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My Story
The day my mom drove me down to New York City to drop me off for 
college, was the day that I opened my first bank account solely in my name. 
I was lucky. My mom has always taught me about financial awareness and 
responsibility and was with me when I went into that bank. But, I was still 
nervous and a little panicky… and weirdly cold… banks are always freezing. 
In this hostile environment, I would have been so much more anxious had 
I not had my most valuable resource sitting right next to me. I would have 
felt so small and out of control. But walking out of that bank with my new 
account, I didn’t feel out of control. I felt in it. I felt independent.
 
Not all girls are raised with the acute awareness and understanding of 
money that I was fortunate to have, so I challenged myself to create a 
platform to give others that same support. Change aims to bridge the 
disconnect between young women and the masculine field of finance, by 
making finance approachable (and maybe even a little fun).
 
I hope Change is a site that young women want to visit whenever they need 
a surge of feminine love and advice, just like bursting into their big sister’s 
bedroom or best friend’s house. My door is always open.
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About Change
As we approach the centennial of the 19th amendment, women’s empowerment only 
continues to grow. Nonetheless, money is still a stigmatized topic. In my early research, 
I came across a study by Visa that found millennial women are three times more likely to 
talk to their friends about their sex life than their salary. By opening a dialogue around 
money and teaching financial literacy, we can instill a sense of independence that can 
carry young women through their lives.
 
Change aims to set young women on a path to independence by improving financial 
literacy, during the transition from living with parents to university and beyond. Change 
is a platform built on the idea of easily accessible, digestible information—educating our 
audience by sourcing relevant content, developing useful tools and harnessing the power 
of female community.
 
Change taps into the dialogue of female empowerment, breaking through the stigma, to 
overcome the male dominated field of finance.
 
We want to help young women make “cents” of finance.
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Connecting with the cultural movement 
of women’s empowerment, how might 
we set young women on a path to 
independence by improving financial 
literacy as they transition from living 
with parents to university and beyond?

Research Question
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Secondary Research

Source: https://usa.visa.com/about-visa/money-is-changing.html

Millenial women are 
nearly 3x more likely to 
talk about their 
sex lives 
than their 
salaries. 

1 in 3
millenial women feel 
empowered when they 
pay for a date.

74% 
of millennial women talk 
with friends about work 
issues.

But only 27% talk 
with friends about their 
salaries. 
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36%
70%

of women claim to enjoy managing 
their finances compared to

of men

Source: https://www.blackrock.com/corporate/literature/press-release/gip-genderfindings-2015.pdf
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65%70%
of articles aimed at men emphasise that 
making money is a masculine ideal, and 
that monetary success and financial 
literacy are essential to enhancing 
personal status

of articles define women as excessive 
spenders, advising them to limit 
shopping ‘splurges’, save small sums or 
depend on financial support

Source: https://www.starlingbank.com/campaign/makemoneyequal/
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Interviews & 
INsights

“With anyone outside of my 
close personal friends, I feel 
uncomfortable talking about money. 
[My boyfriend of 4 years] and I 
barely talk about it… I probably talk 
about sex more.”

→ Money is a stigmatized topic.

Karina, 21
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“Sometimes I’ll go to my parents, 
but other times I don’t want them to 
think I’m asking a stupid question 
or want them to get involved in my 
financial situation… I frequently 
Google things but the results are 
always so varied.”

“We had like 3 semester’s worth 
of health and gym classes, but that 
is intuitive to me... what about 
financial health?… I need a life long 
version of Kono’s (life math) class .”

→ Women struggle to find resources 
to discuss financial concerns.

→ Schools don’t place enough 
importance on teaching financial 
literacy.
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“I don’t know where to start or what 
I should be doing. I’m lucky to have 
parents that can financially support 
me, but that is not for forever and 
it’s hard to plan a future.”

→ Some women are unsure of what 
they should be doing financially and 
how they should do it.

Kӓthe, 22
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Q: What does financial independence 
mean to you?
A: “Being able to make educated decisions 
about my finances, and that comes from 
mostly understanding the jargon. I don’t 
really know what I am supposed to be 
doing based on age.” 

Target audience Survey
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Research summary

Financial literacy 
is rarely taught 

in schools, unlike 
math, literature & 

health.

Women are 
labeled as 

spenders (and 
men as investors) 

in the media.

Indecipherable 
jargon & complex 

app systems 
make using 

banks services a 
challenge.

Many women 
rely on men for 
financial advice 
(despite having 
different needs 

and experiences).
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Home page
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Home page (continued)
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Forum
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tools landing page
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glossary landing page
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glossary topic view
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Articles Feed



25

Example Article view



approach
The core element of Change is our aggregation of articles relating to young women and 
finance collected from a variety of sources, both digitally and in print. The content is 
selected based on the topic, quality of writing & tone, and credibility of the source. We 
only post content that we feel will speak to our audience as it did to us. As Change grows, 
we are exploring custom content developed exclusively for our audience.
 
The selection of tools comes from our personal experiences, looking at the files of 
spreadsheets and documents we created that riddle our laptops and seeing how we could 
streamline them. All of our tools are constantly in development to become the most 
useful they can be.
 
Developing a financial approach is not a one size fits all kind of deal. It is deeply personal. 
The goal of Change isn’t to tell you how to handle your money, but to equip you with 
the tools to create a strategy that works for you.
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content sourcing

Approximately 90% of the article content 
on Change will be sourced from external 
publications. This allows us to get the 
highest quality content for our audience 
with the largest breadth of variety.

Sources include (but are not limited to):
* Refinery29 Work & Money
* Girlboss Money
* Investopedia
* The Everygirl
* Forbes

In addition to sourced content, Change 
will also create custom content when we 
feel a topic is not being addressed from the 
right angle for our audience.

To fulfill our vision in the long term, 
Change may also outsource custom 
content to freelance experts, marrying the 
quality of content and Change’s distinct 
tone of voice.

Sourced & Cited Custom Content
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Site 
update 
Schedule

* Carousel unit updated weekly with most 
recent articles 
* Instagram feed automatically updates

* Each topic is updated bi-weekly
* Minimum 12 pieces of content each week

* Automatically updates with user discussion
* New discussion initiated by administrator 
weekly

Home Page

Articles

Forum
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Testing & 
Validation

In the early stages of developing the site, I 
sat down with a few women in person to go 
over the site’s content and functionality. The 
site received a positive reception with some 
suggestions around inclusivity and tools.

To create a constant opportunity for 
feedback, I embedded a link to a Google Form 
for feedback into the site’s footer.  Eighty 
percent of those who responded said they 
would use the site.

With the help of my high school financial 
literacy teacher, I circulated the site to her 
students and she engaged them in a class 
discussion. The students found the site 
aesthetically appealing and offered suggestions 
around content and navigation.

In-Person Review

Feedback Form

Focus Group
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inclusivity

Change is about giving women, all women, regardless of race/nationality/sexuality, the tools to 
become financially literate and open a constructive dialogue. We hope the visuals and content 
on the site are relatable to and representative of our audience.

To further reinforce that mission, we are sharing the insights of real women, from all 
backgrounds, into their experience with money and finance. Our new series, Two Cents with, 
will be recorded in audio, transcribed to text for use on the site and leveraged on social media. 
Each week, we ask a new subject to answer the same five questions:

* What is your money philosophy?
* How did your culture and upbringing affected your approach to money?
* What is one moment or experience that changed your perspective on money?
* If you could give your younger self a bit of financial advice, what would it be?
* Do you have a financial goal? What is it?
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COmpany 
Structure

As the sole owner of Change, I would incorporate 
as a single-member LLC. While a SMLLC has 
the liability advantages of any LLC (in separating 
the owner from the company), the IRS considers 
them “disregarded entities” and taxes them as 
a sole proprietorship. For this reason as well as 
influx of capital, I would consider taking on a 
partner or investors who share ownership.

B-Corp

Single Member LLC (SMLLC)

After debating the merits of non-profit status, 
I found that certification as a B-Corp is a 
happy medium between a 501(c)(3) non-profit 
organization, which has many regulations, and a 
purpose driven for-profit company. Certified B 
Corporations are businesses that meet the highest 
standards of verified social and environmental 
performance, public transparency, and legal 
accountability to balance profit and purpose. This 
certification will contribute to the credibility of 
Change and ensure our audience that our mission 
is our priority.
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Legal

Copyright

Reservation of Entity Name

Trademark

Change site includes a disclosure prohibiting 
unauthorized use and duplication of site 
material without written consent or credit.

Applications for reservatios of the names 
“¢hange” and “Change Finance” were filed in 
April 2019 in Rhode Island, given its status as 
a business friendly state.

Pending trademark (submitted April 2019) 
was filed as standard characters, claiming use 
of “¢hange”, without claim to any particular 
font style, size, or color.
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marketing

The search results that populate when looking for financial help, while overwhelming 
in quantity, are not particularly helpful. Using SEO, and later supported by paid Google 
AdWords, Change will become a top hit for “finance help” and related searches.

Guerilla Marketing is a technique coined in the 1980s that revolves around on the street, low 
cost, high impact advertising. We will leverage at least three of those technique, pavement 
paint (below), murals (right) and posters (next spread). These techniques will be rolled out 
in select urban environments, beginning with New York City.

Search Engine Optimization (SEO) & AdWords

Guerilla Marketing

The pavement paint will be 
strategically placed where people 
come into contact with money, 
such as outside banks and ATMs.
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Social Media

The majority of our social media plan revolves around high quality owned content, shared at 
a steady cadence on our social channels, with a focus on Instagram. Our content is a mix of 
images and text, some of which tie directly to content on the Change site. To present Change 
in a lifestyle context, we also share fun content we think our audience will connect with.

As Change grows, we want to make sure to give our users the spotlight on social media. We 
hope to gain organic traction by sharing high quality content, but also recognize the power of 
influencers to communicate with niche audiences. Rather than pay an astronomical amount 
of money for one influencer with a huge audience, we will leverage micro influencers with high 
engagement rates specific to the finance and women’s empowerment fields. 

To grow out user base, we will leverage the advertiser tools within Facebook (inclusive of 
Instagram). By promoting high performing posts, we can leverage existing content to grow our 
audience.

Owned

User Generated Content (UGC) & Influencers

Promoted
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Facebook

Instagram

@changefinancialliteracy

@change_finance
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Monetization

Functioning as a media company to partner 
with companies that share our vision, 
Change will be selective of which brands 
and campaigns fit with our mission and 
audience. Examples of companies that 
Change would partner with:

* Visa (#makemoneytalk campaign)
* Ellevest
* Outdoor Voices
* Bumble
* Queen V
* Lola

Change will work with the brand and their 
marketing team to create custom content or 
an experience for our audience, tied directly 
to that company’s mission and goals.

Partnerships

As Change grows, we hope to leverage our 
audience to generate income and connect 
our users with brands and products we 
think they will love. Change will have a 
menu of turn-key integrations available to 
our partners, including but not limited to:

* post sponsorship (with related content)
* tool sponsorship
* social content sponsorship
* event/workshop sponsorship

Unlike partners, who develop a campaign in 
collaboration with Change, sponsors have 
less control over the content itself (but still 
have final approval). 

Sponsorships
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FInances

The costs of launching a business 
add up quickly. Because Change’s 
monetization strategy centers around 
developing an audience, there will 
be a bit of time before Change sees 
any income. The list to the right 
highlights some of the inital costs to 
fully launch Change.

$225 Trademark Fee
$100 Name Reservation
$500 Incorporation Fees
$2,000 Site Development
$1,000 Marketing
$100 Social Media Ads

$3,925
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Sponsorship 
& Grants

For the initial influx of capital that 
would be required to officially launch 
Change, we would seek sponsorship 
from a company involved in 
sponsoring female centric start-
ups. I will also apply for grant based 
funding.
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Endorsements
Credibility is important to Change. Just like picking up a new book, you want to know what 
you are reading comes recommended from people you trust. Change will identify potential 
supporters and seek out their endorsement. Below are a few of our “wish list” endorsers:

Leana Wen
President, Planned 

Parenthood

Audrey Gelman
Founder, The Wing

Lindsey Stanberry
Director, Money & Work 

at Refinery 29

Anu Duggal
Founding Partner, Female 

Founders Fund
Shivani Siroya

Founder & CEO, Tala

Michelle Obama
Icon

Melinda Gates
Co-Founder, The Bill and 
Melinda Gates Foundation

Whitney Herd
Founder, Bumble
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next steps & 
possibilities
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App
Change will further our accessibility by 
developing an app. The app will feature the 
same content as the site: articles, tools and 
our forum. We will also explore integration 
with other apps, such a mobile banking.
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 The sooner girls learn about the importance of money, the better, especially 
since children are first introduced to money before they are able to legally 
earn it. Pocket Change is an offshoot of Change geared toward girls ages 
8-12. Leveraging strategies such as gamification, Pocket Change will use 
the same approachable tone to start teaching girls the power of finance and 
hopefully help them become future game changers.
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Strong women: May we 
know them. May we raise 
them. May we be them.

changefinance.co


