
The Opportunity
The general purpose reloadable (GPR) prepaid card market has evolved to become a core 
part of the financial services landscape. Between 2012 and 2014, use grew by more than 50 
percent among American adults with about 1 in 11 consumers (or about 23 million adults) 
using the cards at least monthly.1  Many cardholders—64% of whom have incomes of $50,000 
a year or less and 27% of whom are “unbanked”—report that they use their GPR card as a 
money management tool, particularly to control their spending and avoid overdraft fees 
and other debts.2  However, while savings features on GPR prepaid cards have become more 
widespread, consumers want more innovative ways to manage and save money through this 
platform. 

Given the maturity of the GPR prepaid market and its prevalence among more financially 
vulnerable consumers, Doorways to Dreams Fund (D2D) believes that the prepaid industry 
can and should move beyond simply offering a basic savings pocket to creating rich, 
innovative features that engage consumers and map a pathway to greater financial security. 
The opportunity for impact is vast: about half of prepaid cardholders currently have access to 
a savings feature,3  yet providers often indicate that these features have limited adoption and 
use. The absence of creative tools to drive engagement with savings features has perpetuated 
underutilization by consumers and a lack of enthusiasm among providers.

Exploring Industry Perspectives
Inspired by the potential of GPR-linked savings to influence the financial health of prepaid 
cardholders and disheartened by the void of engaging tools available, D2D sought to 
better understand the challenges and opportunities for innovation. In partnership with the 
Federal Reserve Bank of Boston and the Center for Financial Services Innovation (CFSI), 
D2D hosted industry leaders for the “Savings on Prepaid Convening: A Discussion of 
GPR-Linked Savings.” The event aimed to debunk myths about savings options, provide a 
platform to share successes and strategies, and pave the way for brainstorming methods to 
engage consumers in saving. In preparation for the event, the 30 prepaid industry leaders 
completed a survey that unveiled their desire to build capacity for:

• Identifying the business case and value proposition for savings features
• Understanding the regulatory landscape that prepaid providers navigate
• Driving and measuring consumer engagement with existing card features
• Defining savings in the context of the prepaid consumer
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These areas of interest shaped the event’s agenda. Smaller groups collaborated to unpack 
these topics and reach consensus in some areas. More powerfully, the group shared tangible 
success stories. Facilitated discussions prompted participants to describe features that 
appealed to their customers.  These included having the ability to name savings goals, access 
multiple “pockets,” and manage the account via mobile. In terms of driving consumer 
engagement, D2D highlighted the promise of using gamification to increase savings by 
sharing early findings of their new SavingsQuest innovation; emphasized the draw of prize-
linked savings using data from various successful pilots; and underscored the importance 
of account framing as uncovered by the organization’s 2011 “Rainy Day Reserve” work with 
Banking Up.

Together, these examples and conversations highlight the convening’s key takeaways about 
savings on prepaid:  

• The industry can address the perceived discrepancies between consumer and   
business needs through innovation 

• Financially vulnerable consumers need access to safe and liquid money storage 
• Prepaid companies seek to drive revenue through increased card loads, transactions, 

and longer card tenure
• New and engaging savings features may support these outcomes if providers take 

the opportunity to innovate

The Future of Savings and Prepaid
The prepaid market’s maturation means that consumers will continue to demand—and 
benefit from—product innovations that encourage savings on the GPR card platform. D2D 
has continued to foster a network of prepaid industry leaders to nurture an ecosystem where 
engaging prepaid savings products are widely available and adopted. Moving forward, D2D 
will continue to foster conversations that explore the barriers and opportunities that coexist 
with innovation in the prepaid industry. 

To explore savings innovations on prepaid or share the conversation with your network, 
contact D2D’s Senior Innovation Director Nick Maynard at nmaynard@d2dfund.org or 
617-541-9063.

Dooways to Dreams (D2D) Fund is a national mission-driven nonprofit organization 
that works to improve the financial security and opportunity of financially vulnerable 
consumers by discovering ideas, piloting solutions, and driving innovations to scale. 
D2D works collaboratively with the financial services industry, government agencies, 
federal and state legislators, national non-profit groups, grassroots community 
agencies, and public policy organizations. Learn more at www.d2dfund.org.
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