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Abstract

This project team researched alternative banking strategies while in Hangzhou, China to
assist Qianli Technologies and Onion Credit, Qianli’s partner in India. Our goal was to create
recommendations for future loan products and social media advertising for an online lending
platform in India. The team achieved this through interviews, a competitor analysis, online
surveys of current and potential customers, and a social media platform analysis. The
investigation showed that the surveyed users and university students prefer loans of a longer term
and larger amount than Onion Credit’s platform currently offers. From the survey results and a
social media platform analysis, we determined that Facebook and Instagram provide the best

opportunities for an efficient future marketing campaign.
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Executive Summary

Online peer-to-peer (P2P) lending, the lending of money from individual investors to
borrowers, has proven to be a breakthrough model that quickly gained popularity in the late
2000’s. This growth has not been without its faults. Many lenders have experienced high default
rates causing investors to seek other options and companies to go bankrupt, leading many
governments to impose strict regulations on this new market, especially in India. This has led to
the increase in other forms of non-banking financial company (NBFC) lending to satisfy these
customers’ needs. Our sponsor, Qianli Technologies, is currently collaborating with Onion
Credit in India. Onion Credit owns the application CashMama, which provides loans, funded by
the NBFC KrazyBee, to individual borrowers.

India has a population of 1.36 billion people, which makes it the second largest country
in the world. This has created immense business opportunities, but they are not without their
hindrances. In regards to e-commerce, the Indian government uses Internet shutdowns and other
methods to control the access to information when and where it deems necessary, which
diminishes the reliability in certain areas of the country. There is additionally a growing concern
in India about data privacy and the new attempts to ensure the protection of user data. This is an
important topic for companies to consider because of the sensitive nature of this data.

All of these factors have created immense potential in India for financial technology
companies, but proper prior research is necessary for a successful implementation any new loan
platform. This new market opportunity has brought in competition which created two issues for
Qianli Technologies, the first being a need for a better understanding of the customers, and the
latter requiring insight into the best use of any future marketing budgets.

The team planned two major deliverables for this project in order to address the
aforementioned issues. The first was to develop recommendations for future loan products for
their partner in India, Onion Credit. Second, since our sponsor and their partner currently have
no advertising in India, the team researched popular social media platforms in India that potential
customers use to market the platform. To accomplish these deliverables, the team conducted
interviews, a competitor analysis, surveys, and a social media platform analysis.

For the interviews, the team contacted experts of social media advertising and loan
industry in India. The questions on social media inquired about factors companies consider when
advertising on social media. The expert interview concerning the state of the Indian lending
environment examined what loan purposes experts expect to grow, and what industry best
practices were. Next, the team performed a competitor analysis, which examined loan amount
and term offerings, interest rates and fees, and the target audience of the platforms. The team
then developed and distributed surveys to two groups, CashMama users and university students
attending schools in major cities in India. Inquiries for both survey groups include their loan
preferences and the social media platforms they use. The team asked CashMama users
specifically about their suggestions for the platform. Finally, our team performed a platform
comparison analysis between the most popular social media platforms in India. Through this
analysis, we examined the customer base, available features, and costs associated with each
compared to how effective advertising is on each platform.

The team interviewed two experts on social media advertising and the loan industry in
India. The team first spoke with a social media and digital strategies lead. She talked about the
importance of tailoring an advertising campaign to the company’s specific audience and goals, of
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finding a balance of focus on client acquisition and brand awareness, and of high quality
advertisements that gain the attention of consumers. She stressed that Indian businesses have not
fully adopted social media advertising, presenting a significant opportunity for new companies
that do. The team also spoke with a professor experienced in banking and finance in India. From
his experiences, the personal loan market in India primarily targets personal vehicle purchases
and housing loans. He claimed these loans are increasing in popularity due to working and
middle classes wanting to upgrade current possessions. Each social class is feeling pressured to
upgrade from what they currently have, and will need loans to do purchase goods that impact
their image.

For the competitor analysis, the team analyzed the following five platforms: CASHe,
Paysense, EarlySalary, MoneyTap, and AnyTimeLoan. Our sponsor’s partner, Onion Credit,
provided the list with some loan product information attached. In addition, we gathered more
details from official websites of the platforms. The team identified several traits upon
summarizing the information of the companies. For loan offerings, MoneyTap has the widest
range of selections for loan terms and associated amounts, as well as the lowest interest rates.
EarlySalary has the lowest processing fee requirements, followed by MoneyTap. In addition,
CASHe and AnyTimeLoan had membership programs that provided exclusive loan offerings for
high-level members. Comparing with the platforms, CashMama has very limited loan offerings
for customers, medium-high interest rates and high processing fees.

The surveys received 125 responses from CashMama users, and 130 from university
students. The team observed a significantly higher number of male respondents in both surveys.
We also found a predominant presence of computer science and related majors, which results
from the specialties of the universities that participated. As students from computer science have
a higher potential of becoming salaried employees, this is a good sample of the student
population, and is representative of potential borrowers of personal loans in the future. Other
demographic questions received no responses that present significant biases.

Important information for loan product recommendations come from the surveys’ loan
amount and loan term responses. The team created scatterplots for the two sampled populations,
and identified the clusters for the loan preferences (see Figures 1 and 2). In the plot for the
student sample, most of the selections cluster at the larger loan amount and longer loan term
level. This can result from the students choosing primarily education-related purposes. However,
for CashMama users, the greatest cluster appears for loan amount between X5,000 and %20,000,
and loan term between 15 days and 60 days. As CashMama’s current 35,000 product for 15 days
lies within the range, the scatterplot of CashMama users’ loan preferences present a reasonable
range for developing future loan products.
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CashMama User Loan Amountand Term
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Figure 1: CashMama User Loan Amount and Term
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Figure 2: University Student Loan Amount and Term

Another project finding emerged from analyzing the survey respondents’ preferences for
loan type. The survey question compares payday loans (short-term loans with single repayment)
and equated monthly installment loans, or EMI loans (medium to long term loans with multiple
repayments). In both sampled populations, the results demonstrated uniform preference for EMI
over payday loans. More specifically, 72% of received responses from CashMama users prefer
EMI loans, compared to 26% for payday loans. Considering that currently CashMama only
offers payday loans, this suggests EMI loans as an area for future loan strategies.

The team asked the surveyed populations to select their three most frequently used social
media platforms (see Figures 3 and 4). The charts show that Facebook, Instagram, and
WhatsApp are preferred social networks between both samples. CashMama users’ top social
media choice was Facebook, while Indian university students’ top selection was Instagram. The
demographic information identifies an age gap, with CashMama users mostly in their mid-
thirties and university students between the ages of 18 and 22. This indicates a generational
difference in social media preferences. This information enabled the team to provide



recommendations to the sponsor as to the most popular platforms to attract new customers as
well as the platforms to create brand awareness for future customers.

CashMama User Social Media Preferencesin India
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Figure 4: University Student Social Media Preferences in India

The next step was to study six of the top social media platforms in India: Facebook,
Instagram, WhatsApp, YouTube, Twitter, and LinkedIn. This was crucial for the sponsor
because the various social media platforms attract different audiences and all have unique
features that pose both benefits and challenges to companies looking to advertise. A few
examples of these unique features include Facebook’s ad manager portal, Twitter’s 140 character
per tweet limit, YouTube’s video only content, and LinkedIn’s professional audience.

The first set of recommendation for Onion Credit concern their loan packages. We advise
that Onion Credit implement several new loan packages based on our survey findings. There
were several popular options among the sample. While the ¥50,000 option was most popular
among both user and student samples, we believe Onion Credit should leave a loan of this size
for the future, especially considering the significant risk associated with such a large amount
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(Jimenez et al., 2002). In order of popularity, the next most selected loan amounts by current
CashMama users are the 310,000, 35,000, and 320,000 options. CashMama already has a 33,000
and 5,000 loan product, therefore, the team believes CashMama should look at implementing
loans between 310,000 and 20,000 for future offerings.

With about 72% of users indicating a desire for EMI loans over payday loans, Qianli and
Onion Credit should cater to this demand. Considering the sponsor's concern regarding the high
risk associated with EMI loans, our recommendation is that they offer different repayment
options based on generated risk management scores. This addresses the issue of borrower risk,
while still catering to customer requests. Additionally, repayment options and a membership
program rewarding customer loyalty and reliability could increase return borrowers, and create a
steady income stream.

For social media platforms, the team recommends that Onion Credit use Facebook and
Instagram advertisements to expand their business further. With their extensive user base, these
platforms represent the most efficient way to reach the greatest number of social media users.
Based on the surveys of current CashMama users and Indian students, both Onion Credit’s target
population and the predicted future target population frequently use Facebook and Instagram
(See Figures 3 and 4). Finally, Onion Credit can opt to let Facebook Inc. automatically distribute
the advertisements between both platforms. This will allow Onion Credit to indicate their desired
target audience, and Facebook Inc. will place the advertisements appropriately without any extra
effort from Onion Credit.

Through interviews, the competitor analysis, surveys, and the social media platform
analysis, this project provided recommendations in two areas to Qianli Technologies. These can
serve as a guide for the development of loan offerings and advertising strategies for CashMama
in India. Furthermore, they can potentially improve customer experience and competitiveness of
the lending platform with further investigation, implementation, and research.

Executive Summary Bibliography
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1. Introduction

With the introduction of the Internet and smartphones, the concept of alternative banking,
a form of lending and borrowing that does not rely on a traditional bank, has developed
increasingly over a short time. One facet of alternative banking, online peer-to-peer (P2P)
lending, has provided millions of loans to individuals seeking credit across the globe. The
popularity of P2P lending is due to its streamlined method of connecting borrowers to lenders
with minimal overhead. A peer-to-peer platform acts as an intermediary between borrowers and
lenders, allowing individuals to have access to credit without requiring traditional methods of
obtaining it. Peer-to-peer platforms have several distinct advantages over banks. They are more
accessible than banks via mobile applications and websites, while still presenting a variety of
loan options. They also provide loan access to individuals with low credit scores by using
advanced risk management techniques. These risk management algorithms can account for more
factors than simply a credit score when determining whether an individual has a low chance of
defaulting.

Beyond peer-to-peer lending, other alternative banking platforms are becoming
increasingly prevalent. These platforms partner with non-banking financial companies (NBFC)
to provide credit to borrowers, as opposed to involving a variety of individual lenders. While this
decreases the number of options available to a borrower, these platforms work as a closed system
while allowing for greater control of products. Another benefit to partnering with NBFCs is
avoiding the numerous regulations in place concerning P2P lending. Many platforms can also
eliminate the costs associated with P2P regulations this way. This kind of NBFC-partnered
platform is becoming more common in India, which has notably strict P2P lending regulations.

With the introduction of alternative banking methods, the Indian credit and loan market
has been evolving rapidly. With smartphones becoming increasingly available to all social
classes in India, individuals have increased their information accessibility. They can therefore
make more informed financial decisions. However, India’s credit scoring system, Credit
Information Bureau of India Ltd. (CIBIL) scores, have only existed since 2004 (Niharika et al.,
2017). The government only allowed more credit information companies to operate after 2010
(Noti. 10/354, Reserve Bank of India, 2010). These platforms can lack the information that

lending platforms require for adequate risk management.



Qianli Technology, a P2P lender in China, has partnered with Onion Credit, an Indian
risk management company, to develop a lending platform for the Indian market. Qianli maintains
the risk management service for Onion Credit, which operates the mobile lending platform
CashMama in India. With such strict P2P lending laws in India, Onion Credit only operates as a
lending platform for users to interact with a partnered NBFC, who in turn administers loans.
While this behavior is somewhat different from Qianli’s operations in China, the risk
management tools that Qianli has developed are still applicable for this lending platform. Qianli
has been working to adapt to borrower information available in India, but the company has been
struggling to deal with the limited credit score information and India’s cultural differences as
compared to China. Still in its beta stage, Onion Credit’s online platform, CashMama, only
provides two loan offerings: one for 3000 rupees (approximately 40 USD), and one for 5000
(approximately 70 USD), with both having a repayment period of 14 days. Furthermore, with
different advertising platforms available in India as compared to China, Qianli has limited
experience in advertising to the Indian market.

Qianli Technology asked this project team to assist in developing suggestions for social
media advertising, introducing new loan offerings, and analyzing customer feedback, especially
with regards to the user experience and loan application process flow, to improve Onion Credit’s
operations and product. To aid the company in this endeavor, the team developed the following
objectives:

1. Understand the current usage of social media advertising and available loan product
offerings in India.

2. Examine current sentiments towards social media platforms and loan products of current
and potential customers in India.

3. Create recommendations for social media platforms and loan products for Qianli and

Onion Credit based on analyses and findings.

To accomplish the three objectives, the team performed interviews, a competitor analysis,
surveys, and a social media platform analysis. The information gathered comes from experts in
the fields of marketing and finance, current users of the CashMama app, and potential customers,
as well as from research on loan product offerings by different NBFCs and advertising options

on various social media platforms.



The team developed several suggestions for the CashMama platform. For loan products,
the team found that two additional loan amounts should be introduced, a 10,000 and 320,000
offering. We also recommend the sponsor research a risk-based loan repayment system that
allows low-risk borrowers access to longer terms when they apply for loans. Additionally, the
team believes the sponsor should look into implementing a membership program that promotes
return borrowers who consistently repay loans on time. For social media platforms, we suggest
that the sponsor begin advertising on Facebook and Instagram, two popular platforms in India

with a high cost to performance ratio.



2. Background

The background introduces the cultura