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Two years after the preparation of Part One: Savings Post-Transformation, Suzanne Andrews, assisted by 

Saori Imaizumi, visited ADOPEM Bank in Santo Domingo, Dominican Republic to conduct follow-up 

interviews regarding the bankôs strategy to promote savings.   

 

 

Executive Summary 
 

Since 2007, ADOPEM Savings and Loan Bank expanded its client base, introduced new financial 

projects and programs, and opened 11 new branch offices. Yet, even as ADOPEMôs client base and credit 

portfolio have continued to expand, promoting savings to low-income clients remains a challenge.  Many 

savings accounts are inactive and maintain low deposit balances.  The bank has continued its core savings 

promotion strategy, which includes annual marketing campaigns, loan officer visits and financial 

education.  In 2009 and early 2010, the bank formed partnerships to launch several new savings programs, 

such as cans for clients with inactive accounts, savings accounts for young girls, and a soap opera.  These 

initiatives were in the pilot phase at the time of the visit. 

 

 

Accomplishments 
 

In the last two years, ADOPEM Bank has expanded rapidly, improved its credit portfolio and established 

itself as a leader in microfinance. 

 

 Expansion and outreach.     ADOPEM has grown at an average of 30 to 40 percent each year over the last 

two years.  The bank now provides financial services to 4 percent of the economically active female 

population in the Dominican Republic.  Since 2007, ADOPEM Bank has opened 11 new branch offices, 
bringing the total number of bank branches to 35. 

 Increased teaching capacity.  The headquarters of ADOPEM NGO moved to a new building with 

additional classroom space in 2009.  ADOPEM NGO is responsible for financial education and training, 

and provides classes to ADOPEM Bank staff, the staff of other microfinance institutions and youth.  The 
organization has maintained an attrition rate of less than 4 percent for youth financial education and 

entrepreneurship program. 

 Bank evaluations.  ADOPEM Bank was evaluated by Fitch Ratings (an evaluation company for 

microfinance) in 2009, and received an A-.  The report described the bank as having adequate profitability, 
a healthy credit portfolio, and strong capitalization.   

 www.bancoadopem.com.do/app/do/inst_evaluaciones.aspx 

 Awards and international recognition.  In 2009, the Inter-American Development Bank awarded 

ADOPEM Bank first prize for Excellence in Microfinance Outreach for the Latin America and Caribbean 

region. 

 IT improvements.  The bank is currently in the process of updating its technological platform to offer more 

complex financial products, possibly even credit cards, in the future. 
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× New Products 

 
 Insurance products. In 2009, ADOPEM began to offer micro-insurance products.  ADOPEM offers 4 

insurance plans including (1) life insurance, (2) accidental death, (3) injury and (4) last rites. 

 Savings-linked remittance products. Clients have the option of linking remittances to their saving accounts 

or to other productive investments. 

 Credit. The bank introduced agricultural loans for short cycle crops in 2009. 

 License plate registration and utilities payment. The bank signed contracts with the government and utility 

companies to enable clients to pay their electricity and water bills at bank offices.  The bank receives a 
small commission for these services, but its primary goal is to bring clients into the bank more frequently. 

 

 

Savings 
 

As ADOPEM continues to grow, increasing net deposits
i
 remains a priority for the bank. In the long term, 

the bank plans to use deposits to fund over 50 percent of its loan portfolio.  As Sonia Reyes, the bankôs 

financial manager, explained, increasing total deposits decreases the cost of lending for the bank. 

ADOPEM pays far lower interest rates to use client deposits to finance its credit portfolio than it does for 

commercial loans. If the investment in savings promotion pays off, ADOPEM will be better positioned to 

manage interest rates on its credit products. 

 

ADOPEMôs expansion has resulted in an increase in the number of deposit accounts, but without a 

proportionate increase in net savings.  Since 2007, ADOPEM Bankôs net deposits have more than doubled 

from $1.48 million in December 2007 to $3 million by the end of 2009.  In that time, the number of 

savings accounts has increased from 51,000 to 129,635.  The majority of all credit clients have also 

opened a savings account with ADOPEM.   However, convincing clients to open an account is only the 

initial hurdle. Average account balances remain low, about 900 Dominican pesos (approximately $25 US) 

per account.  As a result, growth in credit products continues to outpace growth in net deposits. 

 

 

× Challenges  

 

50 percent of all clients with a deposit account do not regularly deposit or withdraw funds, leaving 

accounts inactive. Accounts are closed after three years of inactivity, although loan officers will call 

clients to alert them if the bank is close to closing out their deposit account. 

 

Clients are unaccustomed to deposit accounts, and are often slow to incorporate deposits to their savings 

account into their financial strategy.  Cecilia Ramon, the Bankôs Savings Manager, provided several 

explanations as to why low-income clients struggle to use the accounts. 

 
 Lack of savings habits. Clients are less accustomed to savings products than credit.  They often have no 

experience with formal savings accounts, and so have not developed the habit of making deposits. 

 Low-incomes. Many low-income clients feel they are too poor to save in a bank account.  Some report 

embarrassment depositing small amounts. 
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 Travel time and expense.  Clients are concerned about the expense of traveling to a bank to deposit or 

withdraw funds.  Many feel it isnôt worth it to pay the bus fare necessary to travel to a bank in order to 
deposit or withdraw small amounts. 

 Illiteracy. Many low-income clients are anxious or afraid of the process of writing out deposit 

slips due to illiteracy or low education levels. 

 

Some clients would prefer to make deposits with loan officers.  Clients ask loan officers to carry savings 

to the bank for them in order to avoid paying the bus fare to reach the nearest branch, to save time and  

avoid paperwork.  However, loan officers currently only handle loan payments for security reasons, both 

their own and their clients. 

 

 

× ADOPEMôs Strategy to Promote Savings 

 

Marketing savings requires a more proactive approach than marketing credit, and has proved particularly 

challenging with low-income clients.  Cecilia Ramon points out: 

 

While new clients will approach the bank for loans, for savings it is the reverse.  The bank 

must seek out the clients.  This requires the bank to adopt a more aggressive marketing 

strategy to promote savings. 

 

However, some clients are able to adopt disciplined savings habits, and make regular deposits and 

withdrawals. Sonia Reyes, the Bankôs financial manager, described increases in deposits and withdrawals 

every two weeks to every month, patterns that mirror income receipts and utility payment schedules. 

 

Mr. Raymond Lopez, a loan officer, observed improvements in quality of life for clients who adopt an 

active savings strategy.  Clients who make regular deposits are more capable of accumulating the 

resources to improve their housing, invest in their childrenôs education and/or expand their businesses.  

They are also better positioned to handle unforeseen expenses due to illness, death or accident. 

 

 

× Core Marketing Strategy 

 

ADOPEMôs core marketing strategy to promote savings is relatively unchanged since 2007.  The bank 

continues to promote savings through (1) loan officers, (2) financial education, and (3) annual 

promotional campaigns. 

 

Loan officers remain the primary salespeople for deposit accounts, although their primary product is 

credit.  Currently, there is no separate fleet of officers to promote savings.  Cecilia Ramon feels this might 

be valuable in the long term, specifically to target salaried and higher income savers. 

 

Raymond Lopez, a loan officer who has been with ADOPEM since 2007, views savings as beneficial to 

his clients.  With each client visit, Mr. Lopez asks his clients if they have made a recent deposit and 

encourages each client to set aside some part of their earnings in their saving account.  He explained, 
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It is important to promote savings accounts with stories and examples illustrating the 

benefits. Clients need to think about savings in the context of their own needs rather than 

compound interest.  Most save for one or more of the following reasons: (1) prizes and 

monetary incentives from ADOPEMôs three annual campaigns, (2) stability and security 

and (3) specific goals: buying a house or a car. 

 

 

× Annual Campaigns  

 

ADOPEMôs marketing team manages three promotional campaigns each year, each of which offers 

distinct incentives for clients with high deposit balances and strong credit ratings.   

 

These campaigns include: 

 
 Motherôs Day. Clients with high levels of deposits are entered into an electronic drawing for cash prizes 

based on their total deposits. 

 

o Clients with deposits totaling 1,000 pesos or more have the opportunity to win 100,000 pesos 

o Clients with deposit amounts between 500 and 999 have the opportunity to win 30,000 pesos 
o Clients with deposits between 250 and 500 have the opportunity to win 10,000 pesos. 

 

 Back-to School.  The bank offers a back-to-school promotional package for clients who purchase a new 

financial product, make a significant deposit or have maintained a strong credit history. 
 

 Christmas. This Christmas, the bank entered all credit clients into raffles to win 5 prizes of 10,000 pesos 

each, and raffled television sets to remittance clients. 

 

ADOPEM Bank incorporates savings promotion into its financial education program, which it operates 

through ADOPEM NGO, the non-profit arm of the Bank.  Each month, ADOPEM NGO coordinates a 

large meeting in a different regional branch of the Bank for clients, and clientsô friends and family.  The 

educational sessions include information on new products, financial education and a general session on 

health, gender or other issues in the clientsô lives. Meetings are well attended with between 60 and 120 

attendees at each meeting. 

 

 

× Targeted Campaigns 

 

In the last year, ADOPEM developed a series of innovative strategies and programs to promote savings in 

addition to the on-going campaigns and educational strategies listed above.  These strategies seek to 

encourage clients with inactive accounts to save, promote the adoption of a savings strategy from a young 

age, and to develop a culture of saving. 

 

Savings Cans. The marketing department has designed decorative orange savings cans specifically for 

clients with inactive accounts to encourage savings.  The cans show an overflowing list of the many  
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reasons to save including education, housing, vacation, security, business, cars and retirement, and a 

series of maxims such as the simple phrase: óhe who saves, always has.ò 

 

Nike Girl Effect: Savings Accounts for Girls.  In early 2010, ADOPEM launched a program to provide 

targeted savings accounts and financial education to young girls.  The project is part of the Nike 

Foundationôs Girl Effect campaign to promote girls empowerment, and is funded through a partnership 

between Womenôs World Banking (WWB) and the Nike Foundation. 
ii
 

 

The project targets a broader age group between the ages of 7 and 24, including younger girls who cannot 

legally deposit or withdraw funds without the presence of an adult.  The program is scheduled to run for 

two years, and to reach 10,000 girls. Teachers trained by ADOPEM will conduct the financial education 

component in public and private educational institutions.  Participants are invited to open specialized 

savings accounts named óCuenta Miaô and designed specifically for girls and adolescents. The new 

account offers, among other benefits, a low initial deposit amount, few requirements and no additional 

charges. ADOPEM has created two passbook savings accounts with different designs and incentive 

structures for each of two age cohorts (girls 7-14 and 15-24). Each participant is presented with a pink 

passbook savings book and matching savings can when she opens her account. 

 

iii
      

Cans for girlsô savings                                        Passbooks for óCuenta Miaô account 

 

The primary objective of the project is to motivate participants to develop positive savings habits using 

secure formal accounts. The classes help girls to understand the benefits of saving, while the tailored 

savings products allow the girls to practice what they have learned.  In turn, ADOPEM benefits from the 

publicity, and may build long-term customer loyalty among participants. Because younger girls are 

required to have an adult sign off on their accounts, the program will also enable ADOPEM to reach 

parents. 

 

Soap Operas and Economic Empowerment.  ADOPEM NGO has partnered with Womenôs World 

Banking (WWB) to launch a telenovela or ñsocial soap operaò to improve financial literacy and bring 

attention to the benefits of savings.  The soap opera is funded through a grant from the Gates Foundation, 

which donated 8.5 million to WWB to promote savings. The soap opera will feature story lines 

highlighting responsible financial management in order to change cultural attitudes and behaviors related 

to money.  To design the program, ADOPEM NGO and WWB are collaborating with Puntos de 

Encuentro, a Nicaraguan NGO that has used a TV serial drama called Sexto Sentido, or Sixth Sense, to 

provide information and encourage social change in teensô sexual and reproductive decisions. 
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Conclusion 
 

While ADOPEM Bankôs core strategy to promote savings is relatively unchanged, partnerships with 

foundations and other institutions have enabled the bank to launch a series of innovative projects to target 

savings.  Although the impact of these initiatives is unknown, the projects share a focus on the client, and 

the development of positive savings habits.  They reflect the bankôs commitment to the empowerment of  

its core client base, low-income women and their families. Claribel Diaz, the director of the ADOPEM 

training center described this commitment: 

 

The development of our institution is in its clients. At ADOPEM, when a client succeeds, 

the bank succeeds. 
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Photos of ADOPEM Bank 

 

       
Savings Manager Cecilia Ramon               Inside the ADOPEM central office 

 

 

iv
     

The new building for ADOPEM NGO      New computer lab for technical training 

 

      
Loan officer Raymond Lopez meeting       Loan officers use palm pilots to evaluate clients 

With a client.                         credit score and determine loan amounts. 
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Award for Excellence in Microfinance from          Christmas Campaign Poster 

The Inter-American Development Bank (BID) 

 

               
Debit cards are available for staff, higher income          Clients with inactive accounts are                   

savers and upon client request.                              given cans to encourage savings. 

 

  Colorful brochures explain each product.   
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Financial and Social Indicators 
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Source: FitchRatings 
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