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Let’s find the ‘wheels’ for financial service products.

"l am a champion for female thought leadership. | have a vision to close the gender
gap for thought leadership in payments with the Emerging Payments Association Asia
project - Meet-Her She Knows Payments.” - Camilla Bullock

We need cutting-edge discussions that
lead to influence and innovation to be
diverse, to ensure we can enhance the
possibility of reaching the optimal
outcome. Now, you might say that gender
diversity will not secure diversity, that
diversity is so much more than gender,
but we have to start somewhere, and
women are the biggest under
represented group when decisions are
made and budgets are allocated.

A while back, | was asked to participate in a panel discussion on the topic of the
opportunity for Fintechs to address the “women market”. My first thought was: What
is the “women market”? | quickly learned that it is the consumer group made up of
women worldwide who control $216 trillion USD.

The question to be discussed was why this market was still under served by financial
products. Anchoring the conversation was the report by the Financial Alliance for
Women which states that this consumer group are the decision makers for 89% of
daily purchases.

My second thought was that financial service products are not gender specific. It also
seemed unreasonable to label such a big group, 49.58% of the world’s population, as
having the same needs.
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| then took a step back to contemplate and research, and the picture that emerged
gave me even more ambition to drive the idea that we need to make female leaders
heard and seen, to let them influence the industry wide conversation and to be
evident thought leaders who fuel innovation.

There are certain traits and characteristics that women across the globe share. I'm
not saying all women, but many women. One of them is that we are able to bear
children and another, is that women often are the main carer for a family be it
children, parents, siblings, neighbours or friends. These two facts, without any
scientific data to back this statement, mean that women are commonly found to
multitask during anytime of the day. Whilst working, they are planning the dinner
and making sure that all dependents are looked after and - as said before - making
89% of the daily purchases. Being a multi-tasker myself, I'm aware how this may
impact on the time and attention that | can give to my domestic finances.

Financial Service products, in general, are not gender specific. For example; a savings
account as a product or destination to park cash that is not needed for daily
expenses and pays a modest interest. There is also the service model that this
product is being delivered through: what channels | access this account and how |
receive communication related to the account, both before signing up and during the
customer journey.

The need for a saving accounts is fairly
gender neutral, but the service model it
comes with, | believe, could be very
different from what we are seeing today. |
believe the female social role and the
aspect of constant multitasking (a trait also
widely found among men), tends to
influence how we engage with financial
services differently.

EMERGING PAYMENTS ASSOCIATION ASIA




Why are the needs that are born out of multitasking and time poorness under-
serviced?

| did some research and | came across the most amazing book: ‘Mother of Invention -
How Good Ideas Get Ignored In An Economy Built For Men’ by Katrine Marcal, that has
since become my most frequently used reference on the matters at hand. One of
the historical anecdotes she includes in the book is this:

"The wheel was invented 5000 years ago and the suitcase was invented sometime in the
1800s, but it took until 1972 before suitcases with wheels attached reached the luggage
shops and department stores. This was not because the idea of a suitcase with wheels was
not thought of, but because there were no makers or resellers that wanted to stock it - they
didn't believe there was a market for this product. It was seen to be a product for women.
Real men could carry their own suitcase. So, because it was seen as a female product it didn't
make it to the market, as back then women didn’t travel and didn’t need to carry their
suitcase as the male accompanying them would do that for them (eye rolls!!). As we know
now, men find suitcases with wheels just as practical as women do. Now I'm coming full
circle with a product that should not be seen as gender specific - there are many men that
are also time poor and multitasking. What we do need is have someone with those specific
challenges sitting at the table when decisions are made. We need to add the female narrative
and perspective. "

- Katrine Marcal: Mother of Invention - How Good Ideas Get Ignored In An Economy Built For Men

Now let's take a side-step and look at the common definition of thought leadership.
Thought leadership means to influence a narrative by understanding what needs to
be done. Thought leadership is the championing of new ideas, and is proven to be
the crucial ingredient in developing strategies geared towards innovation.

Thought leadership does not just share what is already known. Instead, it is content
which dives deeper and further, building on knowledge and expertise to produce
innovative ideas. It addresses the big questions on the minds of one's target
audience and the biggest trends and influences in one’s market.

EMERGING PAYMENTS ASSOCIATION ASIA




Thought leadership comes from sharing high-quality content that educates an
audience. The end goal of thought leadership is often not sales or lead generations,
Instead it is a product in itself. The purpose of thought leadership is to engage one's
audience, it seeks to inspire and to advance the dialogue. Thought leaders also
become role models for upcoming talent.

“One cannot lead if one isn't seen!”

There is a need for female thought leaders to be seen and heard so that they can
educate, bring new perspectives, solve problems, stretch ideas, and challenge the
status quo.

| have been told we need diversity, and | say- ‘let's start here’. | have been told we
need to encourage women to enter the industry and | say ‘they are already here'.
There are plenty of women in our industry, but they are not at the top in positions
with enough leverage and influence; they are not yet seen, heard or celebrated.

We know that diversity is a pre-requisite
for innovation and we know that women
make up a substantial consumer group
that is under-served at the moment. My
suggestion is that the way to address this
gap in innovation or product offering is to
ensure that female thought leaders are
given equal opportunities to be heard and
seen, and maybe we will soon experience
some ‘wheels’ being attached to financial
products for the convenience of all people.
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