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Consumer credit: 

Enhances the quality of life of people.  
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Commercial credit: 

Allows businesses to grow faster 
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Consumer and commercial credit: 

Contribute to the economic growth of the 
countries. 
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Responsible Credit 
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Responsible Credit works two ways 

12 

CREDITOR BORROWER 

•DESTINATION 

•PAYMENT CAPABILITY 

•GOOD PERFORMANCE 

•RISK PARAMETERS 

•GOOD ANALYSIS 

•FOLLOW UP 



Credit Bureau 
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Measurable / 
tangible 

• Payment capacity 

Subjective / 
intangible  

• Willingness to pay 
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FI 
CONSU

MER 

FI CONSU
MER 

INFORMATION ASYMMETRY 

ROLE OF THE  
CREDIT BUREAU 

…helps to fill the gap with trust 



• Provides data to minimize the gap  

• Provides positive data to promote 

access to credit (Negative data is 

useful only to deny credit) 

• Reduces over indebtedness 
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…the role of the Credit Bureau 



Credit Bureau audience 
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Educate 

Borrower 

Creditors 

Regulator 

Society 

…Our audience 



• Who influences the 
consumer in a credit 
transaction? 
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 The 
Lender 

 

  Who influences 
the lender? 

 

  The 
Regulator  Who influences 

the Regulator? 

 

 The society 

 

 

 Who influences 
the Society? 

 The MEDIA 

 

 



Credit Bureau audience needs 
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 The consumer wants credit to buy things 

 The lender wants to generate profit 

 The regulator wants to keep a stable financial 
system; and is  part of a political system that 
also wants votes (directly or indirectly). 

 The society wants stability and progress. 

 The media wants news. 



Around these needs, we generate the 
messages 
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The message you expect to deliver, may not 
be what is perceived. 

 

If we work in what they want to hear, we 
have a better chance to get attention 

 

Expectation and perception are very 
important in Financial Literacy 
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Because… 
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THE SINGER 
THE WATER 

WOMAN 
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• A lender extends credit to a consumer expecting 
to be paid back in the terms and conditions 
agreed in a contract 

……. that has 22 pages written in font calibri 8  

  
 (CONTRATCT WRITTEN IN FONT CALIBRI 8). 

 

 

• The consumer expects that the lender knew what 
he was doing when he approved the credit.   

…………because she may be far away! 
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FONT 
CALIBRI 8 



It´s all about  

expectations perceptions 
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expectations perceptions 
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Credit 
information 

• The main 
variable for 
obtaining 
credit is 
TRUST:  thus, 
the main tool 
used for 
evaluating 
TRUST is the 
credit report 
and score. 

Credit Approval 
process 

• Knowing 
what 
variables are 
considered 
by the 
approving 
process, 
makes it 
easier to 
comply.  
Shortens the 
process 

Budgeting / 
Savings 

• Working on a 
budget 
promotes  
discipline. 

• Provides a 
tool for 
ensuring that 
the cash in is 
more that 
the cash out. 

• Promotes 
pride 

Credit 
Cards 

• Every little 
detail about 
cards 

SELF ESTEEM¡¡!¡!¡! 
Ambition / Positive attitude / Have an objective /Dedication 

 

Most popular messages: traditional+coaching 



Literacy… 

…why is it a good idea? 
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– “Empower de Consumer”:  a knowledgeable 
consumer  develops good performing portfolios. 

 

– Financial institutions enhance their efficiency 
and productivity 

 

– Impact the economic indicators for growth 
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• A tip: The objective must be relevant to our 
business and to the “moment”and  
environment of our business at the time. 
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important 



Panama 
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Financial Literacy… 
APC case study 

“Finances under control program” 
33 



Name: Finanzas Bajo Control (Finances under 
control) 

Created on 2006 

Impact: 74% of adult population  



• The strategic objective for APC that started 
our Financial Literacy /comunications campain 
was: 
– TO ENHANCE THE PERCEPTION OF THE CREDIT 

BUREAU   (in 2004) 

– The situation at the time: 
– Close to 80% of the economic active population 

have credit. (high penetration of credit in Panama) 

– We were accused of all credit that was denied 

– The legislators promoted laws to erase bad 
references to gain voters. 

– Reputation was good for business but very bad for 
the consumer and for all consumer advocates.  
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8 years of financial literacy built REPUTATION  

• Population of 3million 
• 1.3 million or 80% of EAP have credits reported 
• 1.4 million people serviced at our POS 
• Over 150K people look at their report in internet periodically. FREE 
• 50 employees have trained more than 5000 people on “Finances under 

control with APC” 
• We process automatically about 20,000 complaints, only 3% reach the 

regulator. 
• We publish bi-weekly editorial column in the #1 newspaper - free 
• About 2 interviews a month in news papers 
• Same in TV 
• 4 or 5 interviews in radio per month. 
• Recognized as a valid financial information provider by the news and 

organizations.   
• Over 13,000 friends on facebook, 4000 on twiter 
• Preparing for the future:  the era of  “NOW” 
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70% of EAP have “CREDIT” reported to the Credit 
Bureau in Panama 
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variable # % 

Population total 3,405,813  32.0%  

Economically activa 

population 
1,557,047  70.0%  

People with jobs 1,455,592  74.9%  
Nationals 

6% 

Foreigners 
4% 



683 entities report to the Credit Bureau in Panama 
Positive and Negative 
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Retail 
616; 69% 

8% 

7% 

10% 

3% 

Financial  
247; 31% 

Telcos 

Credit unions 

Banks 

Financial cos 

others 



More than 80% of the credits are issued by  
Banks in Panama 
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One of the highest Banked populations in the region 

64% 

36% 

Sector Financiero Sector Comercial 

90% 

4% 4% 2% 

Balances in the Financial Sector 

Bancos Cooperativas Financieras Otros 



   

personalized 
attention 

www.com 

• Online tips 

• online customer 
service 
 

Webinars / 
seminars  

Broadcasting 

• Radio 

• TV 

• You Tube 

Free-press 

Web 2.0 

Social 
network 
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How do we communicate:  traditional + Web2  



Personalized attention:   
a kiosk at the most crowded shopping mall 

1,409,403 

personalized 
attention 

www.miapc.com 
• Online tips 

• online attention 
 

Webinars / 
seminars  

Broadcasting 
• Radio 

• TV 

• You Tube 

Free-press 

Web 2.0 

Social 
network 
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Conferences 

Conferences agenda 
How to do, administrate and attach to a budget? 
Credit basics 
Credit information importance 
Responsible use: getting the best of your credit.  
Answer to the most frequently asked questions 
Others 

 frequently asked quiestiones are 
answered on conferences in company, 
private and public fairs  

Background 

Direct 
impact:  

5000  

personalized 
attention 

www.miapc.com 
• Online tips 

• online attention 
 

Webinars / 
seminars  

Broadcasting 
• Radio 

• TV 

• You Tube 

Free-press 

Web 2.0 

Social 
network 



Broadcasting 
 TV and radio tips 

2007:  A monthly program on Saturday 
 TV news 

Since 2006: Quick tips on TV   

2009-2010: Video tips on midday news  

Since 2006: hort tips on radio 

Broadcasted tips 

personalized 
attention 

www.miapc.com 
• Online tips 

• online attention 
 

Webinars / 
seminars  

Broadcasting 
• Radio 

• TV 

• You Tube 

Free-press 

Web 2.0 

Social 
network 



Free-press 
personalized 

attention 

www.miapc.com 
• Online tips 

• online attention 
 

Webinars / 
seminars  

Broadcasting 
• Radio 

• TV 

• You Tube 

Free-press 

Web 2.0 

Social 
network 
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3,280 

150K 

Individuals -  members of MiAPC 

WWW.Mi APC.com 
Tips and Online attention since 2007 

“Dear APC,  
I am a faithful follower of your wise 
financial advices. I log in a lot to your 
web page for that reason and to 
monitor my credit information….” 

Gisela Fothty 
February 2011 

personalized 
attention 

www.miapc.com 
• Online tips 

• online attention 
 

Webinars / 
seminars  

Broadcasting 
• Radio 

• TV 

• You Tube 

Free-press 

Web 2.0 

Social 
network 



Web 2.0 
“APC te Aconseja” “APC gives you good advice” 

Objective:  

 Start an online interaction 
with stakeholders on the most 
popular social networks of the 
country (Twitter and 
Facebook) supported on 
audiovisual material of the 
Youtube channel .  

personalized 
attention 

www.miapc.com 
• Online tips 

• online attention 
 

Webinars / 
seminars  

Broadcasting 
• Radio 

• TV 

• You Tube 

Free-press 

Web 2.0 

Social 
network 

APC Te Aconseja 



Social Network stats 

Facebook  
Fans 

13000+ 

Twitter 
Followers 

4000+ 

Feedback 

Topics tackled 
Carnival tips 
Christmas shopping 
Credit Cards 



• For the society 

 

1. We use all media channels available within 
budget . 

2. OUR CURRENT EMPHASIS  IS ON SOCIAL MEDIA 

1. Assets developed for consumer attention (web page, 
facebook, twiter, slide share, you tube 

2. Align on line and off line messages, following the 
“consumer strategy” 
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• Social Media 
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I,m getting 
married and 

cant get 
credit! 



• Social Media 
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How should we respond to this cry for help? 

Communication is changing 

The consumer uses the web to 
voice his complaints, doubts, 
claims, even insults  



• Social Media 

51 

Reply is not enough: 
 we must provide 

solutions 

 Generate empathy 

 We add value to the 
relationship with our 
stakeholders 

 Fight misinformation 

 Change negative 
perceptions 

 Empower the 
consumer. 



• Social Media 
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The reputation traditionally built over the 
long term, can be destroyed in an instant 



Financial literacy 
empowers the 

consumer 



Thank you 
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