designing, and gender and DNH assessment
of the program led to the development of a
robust and effective program design. It was
further testified as partners unequivocally
appreciated the program design and its
participatory nature during the interviews.

5.4 Program Management
and supervision

The program appointed a nodal person as the
project manager for each partner. The project
manager was responsible for anchoring the
grant, providing technical assistance,
monitoring progress, and conducting field
visits for the partner. Further, the project
manager led the planning and
implementation of other project activities,
such as baseline and endline surveys, staff
training, and the development of Information
Education and Communication (IEC)
materials.

GFlI's gender team worked simultaneously
with the program for gender mainstreaming
in the programmatic interventions and
training for staff and agents. GFl applied a
systematic approach to evaluating gender
inclusivity in the project implementation
through the I-CARE framework. The I-CARE
Framework is a refined approach that helps
identify improvement areas in the five key
paradigms of Intention, Capacity, Action,
Results Measurement, and Evolution. By
applying the framework, GFl was able to gain
a comprehensive understanding of the level
of gender inclusivity in the project
implementation and make the necessary
adjustments to ensure that programs are
gendered and inclusive.

“Framework present in Annexure |
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The program had capacity development
personnel that undertook the development
of IEC materials and trained the middle
management and branch staff at partner
organizations and tracked subsequent
training. The IEC materials adopted a blended
communication approach, using print and
digital channels. Grameen Learning Platform
(G-LEAP), an Android-based e-learning
application, was used to deliver online
training. The adoption of G-LEAP was low
even though 1579 courses were accessed by
the users (staff and agents) on the platform.
The average time spent by a user on the
platform was a mere ~3.5 minutes?®. The
lower engagement with the G-LEAP platform
was further reported during qualitative
interactions. It may be noted that most
partners reported having an existing online
training platform, such as E-Shiksha,
implemented by one of partner BCNM. There
is a need for convergence and improved
integration between different platforms for
e-learning.

Program monitoring was carried out
regularly through partner reporting and
discussion, office (head and branch), and
household visits. The monitoring data was
captured through MS Excel-based formats
barring G-LEAP. It generated a periodic
report for tracking the uptake and usage of
the platform. A central portal for collecting
and managing data would have helped in
project monitoring and tracking. Additionally,
it would enhance the data security measures
and drive partners too.

Partners appreciated the technical assistance
and the engagement of program personnel
throughout the intervention period. They felt
engaged and heard and found the staff
responsive. As one of the senior leadership
team members from one of the partners said,
"When the idea was discussed, | thought it was
just another project and was not very excited
about it. However, | salute the BEADS team for
the value they created for us through the project.
This is one of my best experiences with any

# ® GRAMEEN
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Additionally, they valued the quality of
technical assistance provided by the service
providers.

Knowledge management

To ensure effective documentation and
sharing of the valuable insights gained from
this large-scale experiment, the program
delivery included a knowledge management
component. As part of this effort, the
program team developed five knowledge
products that offer a comprehensive account
of the project interventions and serve as a
guide for future ideation and replication of
the tested models. These products aim to
capture the project journey in detail and
provide a valuable resource for anyone
interested in implementing similar
initiatives.The knowledge products
developed provide a comprehensive account
of several interventions, but they may not
cover all the interventions that were
implemented under the project. There is an
opportunity to create toolkits specifically for
the interventions that were highly
appreciated by the project partners. For
example, creating a toolkit for
customer-centricity training that can be
easily adopted by other interested agencies
in the future. This would provide a more
targeted and actionable resource for those
looking to implement similar interventions.

Partners' feedback

To enhance service quality, partner support,
and project delivery, the BEADS team
solicited feedback and insights from all
partners involved in the project. The primary
aim of the exercise was to gain a better
understanding of the partners' experiences
and to leverage that knowledge to improve
the team's overall performance in the future.

Based on the ratings provided by different
stakeholders from the management team at
the partners, the average Net Promoter
Score (NPS)*¢ obtained by the team was 81 .

5Program Monitoring Data for G-LEAP.
16Net Promoter Score (NPS) is a customer loyalty and satisfaction measurement taken by asking customers
how likely they are to recommend a product or service to others on a scale of 0-10.
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The NPS question was sent to 31 staff
members of six BEADS partners, of which 27
responded to the survey. They appreciated
the quality of support extended by the
BEADS team and expressed their willingness
to collaborate with the team in the future as
well. A few recurring aspects across the
customer feedback were the professionalism
of the BEADS team members, their in-depth
-.engagement at the ground level, and their
commitment to creating meaningful impact.
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At an aggregate level, BEADS's program
management and supervision were highly
efficient. It steered the program to achieve its
objectives, with partners driving the
on-ground implementation. Two areas for
improvement are strengthening monitoring
mechanisms through developing a data portal
at the program level and relooking at the
strategy of deploying G-LEAP for driving
e-learning efforts.

A score less than 49 represents the need for improvement in quality, score between 50-69 represents

strong support while a score above 70 shows outstanding delivery of program/support. Response link.
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6. Endline findings:
Program impact at the
agent level

This section of the report focuses on assessing programmatic impact at the agent's level. It begins
with presenting the findings on the project's impact on the agent's income and then attempts to
test the three hypotheses developed during the project formulation stage. Furthermore, it
assesses the agent's quality and the change in motivation and role satisfaction. To initiate the
analysis, the first step involved examining the difference in income levels before and after the
BEADS intervention.

6.1 How did the project impact agent income?

Agents' income was measured on an ordinal scale to make it easier to obtain sensitive data by
presenting income ranges instead of
asking for specific details. The analysis
reveals a substantial increase in the

Last month income from banking correspondence work

average income of the BCs before and “0.0%

after the pilot. Notably, over two-thirds - 23% ane i

(71.0%) of the BCs reported earning o

more than INR 5000 (USD 60.62) a sy
. . .. t.?% &% I . 0.43(.

month at the endline. It is a statistically — W —

<1000 1000 - 3000 - 5000 - 10,000 — =20,000

significant improvement from the None 3000 2000 10000 20.000

baseline, where only 34% BCs reported
the same income level. Before the
interventions, more male agents (44.8%)
earned upwards of INR 5,000 compared
with female agents (26.6%); this income gap between male and female agents declined by
78.1% during the endline.

mBaseline (n=259) wEndline (n=433)

Figure 10: Change in agent income

Most agents (70%) reported earning more when asked if their income had changed in the past
year. New customer acquisition and increased repeat customers were the primary drivers
reported for this growth. Other drivers of the income growth are present in the figure 11:
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40%

Better customer
service

43% 359, 1)
Substituted time from

other activity to BC work Increase in awareness

about BC products or
services

=? 15%

Improved commission
Figure 11: Reasons reported by agents for an increase in income

The quantitative analysis showed an overall increase
in agent income post pilots. However, the qualitative
analysis revealed that some of this growth was
organic, as the agents' association with the pilots
varied depending on the specific intervention
received. During qualitative discussions, many
agents attributed the increase in customer base and
income to their exemplary service and conduct,
while a few attributed it to the incorporation of new
offerings such as health insurance and other government schemes. Further data analysis from the
pilot perspective provided a deeper understanding of the program's performance. The following
sections detail the comprehensive analysis of the impact of each pilot intervention on the viability
of BC income, the critical insights gained, and the challenges faced.

There is an increase in the number of
clients | have. This is because of the
service that | offer and its quality,
customers trust me, and that is why they

would visit me and not any other bank or
agent.

-Male Agent, KlI, Telangana

6.2 Product diversification What was the impact of Pilot 1A-B on

. ope agent income?
for agent viability &
Under Pilot 1A-B, three products (Savings

One key reason identified for limiting agents' Plus, Goat Loan, and Assisted E-Commerce!8)
viability during the baseline study was the were designed, and agents were offered one
limited product basket offered by the BCs. of three products depending on their
Expanding agents' product basket can associated partner. 376 agents across three
significantly improve their business viability. partners were engaged in the pilot; 250
Baseline results established that agents agents were interviewed in the endline
offering more product types had greater odds survey (refer to table 3). The endline survey
of earning a higher income than those revealed that only 26% of these agents had
offering limited product types. rolled out the new product at their outlet,

another 24% were aware of the product but

8Assisted e-commerce intervention was done through Amazon. The intervention had to stop on 5th
January 2023 as Amazon decided to withdraw this program.
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had not rolled it out, and the remaining 50%
reported being unaware of it. About 94% of
unaware agents were under the assisted
e-commerce intervention, as indicated in
Table 3. This calls for an improved monitoring
mechanism at the agent and BCNM levels for
the roll-out of the products. It is also
important to note that due to the strict
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regulatory norms around data sharing and
privacy, most project monitoring was based
on self-reported data. Despite the low
adoptionrate, 85.9% of agents who rolled
out these products reported arise in their
customer base, and 68.8% reported an
increase in income over the previous year.

Intervention ’ Number of agents
Participated in | Interviewed Rolled-out Aware but did not | Not aware
intervention at endline the product roll out product

Goat Loan 49 25 10 15 0

Savings Plus 68 55 26 21 8
Assisted e- 259 170 28 25 117
Commerce

Total 376 250 64 61 125

Table 5: Details of interventions implemented under Pilot 1A-B

Qualitative analysis showed a
substantial demand for credit-based
products—Savings Plus and Goat
Loan among the customers. But the
customers faced certain challenges,
such as a long gestation period in
realizing benefits, leading to low
uptake of products/ services.

Endline findings did not show a
statistically significant relationship
between product uptake and agent
income. The possible reasons for
this are the low product uptake at
the supply and demand end. Thus,
the evaluation fails to establish a
statistically significant relationship
between product diversification and

Challenges faced by agents/customers

Goat Loan

* Customers faced issues repaying their
monthly instalments as the cash flow from
goat rearing takes at least six months from
the date of purchase

Savings Plus

* Both agents and customers lacked clarity
around the linkage between savings and loan
elements, leading to low conversion of
savings customers opting for loan

Assisted e-Commerce
*Delays in product delivery leading to order

cancellation requests by customers

Figure 12: Products-related challenges faced by agents/customers

the agents' income at the pilot level. Figure 12 provides detailed responses regarding the different

products the agents share.
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Goat Loan (n=10)* Savings Plus (n=26)"

.

0% n

e-Commerce (n=28)"

azh

Product
received well
by customers

Product brought
additional profit

75.0% T5.0% T5.0%
100.0% 45.0%

B8 9%
T78% 30.0% 30.0%

New Past Exsling Attracied Existing Pasi Atiracted Pasi Altracted E::s‘mg
customers customers customers  morg customers custuf'aers cusiomers  more r.uslnmets customers  more  customers
incieased metumed ook the  visibility fook the  increased metaemed  visibiity increased  relumed visibility took the

sarvici sarvioe BETVICH

How does the
product
contribute to
additional profit

* Graphs are based on a very small sample and should be interpreted cautiously. The results may not be generalizable to the broader population. The

oportions are presented for visual ease only.

Figure 13: Details of agents' response to products under Pilot 1A-B

Overall, the products developed during the pilot,
especially the Savings Plus and Goat Loan, received
positive stakeholder feedback. Agents and BCNMs
felt that the products were relevant and anticipated
higher uptake and adoption as time progressed.
However, low customer awareness of the product
benefits and lack of immediate gratification delayed
the uptake. Raising customer awareness and
providing agents with comprehensive training on
product features and benefits is crucial to improving
product adoption. Additionally, before rolling out the Assisted E-Commerce product, a
demand-side scoping study should assess customer needs and preferences for other online
products/services. Service provider selection should also be carried out through arigorous
process to ensure that the chosen provider delivers the required level of quality and support.

“The Savings Plus product is a step in the
right direction. As customer awareness
increases, we will see greater uptake of
the product at the client level.”

-BCNM Staff

Though the uptake of products introduced as part of Pilot 1A-B was low, study findings showed
that the number of products/services the agent offers has increased after the pilots' completion.
The project has contributed significantly to this through the product diversification discussed
here and the partner-level engagement for integrating non-CICO products in the basket at the
agent level. The next section of the report discusses this in further detail.

How did the project impact
product diversification?

Qualitative analysis revealed that the change
management workshops conducted under
the BEADS project had a notable effect on
the partners' strategic focus from CICO to
non-CICO products/ services. Most partners
identified the need for product diversification

beyond CICO services as a key goal for the
organization. The increase in the number of
products/services types the BC agents offer
between the baseline, and endline reflects
this shift (refer to figure 14). During baseline,
it was observed that a substantial proportion
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of the BCs (48.3%) extended products

Change in products/services categories offered by the

or services from only one or two of agents

the product/ service types . As a

result of the focus on product B2.1% m;g_g%

diversification to enhance viability, 7% . iy

most agents (77.5%) reported e

offering more than two I I I I I I e

product/service types. Female agents - .
. . Financial Government Credit Investment MNon-Financial

Offered equa"y dlver5|ﬁed products Awareness Services and and Future Products

as their male counterparts, indicating Schemes Planning

a balanced distribution of mBaseline (n=259) wEndline (n=433)

project benefits.
Figure 14: Change in product basket offered by agents

6.3 Capacity building to augment agent business

Findings from the baseline study highlighted that agents had low exposure to training beyond the
core areas, such as banking and device/platform-related skills. Global reports?® underline the
importance of agent training for ensuring customer satisfaction and the long-term sustainability
of the agents.

What was the impact of Pilot 2 on agent income?

Under Pilot 2, training was provided to the agents around customer-centricity and
gender-sensitive practices. All partners associated with the projects participated in one or more
interventions under the pilot. 86.4% of agents received customer-centricity training, 71.8%
received training on gender sensitivity, 78.1% on the different products and services offered, and
78% on soft skills. Response to the training provided under the project was positive; most agents
found the training sessions useful.

BCs reported extending products under six major baskets; these included: i. Banking and digital financial services
ii. Financial awareness iii. Government services and schemes iv. Credit v. Investment and social security products
vi. Non-financial products

20]TU-T Focus Group Digital Financial Services, Focus Group Technical Report, Main Recommendations, March 2017
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g Gender sensitivity training

Va . . .
Customer centricity training

How did the training help?

How did the training help?

86.3% 71.8%
Agents Felped draw eV — Agents e
re%:eive d customers o reS:':eive d customers better BrE

Helped engage I Helped draw new

81.2% I 82.0%

customers better customers

97.9% 98.4%
Helped increase return o Helped increase return o

Agents' rate of past customers [ 30.3% Agents_ rate of past customers I 70.1%
found it found it
helpful Helped understand the B 10.4% helpful Helped understand the 11 5%

needs of customers... needs of customers...

Training on products & services

ED- Training on soft skills

79% How did the training help? 78% How did the training help?
Agents e I Agents e e
regceive d customers better B regceive d customers better e
Helped draw new I Helped increase return I
99 10/ customers 80.8% 97 90/ rate of past customers 82.8%
.17 .J/0

Helped draw new I 70 5%

customers

Helped understand the 3
needs of customers... I 42.3%

Helped increase return [
Agents_ rate of past customers T Agents.
found it found it

helpful Helped understand the B 14.5% helpful

needs of customers...

Figure 15: Agents' response to training provided under Pilot 2

Qualitative analysis showed that the
customer-centricity training received the
most positive feedback from the agents. The
structured training methodology adopted by
the trainers and the sections covering
effective communication skills were most
appreciated. Additionally, the training
sessions notably impacted the BCs'
perception of their job. Many reported a shift
from considering their work "blue collar" to
recognizing it as a more customer-focused
"white collar" role. One of the agents during
her interview said, "I have been given training
regarding how to present myself wherever | go. It
is very important for me to have a jacket and a
bag. | keep implementing everything that was
said in training."

Overall, the evaluation found that capacity
building of agents on soft skills, products, and
services, customer centricity, and gender
sensitivity resulted in greater customer
acquisition, engagement, and retention.
Consequently, agents could earn more, and
69.7% of the agents who received training on

customer centricity or gender sensitivity
reported increased income in the past year.
Further regression analysis indicated that
customer-centricity training had a
statistically significant effect on income.
The odds of an agent experiencing increased
income in the past year were twice more
likely for those who received the trainingin
customer centricity.

Usage of technical platform for
capacity building

Other than in-person training, online training
through an Android-based e-learning
application developed by Grameen, G-LEAP,
was used to facilitate self-paced online
training among agents. However, the
engagement of agents over the platform was
observed to be low. Only around a quarter
(28.2%) of agents mentioned ever using the
platform. However, of those who had used
the application, almost all the agents reported
being satisfied with the modules' content.
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A deeper analysis of the
profile of agents who
used the G-LEAP
application revealed
that the agents who
used G-LEAP were 2.5
times more likely to
report having a better
experience in their BC
role. Corroborating this
with qualitative analysis
indicates that more
satisfied and proactive
agents used the
platform. As indicated
in the earlier section,

Agents used

98.5%

Agents satisfied
with modules
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Reasons for satisfaction

Allows to upskill while working | 50.8%

Allowed to learn at own pace NG 78.3%

Offered wide variety of
courses

Cost effective and saves time I 47.5%

I 71.7%

Provides latest & updated
content
Had variety of learning
mediums (videos, quiz etc.)

I 35.8%

Bl 19.2%

Figure 16: Agents' response to G-LEAP

poor platform adoption was a key challenge for the program. The low uptake of the platformis
synonymous with the baseline findings, which suggested that agents considered increased
training access (at least once a month) or routine self-learning burdensome. Hence, there is a
need to balance the number of classroom training and online sessions such that the training
burden does not negatively impact the agents' productivity. Additionally, there lies a need to
devise a strategy that results in the convergence of G-LEAP with the existing e-learning platforms

at these institutions.

6.4 Low-cost marketing to
enhance agent visibility

To enhance agents' business viability, it is
crucial to create adequate demand for
products along with supply-side
interventions. Therefore, a comprehensive
strategy that includes increasing the supply
of products and generating demand is
necessary to enhance the overall success
of agents.

How did the low-cost marketing efforts
impact agent profitability?

Under Pilot 3, multiple low-cost marketing
interventions were experimented with to
understand their effectiveness in boosting
agent visibility, increasing customer
awareness, and ultimately driving more
footfall to agents, thereby improving

their viability.

“The change is that people who
didn’t use to come to me from
other villages earlier, now they

are also coming to me”
-Male Agent, KllI, Bihar

Though the major impacts of these
interventions are covered through customer
surveys, the qualitative analysis showed that
among the different low-cost marketing
techniques, the 'Common Color Branding'
intervention had a notable impact on agent
visibility. One of the agents from Bihar who
received the intervention mentioned an
increase in the number of new customers
post-intervention.

The interviews with field management teams
at the partners also revealed that the
intervention received a positive and
enthusiastic response from both agents and
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customers. One of the staff mentioned that he had been regularly receiving queries from other
agents regarding the intervention. However, the agents expected the organization to support the
painting exercise financially. Findings from the quantitative survey showed that 61.2% of agents
expressed a willingness to pay themselves for the branding if the cost was around INR 7,000 (USD
84.81). While on average, an agent showed a willingness to spend up to INR 5,890 (USD 71.36).
Another low-cost marketing intervention that received favorable responses from the agents was
the WhatsApp promotional video intervention; Figure 17 illustrates the detailed feedback from
agents.

How was it helpful?

WhatsApp
promotional video Attracted new
customers to seek _ 90.8%
services

66%* 53 Helped create more _ 28.1%

. ) el
Agents received Average views visibility

LED Ul PTG Encourageed past _ 77 3%
customers to return e
82.1% 83.8% .
. . Encouraged existing
made own videos  found it customers to seek [ 47.1%
using template helpful new services

* The base here is 262 as one partner did not participate in the intervention.

Figure 17: Agents' response to low-cost marketing intervention: WhatsApp promotional video

6.5 Project impact on agent motivation and quality of services

In addition to augmenting agent income,
ensuring satisfaction with the role is also
a crucial factor for the success of a BC
business. A high level of job satisfaction

Hope

Many agents expressed hope that the
business would grow and that their

commissions would increase over time. This

Key

motivators optimism was seen as a powerful driving
was observed among nearly all agents for agents force in their commitment to the business.
during the baseline, and this level of to e
. . . . . H ride
satisfaction remained consistent with continue

v,

| V-
& =
B
Fat

Agents reported feeling a sense of pride in
having a respected image in society and
being able to serve their community
members through their work.

their experience as a BC in the endline. A LLSTILLE

shift was observed in agent motivation;
the results indicate that at baseline,
93.6% of agents expressed a desire to
continue their work as BC. By the endline,
this figure had increased to 98.2%, suggesting a notable increment in motivation levels.

The qualitative activities helped understand the reasons behind agent motivation and willingness

to continue with the business. Analysis showed agents remain committed to their role, driven by a
combination of hope for future growth and a sense of social responsibility.

Figure 18: Key drivers of agent motivation
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To improve agent performance and viability, it is We are happy to provide all the services to
imperative to explore enhancing the existing drivers RN 7T 1 TR Y (AR (S
of motivation. It can be achieved by initiating further ~BRAZ AN LI 2V 47 I ATXe [
measures that build on these drivers, strengthening providing that, so we feel like a bank

their interests and inspiring them to pursue and employee.

expand their businesses enthusiastically. gt L i

How did the project impact agents’ quality of work?

Other than self-motivation, the quality of services
an agent provides is also impacted by their liquidity.
Baseline findings indicated that insufficient cash

Change in liquidity related issues faced by agents

88 4%

funds and inadequate liquidity management at the o —

BC point frequently result in agents restricting the 20.7%

number of withdrawals customers can make. I I I 5 5%
Qualitative analysis conducted during the baseline [ il
phase revealed that this issue was a significant liquﬁ'dﬁ't“;tﬁ;‘;f'gghhthe ﬁigfizﬁigﬁiesss{fe? Often face liquidity
challenge faced by agents and a major source of year to support work

customer dissatisfaction. mBassline (1=259)  mEndline (n=433)

A significant improvement in the agents' liquidity was observed between the baseline and the
endline, with a decrease in the proportion of agents reporting they face liquidity-related issues.
Indicating improvement in agents’ capability to provide quality services to customers and cater to
their requirements on time.
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/. Endline findings: Project
impact on customers

The following section covers
project evaluation findings
derived from customer-level
analysis. The survey was
conducted with customers
residing in the catchment area
of participating BCs. This
section analyzes how various
interventions affected
customer awareness and
financial product usage at the
BC point, ultimately leading to
changes in customer
empowerment and increased
agent viability.

It's essential to note that agent
viability is not determined

Aware
customers will
seek more
services

A
complementing
environment
created to
foster agent

viability

Awareness &
usage of
financial

products will
enhance

customer
empowerment

Enhanced
visibility will
facilitate aware
customers
access services

Quality

services will
motivate
customers to
return and seek
more products

solely by internal factors but
rather by a combination of
efforts from both the demand

Figure 20: Role of customer awareness and empowerment in agent viability

and supply sides. It's crucial to consider the factors that impact customer demand to ensure
the agent business's long-term viability. Specifically, three key demand-side factors influence
agent viability: customer awareness and empowerment, agent visibility, and customer

service satisfaction.

7.1 Customers' interaction
with agents

Findings suggested that most customers
(78.1%) considered BC agents their primary
choice when seeking financial products or
services, though they knew only one agent in
their area. Almost half of the customers
(48.8%) knew the agent for over a year, while
one-third (33%) had known the agent for six
to twelve months. Of the customers who had
known their BC agent for more than a year,
64.6% reported an increase in interaction

with the agent over the last year, suggesting
increased agent visibility in the past
six-to-twelve months.

The change in interaction varied by the
gender of the agent: 50% of customers who
reported knowing a male agent mentioned
anincrease in interaction in the past year. In
comparison, 84.0% of customers who
reported knowing a female agent reported
increased interaction. Further, the proportion
of customers engaging with BC agents to
seek financial services at least once a week
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increased from 48% to 55.1% by the end of
the pilot. Most customers, 85.2%, sought
these services at BC points or designated

How Frequently do they
Interact with the BC
Agent?

How Long have r
they Known the BC
Agents?

55% 489,

ARSRSY/S

Reported

27% 27%

having Known
the BC agents
for More than a
Year

Once a Month
Only When
Required

At Least Once a
Met them Once

W Endline Baseline
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meeting places, which was also influenced by
whether doorstep services were offered
or not.

How did they Come of Know of the BC Services?

74.9% heard from the
BC Agent

38.7% through word
of mouth (Family,
Community, Others)
54.8% saw other
promotional material
(Banners/ posters)

32.5% saw WhatsApp
promotional video

41.7% saw a vibrantly
coloured (orange
and green) building

18.2% through
awareness/ training
campaigns

Figure 21: Interactions with the BC agent

7.2 Customer awareness

The endline data revealed that a significant
proportion of customers were aware of the
various financial product types available at
the BC point. But quantitative analysis
showed that changes in customer awareness
between the baseline and the endline were
not statistically significant. However, The
percentage of customers who knew about at
least three product types increased from
92.6% to 94.9%.

We found that 77.2% of customers were
aware of all the product types, including
banking and digital financial services, credit,
investment, social security, and
government-to-people payment services at
the endline. A slightly higher percentage of
male customers (78.5%) were aware of all
the product types compared with female
customers (75.5%). In addition, the vast
majority of customers, 98.4%, were aware of
at least one product in the banking and digital
financial services basket. Furthermore, 84.8%
of customers were aware of at least one
credit product, and 94.9% were aware of at
least one investment and social security
product.

Finally, 91.5% of customers were aware
of at least one government-to-people
payment service.

How did customer education influence
awareness of financial products
and services?

The baseline study highlighted the
importance of training in improving
customers' awareness of financial products
and services directly linked to their uptake. As
part of the project interventions, training on
creating customer awareness was provided to
the BC agents and other partner
representatives, further delivered to the
customers by the BC agents.

The endline results show that 73% of
customers reported attending such
awareness sessions and almost all the
customers (99.7%) found the sessions useful,
indicating that the sessions met their
expectations and provided them with
valuable insights into financial products and
services. The sessions were also found to be
relevant and practical by the customers.
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How were the sessions helpful?

b Got to know about new products and
0,
(5 outner I 7
Information provided regarding the _ 55.5%
products and services was relevant =7
The training was delivered in simple _ 48.4%
language easy to understand e

Information covered the use case and G
benefits of products and services _ 33.7%

Figure 22: Customer response to the financial awareness sessions

Furthermore, a logistic regression model was
run to identify factors influencing
customers' awareness of financial products
and services. The results revealed that
customers who attended the awareness
sessions were 4.6 times more likely to be
aware of at least three different product
types available at the BC point compared
with those who did not attend the consumer
awareness sessions.

Attending customer awareness sessions
positively correlates with being aware of
financial products and services available at
the BC point. It shows that providing relevant
information to customers in a comprehensible
format can expand their capacity to make
informed decisions regarding financial
products/ services and enhance their ability
to utilize them effectively.

How did the low-cost marketing
interventions influence customer
footfall at the BC point?

The low-cost marketing techniques to
improve customer engagement and
awareness were one of the key interventions
implemented in Pilot 3. One low-cost
technique was using vibrant yellow, white,
and green colors to distinguish the BC service
point. Nearly half of the customers, 49.3%,

People who are literate can read the board
but if they are illiterate then it is
important to keep some landmark in their
mind.

- Female customer, FGD, Karnataka

reported seeing a colorful building in their
locality, which caught their attention and
made it easier to identify the service provider
in their area. Additionally, over three-fourths
of the customers, 79.5%, agreed that coloring
the BC point in such colors could help
distinguish it from other shops.

Another low-cost marketing technique that
was utilized was WhatsApp promotional
videos. Over two-thirds of the customers,
69.4%, reported receiving promotional
videos from BC agents about the services
available at the BC point. Interestingly, nearly
half of the customers received the video
forwarded by family, friends, and others in the
community. Most customers who received
the video, 91.7%, found it informative, and
88.4% shared it with other family members or
people in their community. A significant
percentage of customers, 74.8%, reported
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Figure 23: Field photographs of color-branded outlets

that the video made them aware of their
community's financial products and services.

The BC agents also distributed banners,
posters, flyers, and leaflets as part of the
marketing campaign. Over four-fifths of the
customers, 81.8%, reported seeing these
marketing collaterals in their community in
the last year. Most customers who received
these materials, 84.2%, felt that they were
informative, and over seven-tenths of the
customers felt that they made them aware
of the presence of a financial service
provider in their community and the
products and services available at the

BC point.

The endline research findings indicate that
these low-cost marketing techniques
effectively drove new customers to the BC
point. Over one-sixth of the customers,
18.2%, became aware of the BC agent in the
last six months. Among these customers,
27.9% came to know about the services
through marketing collateral such as banners,
posters, flyers, and leaflets distributed in the
community by the BC agent. The use of
WhatsApp promotional videos was also

found to be effective, with 32.9% of
customers becoming aware of the services
through this medium. It was found that 10.1%
of customers became aware of the BC agent
through their locality's vibrant yellow, white
and green buildings.

7.3 Change in product usage

Although awareness of financial products and
services was high among customers, usage of
these services at BC points was not always
commensurate. Only a quarter (25.8%) of
customers utilized all the services offered at
BC points, while 15.4% were only aware of
the products but had not yet availed of any of
the services.

The endline data analysis results revealed
significant product usage improvements
compared with the baseline. Specifically,
customers using at least three different
product types increased from 39.7% at
baseline to 49.3% at the endline. No
statistically significant differences in product
usage were observed based on the gender

of customers.




The data also shows a clear shift in service
preferences, with a statistically significant
change from 41.3% at baseline to 65.2% at
the endline in customers opting for non-CICO
services over CICO services. These findings

Change in number of product type used by

One product type

Two product types

Three product types

Four product types

mBaseline  Endline
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around product usage are completely in sync
with the agent-level analysis results, where a
product focus shift was observed from CICO
to expansion in non-CICO products and
services.

Change in product usage at BC point

Govt. Schemes and
Services

Investment & Social
Security Products

Credit

Banking & DFS

EBaseline Endline

Figure 24: Usage of products and services offered at BC point

Although no changes were observed in
customers’ usage of banking and digital
financial services, further analysis of the
usage patterns of these services provided
some interesting insights. The results showed
that customers mainly used their accounts
for routine saving (74.2%), goal-based saving
(47.5%), and cash-in and cash-out (40.1%).
There was a significant increase in
goal-based saving compared with the
baseline, with around 26% more customers
reporting this behavior at the endline.

What factors influenced the usage of
financial products and services at BC point?

While various factors contribute to
customers' use of financial products and
services at BC points, such as service delivery
channel, customer location, marital status,
education, and household financial
decision-making structure. The regression
analysis showed that the interventions
implemented under Pilot 3 statistically
significantly influenced their usage. Figure 22
presents a forest plot, which offers a
comprehensive analysis of all the factors that

influence the subject at hand. Figure 25
illustrates the regression analysis results on
the relationship between interventions and
product usage at BC points.
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Figure 25: Factors influencing customer likelihood of using three or more products

The results suggest that consumer awareness training, marketing collaterals, duration of knowing the
BC agent, service delivery channel, customer location, marital status, education, and household
financial decision-making structure are essential factors that influence the usage of financial products
and services at BC points. The findings of this analysis are summarized in the forest plot below.

Received Training (consumer m
awareness)

Received WhatsApp promotion m

Received Marketing materials

Know the agent for 6 months-1 year m

Know the agent for more than a year m
Service point: Kiosk/fixed place m
Location: Rural

Married

Completed class 6 to 8

Completed class 9 to 12 m—
Graduation and Above m_

Financial Decision taken by

Female member only m—
Financial Decision taken jointly

by male and female HH m—

members

-3.00 -1.00 1.00 3.00 5.00 7.00 9.00

References:
Time since they know of the BC agent: Ref- Less than 3 months
Service Point: Ref- Doorstep

Marital Status: Ref-Unmarried
Education: Ref- llliterate
Financial Decision: Ref- Male member only

Figure 26: Forest Plot of factors influencing product usage
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A deeper analysis was conducted to gain a detailed understanding of the factors influencing the
uptake of financial products and services at BC points, focusing on credit, investment and social
security, and government-to-people payment services. The below figure summarizes the findings
regarding the relationship between the product type and the interventions.

Customer A
5) -the one who
ets the .
- 9d . Credit
intervention
WhatsApp
promotional 4.5
Video
m -
8 Promotional Not statistically
= collaterals significant
c
o
c Customer
9 LY awareness 2.6
S 8 trainings
Common
color 2.4

branding

Likelihood of using the product type

Investment & social Government to

security people services

Not statistically

28 significant

2.1 2.7

Not statistically Not statistically

significant significant

2 Not statistically
significant

Figure 27: Factors influencing customer usage of different product types

The analysis revealed that nearly all the interventions under pilot 3 led to increased uptake of
credit, investment, social security, and government-to-people payment services, with the
WhatsApp promotional video being the most effective. All interventions, except customer
awareness training, increased the likelihood of using at least two product types. These findings
underscore the potential of targeted interventions in driving the uptake of financial

products and services.

7.4 Satisfaction with
BC Agent Services

The pilot interventions aimed at the agent
level were intended to attract new customers
and retain repeat customers. Quality service
provided by the agent motivates customers
to return and seek more products, thus
improving the viability of the agent. This
study measured satisfaction with

BC agent services across multiple aspects,
such as trust, knowledge of the agent,
approachability, query resolution,
confidence-building, and consistency.

The results showed that the customers were
highly satisfied with the services provided by

the BC agents, with a majority of customers
agreeing that the agent had built trust
(93.3%), was knowledgeable (89.4%), and
approachable (86.4%). Additionally,
customers reported that the agent was
patient and willing to provide personalized
assistance (83%) and could explain complex
banking concepts in a way they could
understand (84.3%). The agent introduced
most customers to new banking products and
services (70.3%). The customers also
reported that the agent provided a sense of
security and confidence in their banking
transactions (85.9%) and understood their
unique needs as rural customers (85.9%). The
agent was reliable and consistent (76.7%),
flexible, and willing to help (84.6%).
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Customers' perceptions of the service they
received varied depending on the gender of
the agent providing the service. A
gender-disaggregated analysis was also
conducted, which revealed that a higher
percentage of customers were satisfied with
the desirable qualities and services of BC
agents if the agent was female. Statistically
significant differences were observed in the
quality of service provided by male and
female agents, as reported by customers.

Sense of ° Reliable
security Ca/ and @
and consistent

confidence services

=) ; ®) g
- 92.9A - 82.36

9 0, 5‘ 0
o /94% o 70:4%

Trustworthy  Knowledgeable
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Female agents were more likely than men to
instill a sense of security and confidence,
provide reliable and consistent services, and
appear knowledgeable and empathetic.
While female agents scored higher than
male agents in all the quality parameters,
there was little difference between male
and female agents regarding their
trustworthiness, approachability, and
patience, although women scored

slightly higher.

Desirable Qualities of a BC agent

[}

Empathetic Patient

Figure 28: Customer perception of agent service quality

7.5 Change in customer
empowerment

Access and usage of financial products and
services are determined by supply-side
availability and the empowerment of the
customer. An empowered consumer is vital in
actively seeking the right products and
services, which would increase the agents'
viability. The Social Performance Task Force
(SPTF) has defined universal standards using
a customer-centric approach to financial
services to promote customer
empowerment. These standards provide
practical guidance for FSPs to understand
and respond to the wants and needs of all
customer segments, protect customers from
harm, and enable FSPs to deliver on their
social goals responsibly.

To assess the level of empowerment
experienced by customers, a simplified

empowerment index measuring four
dimensions: choice, voice, control, and
respect, was used. The index gave equal
weight to each dimension and was used to
compare endline and baseline data. Although
there was a slight change in the customer
empowerment index score, it was not
statistically significant at the overall level or
when disaggregated by gender. However, it is
noteworthy that there was a small increase in
the customer empowerment index score for
females in the endline compared with the
baseline, with a difference of 0.1 points.
While this increase may not be statistically
significant, it indicates a positive trend
toward increased empowerment of female
customers.

Further analysis was conducted to
understand the factors contributing to the
empowerment index score. It was found that
consumer awareness training, WhatsApp
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promotional videos, and marketing materials
positively impacted the customer
empowerment index score. Additionally, the
score was positively correlated with the
length of time customers knew the BC agent.
An interesting finding was that when female
members made financial decisions in the

Choice

Know Where to Seek Additional
Information About Productsand
Services

CanCompare Pricesand Terms of
Similar Products Offered by Different
FSPs ——

CanSelectProducts and Servicesthat
are Rightfor Me.

CanEasily Understand the Language
Used by FSPs to Describe Products and
Services

~ Voice
9aN7% .
Believed FSPs Listen to them and try to Respond to
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household, customers tended to have higher
consumer empowerment scores than those
from households where male members
made financial decisions. The figure below
summarizes the dimensions of customer
empowerment and customer responses.

Control

91.9% 89.4%
Consumer Discussing the Financial
Needs

90.8% 82.5%

InControl of their Use of FeelConfidentenoughto
FinancialServices identify a Financial Scam

Respect

Trusted the BC Agent's Ability to Help Them
Make Good Choices 90.1%

Feel They are Treated with Respect by the FSP

90.1%

Figure 29: Customer empowerment dimensions
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8. Endline findings:
Program impact at the

BCNM level

This section of the report captures the partner-level impact of the project during its tenure. The
evaluation team has used a mix of contribution and attribution analysis to distill the programmatic
impact at the BCNM level. Below are the key impact areas for the project at the partner level.

Diversification in the product basket

Interventions under the BEADS project
led to the development of three products:
1) Goat Loan, 2) Savings Plus, and 3)
Assisted e-commerce. Although the
product uptake at the agent and customer
level suffers from the challenges listed in
the sections above, the product basket's

Goat Loan,

Moving

Saving Shift to
Deyond Plus, non-CICO
Assisted e- products

opening commerce

diversification is perceived as a key
contributor to the partners' viability.

Figure 30: Product diversification flow

Additionally, a strategic shift to promoting non-CICO products was observed across the partners,
who see the agent's role beyond account opening and providing CICO services. A few partners
reported significant progress against this during interviews, e.g., At one partner BCNM, the share
of non-CICO products/services increased from around 6% to 30% after the project. Similarly, the
agents at the women-focused cooperative bank started offering RD and loans, moving away from
their earlier roles focused only on account opening and achieving their targets. At an aggregate
level, the evaluators note that the program has significantly contributed to the diversification of
the product basket at the partner level. Furthermore, it has strengthened the recognition of
product diversification as a strategic tool for promoting the agent's viability.

Branding and visibility of agents

The project contributed significantly to a
better realization of the importance of
branding and visibility of agents and their
outlets. It integrated brand consciousness
among the partners' strategies. Many of the
partners have adopted measures to improve
the branding and visibility of agents, e.g., the
women-focused cooperative bank embraced
the common uniform idea and distributed

branded uniforms and bags to agents. At the
same time, one partner BCNM introduced a
unique logo for their cash-out points and
distributed signage boards to their agents.
During the interviews with the senior leader-
ship team at other partners, there was a
considerable emphasis on the need for a
common logo to be developed for business
correspondent networks for greater visibility
and recognition of the agent's outlet.
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They believed it was a game-changing solu-
tion for the agent's viability throughout the
industry.

Bringing forward the agenda of women BC agents

The agenda of women BC
agents has long been on the
sidelines by practitioners due Less likely to commit il Attract more women
to the prevailing social and T customers
gender norms in society.
Often they would struggle in
the recruitment and retention Customer Centricity

of women agents. The project and Empathy Commitment
has made significant strides in
bringing forward the agenda
of women agents and has
demonstrated successful Figure 31: Benefits of having more female agents in the organization
models for recruiting and

retaining women agents. The gender sensitization workshop, change management exercises, and
SHG linkages have made partners believe in the social and business case of having more women
agents. Most partners identified the expansion of the female agent base as the key goal during the
change management workshop. As a result, most partners have more women agents than ever.
E.g., One of the partner BCNM reported an increase of 15% of women agents (25% to 40%) in
their overall portfolio. Another partner BCNM has ~ 30% women agents and has also started
formally recognizing women as secondary BCs.

Deeper social capital
and community's
understanding

As a consequence of the project, the partners have developed a robust training mechanism to
identify, recruit and retain women agents through gender and household dialogue, SHG linkages,
and a greater representation of women BC staff. The partners shared during the interviews that
they value women agents for their social capital, empathy and customer centricity, commitment,
financial prudency, and ability to attract more women customers. Despite the progress made,
challenges such as restricted mobility, perceived security issues in handling cash, the digital
divide, lack of documents, and prevalent social and gender norms restricting women's owned
businesses persist at large.

In sum, the evaluation finds that the project has significantly contributed to bringing forward the
agenda of women agents. It has demonstrated models for better recruitment and retention of
women agents, and many of the partners have scaled the model beyond intervention areas.
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Embedding gender sensitivity across all levels

The project made concerted efforts for gender
sensitization across levels in the partner BCNMs

“The biggest change that I have felt after our
engagement with the BEADS project and the

through multiple workshops and change various workshops is the change in the mindset of

management interventions. As one of the senior our staff. The way we look at the contribution of

leadershio team members from the partner women agents and their significance in the system
. p : P L has changed. And this is something that would be

organization remarked, "Earlier gender sensitization part of our systems for a long term”.

was limited to the head office. With the support from

BEADS, it was taken to the field staff and agent level" - Operations Director, Kl

The project adopted a value-chain approach to .

gender sensitization and conducted ToTs and workshops for various stakeholders.

Furthermore, it made concerted efforts to institutionalize through convergence with the existing
learning management systems and identifying gender champions within the partners. Most
partners appreciated the technical assistance for capacity building of in-house staff, especially
their changed outlook towards women - agents & customers.

Recognition of soft skills for the viability of BC agents

The project worked on improving agents' soft skills
through training, e-learning, and workshops. As
reported in the impact section, it had a statistically
significant impact on the agent's income. At the
partner level, there was a greater recognition of the
importance of soft skills such as customer centricity,
cross-selling, upselling, business skills, etc., for the
agent's quality and viability. Partners appreciated
the support received under the project on these g
accounts and reported that it contributed to the agents' quality and viability. One of the
partners suggested the development of an online learning platform for soft skills for
industry-wide replication. While another mentioned the significance of such training and skills
was a first-of-a-kind intervention with their agents and found the approach more valuable and
effective in driving business growth and improving agent viability.

Through this project, we were taught the
importance of advertising, we got
assistance on ways to do it, our agents
learned how to talk to customers, and

how to dress, and people now take our
women BC more seriously.

-Field Coordinator, KIl

Ecosystem enablement for industry collaboration and exchange

The project made significant progress in developing an enabling ecosystem for industry
collaboration and exchanges through various events and platforms. The project's workshops and
roundtable conferences facilitated cross-learning among partners and were pivotal in
understanding and distilling the challenges and opportunities at the industry level. These
events/platforms also brought together industry bodies such as the Business Correspondent
Federation of India (BCFI) to further drive the agenda of quality and viable agent networks in the
country. One such event was the CXO meet which had high recall amongst the partners. The event
had participation from 19 CXOs from top rung BCNMs to 'Reimagine the Next Generation BC
Model! GFl and BCFI have committed to having these CXO meetings for at least the next three
years. The project effectively contributed by bringing industry players together and providing them
with a platform for brainstorming, engagement, and strategizing for the future. The engagement
with industry bodies also gained them a voice for improved policy and regulatory support.
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9. Looking at the impact
from a gender lens

How did the project impact the income of women agents?

Although there was an overall improvement in agents'

Percentage point change in income levels

income levels at an aggregate level, it was intriguing to of agents seggregated by gender

observe that female agents experienced higher 20 .

increments than their male counterparts. 20 ser L il B
=H N

Analyzing the change in income between the baselineand  ° .

endline shows that female agents experienced agreater |~ 7

decrease in income levels in the lower income ranges £0 <212

(below INR 5,000) and a greater increase in the higher TINREO00 INRS006A0.000 = IHRA0.000
income ranges (above INR 5,000) compared with male mMale Change mFemale change
agents. The project team's focus on gender equality and

women's empowerment is evident in the results, Figure 32: Differences in agents'
highlighting the importance of such targeted efforts in income changes

achieving more equitable outcomes.
How satisfied are the female agents in their role?

Satisfaction from the BC agent role

Baseline findings indicated that female agents were 59%
less likely to have higher satisfaction levels with the BC oy G245

role than their male counterparts. During endline
analysis, improvements were seen in this regard. l 153%

7.8%

However, a statistically significant relation was not - —
observed between the satisfaction levels and the gender Good Average

of the agent; the proportion of female agents reporting a wlale mFemale

higher level of satisfaction from their role was higher

than male agents. It indicates the efficacy of the Figure 33: Satisfaction levels of agents

interventions in creating an enabling environment for
women agents.

How did the project impact gender sensitization at a household level?

During Pilot 2, in addition to gender sensitization training Support from family enables to operate as
for BCNM staff and agents, household dialogues were an agent

conducted to enhance family engagement and create a easw T i _
supportive environment for agents. At baseline, 41.3% of . . B
female agents cited support from their families as an Nale Eomale

enabling factor in performing their business duties,
compared with 68.5% of male agents. At the endline, the
proportion of agents reporting family support as an

mBaseline wmEndline

Figure 34: Family support in

enabling factor increased overall, with a notably higher enabling agent duties
increase among female agents than male agents.




BEADS ENDLINE REPORT {J SRAMEEN

m

How does the gender of the customers impact agent viability?

During the endline survey, 82% of agents reported an increase in the proportion of female
customers. The regression analysis assessing the various factors contributing to agent viability
showed intriguing insights on the impact of female customers on agent viability. Findings
revealed that agents whose majority proportion of customers were women were 3.9 times
more likely to report an increase in income over the past year and 6.3 times more likely to
express higher levels of satisfaction with their role. It implies that adopting gender-sensitive
approaches in product designing and capacitating agents to cater to the needs of female
customers has a strong potential to improve agent viability.

How is the interaction of agent and customer impacted by their respective genders?

Assessment of customer responses showed that most female customers (52%) preferred a female
agent. In contrast, in the case of male customers, the majority had no gender-specific preference.
Qualitative analysis also suggested that female agents resonated better with the needs of the
female customers and had a greater ability to empathize with them and establish trust by citing
their examples.

Male agents believed that though they did not differentiate their customers based on gender,
they observed that it often took more time to explain things to female customers and establish
trust with them compared with male customers. Hence, sustained measures must be
implemented to ensure the onboarding and retention of female agents in the ecosystem.

Qualitative flndlngs Firstly, female agents reported that they were
reveal that the able to cater to a larger number of female
perspective of customers and had greater ability to convince

female BCs them as compared to their male counterparts.

reg_ardlng their W.Ork Secondly, being a BC agent was viewed as a

differs from their matter of pride and identity by female agents,

male counterparts whereas male agents largely viewed it as just
an income-generating activity.

Figure 35: Perception of agents regarding BC work
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10. How did the partner
perceive the sustainability of
the interventions?

All the partners noted that the interventions
required significant time for them and their
teams to comprehend and observe the
benefits fully. Although there was a certain
level of skepticism at the beginning of the
project, partners realized that the project had
gradually contributed to achieving the desired
outcomes.

During Pilot 1 A-B, the partners recognized
the need for product diversification and
discussed ways to improve scalability by
addressing product-specific challenges. One
partner BCNM reported talking with other
service providers to revive the Assisted
E-commerce model, and the women-focused
cooperative bank mentioned working on
making loan repayments easier for their goat
loan customers.

Among the interventions introduced in Pilot
2, partners praised the gender and household
dialogue intervention for its simplicity and
scalability. Partners stated that they had
disseminated the training on gender-sensitive
recruitment of agents and provided
instructions to prioritize recruitment of
women agents in their other centers/regions.

We are confident that if these pilots will
be taken to other geographies, it will be
successful there also. So, it’s like piloting in
the South and then venturing into other

locations also.
-Divisional Manager, KII

We're now in the sustenance mode, where we
track the numbers on a month-to-month basis.
Our field staff has already set their targets on
training, and we have expanded the program

beyond the pilot states, so the initiative is
already in flow and sustaining well.
-Operations Head, KlI

As for the interventions introduced during
Pilot 3, many partners conveyed that they had
already conducted customer awareness
campaigns in other regions beyond the pilot
areas. Furthermore, one partner highlighted
that the common branding intervention
requires scalability at an institutional level.
Their organization had already introduced a
unique logo for their cash-out points and
distributed signage boards to their agents to
create differentiation, similar to the common
color branding intervention.

Overall, the interventions have been
beneficial and opportune for partners. Given
the synergy of interventions with government
programs and the evolving demands from
banks, the sustenance of interventions
becomes imperative for the partners.

Table 6 provides an overview of the scalability
and sustenance of different interventions
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Intervention Product/service Partner Customer

commitment

Agent

association

response

Scaling Opportunities-
Challenges

Product
diversification

Savings Plus

High

Medium

Low

Customer awareness and
comprehension were low,
hence need for customer
education for the product to
succeed

Goat Loan

High

High

Medium

Loan EMI repayment s
challenging for  customers;
product design needs
modification for better customer

fitment.

Assisted E-
commerce

High

Low

Medium

Sudden call-off in operations
caused dissatisfaction among
the agents; due diligence is
needed before enrolling new
service providers.

Capacity
building

Customer
centricity training

High

High

NA

While the training modules were
appreciated by all stakeholders,
providing internal staff at the
partner level with the capacity
to deliver such training can
strengthen  the intervention
sustainability

Gender and
household
dialogue

High

Medium

NA

Many partners are already
using the gender household
toolkit provided to the partners
to scale the intervention in other
non-pilot regions; hence it can
be easily replicated with other
organizations in the BC
landscape.

Relationship
Manager

High

High

NA

The intervention had a strong
positive response but could not
be completed due to time
constraints. Structured toolkits
can be curated to deliver the
training and enhance
intervention sustainability.

G-LEAP

Medium

Low

NA

The platform needs to be
integrated with the existing
digital training medium used by
partners

Customer
awareness
through low-
cost marketing

Common color

branding

High

High

High

Efforts to sustain the
intervention are already being
explored; funding remains a
pain point for the agents

WhatsApp
promotional
Videos

Medium

Medium

Medium

The intervention rigor was
largely driven by the interests of
the agents. Mobile literacy and
smartphone  usage among
customers were also required
for the intervention to succeed
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Customer awareness |High Medium Medium Some partners have implemented the
training intervention on a larger scale in non-
pilot regions. Although a few agents
reported trouble forming groups for
FGDs, results from the customer end
were encouraging. The model has
great potential for large-scale

implementation with minor
adaptations  based on  agent
feedback.

Table 6: Scalability and sustenance of interventions
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11. Conclusions and
recommendations

The key objective of the evaluation exercise was to understand the impact of pilots designed
under the BEADS project on the different stakeholders and understand the efficacy of the
interventions. While the key aim of the exercise was to test, the validity of the research
hypothesis conceptualized at the project inception. The purpose was to understand whether
increasing the number of female agents in the ecosystem, diversifying products, and optimizing
customer education efforts could result in higher agent income and improve business viability.
The below diagram summarizes the key evaluation findings at different levels-

* Project helped bring about diversification in the
product basket, with a significant shift in focus from
CICO to non-CICO products.

» Integration of gender sensitivity across all levels
with promotion in efforts to enhance recruitment and
retention of women agents.

Key project
impact + A statistically significant improvement was observed
in the Agents’ income at the end of the pilot
@ * More than three-fourth of the agents reported to
S offer more than two product/service types

* 69.7% of the agents who received training on
customer centricity or gender sensitivity observed
an increased income in the past year

* Overall, there wasn’t much change in the customer

empowerment index score. The female customer
00o empowerment index score slightly increased by 0.1
Q:D Customer points from baseline to endline.

* Low-cost marketing interventions significantly
increased the customer likelihood of using at least
two product types.

Recommendations have been formulated based on the outcomes of the project evaluation to
optimize the project and facilitate the transfer of its insights to other interventions. The
recommendations have been classified into three categories—policy, program, and pilot levels to
ensure comprehensibility and facilitate active adoption.
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Program level

The endline evaluation findings suggest that
the grant performance has been excellent.
Almost all of the KPIs were attained by the
project, barring one. The approach to project
formulation, product development, and
training delivery has been evidence-based.
Additionally, the project adopted a
customer-centric approach through gender
‘analysis and DNH assessment, and the
partners further testified this. Program
management and supervision were highly
efficient and steered the program to achieve
its objectives. However, two improvement
opportunities were identified during

the evaluation:

The data monitoring processes adopted were
largely manual, which consumed a lot of time
and effort for the program teams to
coordinate the tasks. This approach also
created scope for errors and delays

in reporting.

» Recommendation: Develop a digital
monitoring dashboard, enabling partners to
enter data online and enable live tracking. It
would also enhance the data security
measures and drive partners too through
tracking the project’s progress.

The adoption of G-LEAP was low, and the
average time spent by a user was mere ~3.5
minutes in total. Most of the partners had
their e-learning platforms and faced
challenges in driving the adoption of G-LEAP
at the agent level. There is a need for
convergence and improved integration
between different e-learning platforms.

» Recommendation: It is recommended
torevisit the strategy for deploying G-LEAP
for better convergence and integration with
the partners’ e-learning platforms.
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Change management as a concept was
appreciated and well adopted by the
implementing partners. The research findings
demonstrate that change management
exercises were highly effective at integrating
new initiatives at all levels of an organization,
aligning organizational goals and objectives,
and engaging stakeholders.

» Recommendation: Consider scaling
and adopting Change Management
approaches in future programming.

The program made some headwinds in the
recruitment and retention of women agents.
To continue this momentum, deeper insights
into the triggers driving the engagement of
women agents and making them feel
supported are needed.

» Recommendation: Conduct deeper
research to identify reasons and methods
which drive female agent engagement and
them feeling supported.

Knowledge Management efforts were
implemented to ensure that the project
learnings are effectively recorded and
disseminated. Five knowledge products were
developed at the end of the project, which
provide a detailed overview of the different
project interventions and is a useful
reference for future ideation and
implementation of the proven models.

» Recommendation: The development
of intervention-specific implementation
toolkits should be explored to make them
readily available and easily replicated with
minimal assistance.
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Pilot level

Pilot 1 focused on expanding the product
basket at the agent level. As the product
design and related processes took time, the
rollout could only happen closer to the last six
months of the project duration. Assisted
e-commerce had to be stopped as Amazon
withdrew the program. However, the
evaluation noted that partners, agents, and
customers had belief and interest in these
products. Some issues around customer and
agent education on the savings-plus and goat
loan products were found.

» Recommendation: Strengthen the
customer and agent education efforts about
these products before the scale-up of the
product.

» Recommendation: Continue scaling
the Savings plus and goat loan product with
the partners and re-evaluate the uptake and
product usage.

Under Pilot 1B, the agent’s affinity for
e-commerce-assisted services was observed,
and other such products can also be
envisaged. Dependability on a single service
provider such as Amazon should also be
minimized to reduce the risk of
monopolization of efforts.

» Recommendation: More diverse
digital products and services should be added
through assisted modes such as online
medical consultation and travel booking.
Integration with the Open Network for
Digital Commerce (ONDC) concept should
also be explored to strengthen the
e-commerce model.

Efforts for product diversification also led to
the purposive inclusion of non-CICO
products, and some partners reported better
results. Including G2P services, social
security schemes, etc., helped them to
improve their income.
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» Recommendation: Continue product
diversification through non-CICO products,
especially social security & G2P services.

Under Pilot 2, customer centricity and gender
sensitivity training were two of the most
successful interventions under the project.
They had a significant impact on the partner
as well as on the agent’s income. The pilot
also demonstrated models for recruiting and
retaining women BC agents across partners.
The importance of women agents was further
testified by their role in driving financial
inclusion, especially amongst women.

» Recommendation: Consider
replicating customer-centricity and gender
sensitization training in future and adjacent
programming.

By prioritizing the hiring of women agents,
financial institutions can create a more
inclusive and trustworthy environment for
their customers, which ultimately contributes
to the industry's long-term success.
Additionally, it expands the partners' reach,
and the value created by women agents was
reinforced through this study.

» Recommendation: Replicate the
programming model for successfully
promoting the recruitment and retention of
women agents.

The RM position should be promoted as an
aspirational concept, providing the
much-needed motivation for the
well-performing agents to improve their
services further. The intervention for
establishing agents as relationship managers
could not see the scale, but partners
appreciated the idea, and it supported the
aspirations of the agents. It is recommended
that a customized training kit should be
prepared before such an initiative is rolled
out again.
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» Recommendation: Continue to test
and refine the intervention for agents as
relationship managers.

Pilot 3 focused on low-cost marketing efforts
to enhance the branding and visibility of
agents within the community. Pilot 3 tested
the idea of Common Colour Branding for
agent outlets, and agents reported increased
footfall and recognition at the client level.
Evaluation results suggest that the low-cost
marketing interventions enhanced the
customer’s likelihood of using multiple
products. Finally, it also focused on customer
awareness training for empowering
customers and developed an Augmented
Reality tool - Grameen Guru, for customer
education. However, it has not been rolled
out yet.

» Recommendation: Scale up the
Common Colour Branding intervention.
Additionally, a common logo for BC outlets
could also be brought in. The program also
needs to focus on the policy-level integration
of this intervention, which can lead to wider
industry-level adoption and replication.

» Recommendation: Pilot the Grameen
Guru tool to assess the efficacy and
effectiveness of this approach for improving
customer financial skills and knowledge.

Policy level

The analysis from a broader ecosystem
perspective revealed significant findings that
emphasized the need to establish a recognizable
brand image for the business correspondent
ecosystem. This is particularly crucial given the
multitude of partners and operating models
involved, making a common branding initiative
highly imperative for its success.

Enhanced visibility of agents will lead to
improved efficiency, effectiveness, and
outcomes for all stakeholders involved. It will
also help foster a more connected and
collaborative BC ecosystem in the country.
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» Recommendation: Continue
industry-wide scaling of the common color
branding initiative.

The agenda of women BC agents has found
its natural ally in the project. Successful
programming models and gender
mainstreaming through interventions at
partners, staff, and agents led to increased
recruitment and retention of women agents.
Their role satisfaction and income grew
during the project period. At the same time,
partners are willing to have more women
agents due to the value they create. The
recent policy-level shifts have further
enhanced their appetite.

» Recommendation: Devise a strategy
for policy-level integration of the project’s
learnings on women's agent recruitment and
retention for wider replication.

The project also provided a platform for
industry-wide collaboration and discussion
through its interventions, such as CXO
meetings, workshops, etc. Partners valued
this as it helped them gain a voice and
brainstorm the industry's future.

» Recommendation: Continue
strengthening the systemic efforts, such as
CXO meet, to develop a platform for
industry-wide collaboration and exchanges
on the BC model.

In conclusion, identifying thematic areas
(product diversification, capacity building,
gender inclusivity, and customer
empowerment) of intervention holds great
promise in improving agent viability and
advancing financial inclusion. However, it is
crucial to recognize that tangible results may
take time, and sustained effort is necessary to
ensure lasting impact. The lessons learned
from pilot experiences should be leveraged to
inform future initiatives and promote
continued progress toward achieving the goal
of enhancing financial inclusion.
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Annexure |

The I-CARE Framework for Gender Mainstreaming-

~

~—

- - - Results -
Measurement
e Assign e Conduct e Cascade o Integrate e Reflect - on
dedicated capacity gender gender what is
resource of assessment of integration indicators working and
gender expert teams, partners across within MEL what is not -
to drive gender and relevant organizational framework and through
integration stakeholders hierarchy other learning facilitated
(through assessment dialogue and
Orient project Develop dedicated team tools discourse
staff on gender tools and supported
integration frameworks for by top ® Monitor KPlIs Identify
capacitation of management) and RACI barriers,
Orient partner targeted brainstorm on
organisations stakeholders ® |ntegrate ® Maintain solutions and
on gender gender lens at internal make
integration Facilitate the levels of: reporting commitment to
capacity product design, actions at a
Conduct development agent ® Provide pilot level
gender gap workshops with recruitment continuous
assessment and targeted and expert Revisit the plan
Do-no-harm to audience management, guidance on and strategies,
identify agent income gender and make
intervention Develop KPls and viability, integration to necessary
areas and RACl to and customer various adaptations
drive gender awareness - stakeholder
Build integration through Replicate the
agreement on across systems innovative, e Capture and interventions
‘why’ (gender and processes thoughtful and analyse at ascale and
integration) inclusive pilot sex-disaggrega disseminate
across initiatives ted data the best
stakeholders (qualitative practices, for
o Address gender and greater uptake
Get buy-inon barriers related quantitative) across the
‘what’ to social and industry
cultural norms ® Gather
within the BC evidence, case
industry stories,
testimonials
and document
learnings from
agender
integrated lens
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Annexure |l

Details of the interventions and the implementing partners-

Intervention Implementation partner

CDOT | Drishtee | Fincare i25 Mann Deshi | Sub-K
Pilot 1A Savings Plus v
Goat Loan v
Pilot 1B Assisted e-Commerce v
Pilot 2 Change management v v v v v
Customer centricity training v v v v v v
Gender dialogue and v v v v

household training

Relationship manager v

G-LEAP v v v v v v
Pilot 3 Customer awareness training v v v v v

Common color branding v v v v

WhatsApp promotional video v v 4 v v

Collaterals in vernacular v v
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