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Exe c ut ive  Sum m a ry

Bus ine s s  Line  O b je c t ive s La rg e  Ma rke t  O p p o rt unit y

Cro s s - Func t io na l  Te a m  is  a  Ke y t o  Suc c e s s Jus t  Ge t t ing  St a rt e d

● Dig it a lly g a t h e r lo w e r-co st , s t icky, in su re d  
d e p o sit s

● De live r a n  e xce lle n t  b a n kin g  e xp e rie n ce  
t h a t  w ill d rive  a d d it io n a l re ve n u e  
o p p o rt u n it ie s   

● 33+ m illio n  sm a ll b u sin e sse s  in  US
● P a n d e m ic  + re ce n t  b a n kin g  c ris is  h a ve  

p u sh e d  m o re  in  se a rch  o f d ig it a l b a n kin g  
b a n kin g  so lu t io n s

● Exp e rie n ce d  t e a m  a c ro ss  a ll fa ce t s  o f 
d ig it a l b a n kin g

● Ab ilit y t o  o p e ra t e  c ro ss-fu n c t io n a lly 
e n a b le s  n im b le n e ss  & sca la b ilit y

● Ma rch  ‘22: la u n ch e d  SMB p ro d u c t  & p la t fo rm  
● Ju n e  ‘22: la u n ch e d  m a rke t in g  e ffo rt s
● Q1 ‘23: d ig it a l ch a n n e l a cq u is it io n  p a rt n e r 

re la t io n sh ip s  b e g a n  w o rkin g
● Q2 & b e yo n d : la rg e  o p p o rt u n it y t o  g ro w  

d e p o sit s  a n d  re ve n u e
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SMB Ma rke t  Ana lys is
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Ma rke t  Ana lys is : Sm a ll & Mid - Size d  Bus ine s se s  (SMBs)

Large Market Opportunity 
● 33.2 million U.S  small businesses in America 
● Employ ~62 million people
● Age Range

○ Millennials -12.9%
○ Gen X - 39.6%
○ Boomers - 47.2%

Future Growth:
● The industry with the highest projected job 

growth is home health and personal care
● Over the next decade, it is estimated to grow by 

924% 

Sources: US Chamber of Commerce, Nerdwallet, Forbes

4

https://www.uschamber.com/small-business/state-of-small-business-now
https://www.nerdwallet.com/article/small-business/small-business-statistics
https://www.nerdwallet.com/article/small-business/small-business-statistics
https://www.nerdwallet.com/article/small-business/small-business-statistics


Ma rke t  Ana lys is : SMBs

Takeway: Small Businesses are more positive about the economy 
& feeling better about their business health
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Ma rke t  Ana lys is : SMBs

SMB Banking Profile:
● 96% have business bank accounts

○ 52% use 1 bank
○ 38% use 2
○ 10% use 3+

● Deposit Balances
○ 55% say they have $50K+ in balances
○ 27% say they have $25K or less in 

balances
Source: NerdWallet Q2 2023 small business 
survey

Digital Banking Preferences:
● 41% interested in using a digital bank
● 44% prefer digital platforms offering 

embedded finance solutions
Source: Digital Banking Rises to Meet SMB 
Needs, PYMNTS/NCR Feb 2023 

Deposits:
● 66%  somewhat/very likely to look for a bank 

in the next 12 months
● 40% want to move for better business checking 

account product features & capabilities
● 70% with a primary checking account at a 

mega/regional bank use it every week
● 27% at community banks use it often, more 

than 50% never use the card
Lending: 
● ~80% will consider their primary business 

checking account provider for their borrowing 
needs over the next 2 years

● 50%+  will consider another bank or credit 
union for loans

Source: Cornerstone Advisors
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Pro d uc t  a nd  Pla t fo rm
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Va lu e  P ro p o s it io n
● De d ica t e d  t o  p ro vid in g  sm a ll b u s in e sse s  w it h  t h e  b e s t  d ig it a l b a n kin g  

so lu t io n  o n  t h e  m a rke t
● Ad va n ce d  fe a t u re s  sa ve  sm a ll b u s in e ss  o w n e rs  t im e  a n d  m o n e y 

m a n a g in g  t h e ir o p e ra t in g  a cco u n t  a n d  b u sin e ss

Ta rg e t  Clie n t
● Mo st  in d u st rie s  a n d  b u sin e ss  t yp e s  n a t io n w id e
● Ge n e ra lly 4  p e o p le  o r le ss  s ig n in g  t o  o p e n  t h e  a cco u n t  
● Ca sh -lig h t  b u s in e sse s  t h a t  a re  co m fo rt a b le  b a n kin g  d ig it a lly

In d u s t ry-Le a d in g  P ro d u c t  & Cu s t o m e r Exp e rie n c e
● Qu ick d ig it a l o n b o a rd in g : o p e n  a n  a cco u n t  in  lit t le  a s  5 m in u t e s  
● Fu ll-fe a t u re d  On lin e  & Mo b ile  Ba n kin g  p la t fo rm
● Mu lt i-ch a n n e l US-b a se d  c lie n t  se rvice s : M t o  F  9a m  t o  11p m , ET 

Ma rk e t  Va lid a t io n
● Gra ssh o p p e r ra t e d  5 St a rs  b y Ne rd w a lle t  

SMB Innovator Checking Pla t fo rm   O ve rvie w
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SMB Partner - Driven  Technology Stack

9



10



SMB Te c hno lo g y Pla t fo rm  Hig hlig ht s

Ac c o unt  O p e ning  
(Ma nt l)

Ba nking  Pla t fo rm  (Na rm i)

Op e n  in  le ss  t h a n  5 m in u t e s  w it h  n o  
d o cu m e n t s  re q u ire d

It ’s  e a sy t o  fu n d  yo u r a cco u n t :
● De b it  Ca rd
● ACH via  P la id

In t e g ra t e s  w it h  Na rm i o n lin e  
b a n kin g  fo r se a m le ss  o n b o a rd in g

Re d u ce d  risk  t o  Gra ssh o p p e r w it h  
e n h a n ce d  co n t ro ls  a n d  a u t o m a t io n  
fo r m a n u a l re vie w s

De b it  Ca rd  (Visa ,  FIS)

Fu lly-fe a t u re d  P a ym e n t s :
● ACH
● W ire  (Do m e st ic , In t ’l)
● Bill P a y
● Ch e ck De p o sit
● Virt u a l Ca rd  Issu a n ce
● Ca rd  Co n t ro ls  
● Ra m p  Cre d it  Ca rd s

Dig it a l In vo ic in g  (Au to b o o ks)

Bu d g e t in g  & b u sin e ss  fin a n c ia l 
m a n a g e m e n t  t o o ls  (MX & Qu ickBo o ks)

Clie n t s  a re  re w a rd e d  fo r t h e ir 
sp e n d in g  w it h  Un lim it e d  1% ca sh  
b a ck o n  Sig n a t u re  P u rch a se s  a n d  
Visa  Sa vin g sEd g e  Re w a rd s

Ea sy t o  w it h d ra w  ca sh  w it h  n o  fe e  
ATM w it h d ra w a ls :

● 37,0 0 0 + Mo n e yP a ss  ATMs 
● 8 ,50 0 + SUM ATMs
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Ac q uis it io n & Eng a g e m e nt  
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Acquisition Strategy Overview

Allocate majority of spend in 
channels that convert

Leverage brand authority of 
partners to grow organic & 
unpaid channels

Data  and optimization are  at the 
forefront when designing the 
Grasshopper website and funnel

Establish GH as a leader in 
channels where SMBs are actively 
searching for banking services
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Paid Channels

Affilia t e s : On lin e  p u b lish e rs  w ith  
s t ro n g  b ra n d  t ru st  a n d  d o m a in  
a u th o rit y. CP A p a ym e n t  s t ru c tu re . 

Non - paid Channels

Acquisition Channels

Ne rd w a lle t

Ba n k ra t e

P a id -So c ia l: Lin ke d in  Bo o st e d  p o st s  
fo r b ra n d -a w a re n e ss  a n d  b ra n d  t ru st  
in it ia t ive s .

P a id -Se a rc h : Go o g le  Se a rch  b ra n d  a n d  
n o n -b ra n d  ke yw o rd  a d  p la ce m e n t s . 
Va ria b le  CP C p a ym e n t  s t ru c tu re . 

P o d c a s t s  & Ne w s le t t e r : Sp o n so re d  
a d  p la ce m e n t s  fo r b ra n d  a w a re n e ss  
a n d  e xp o su re .

Org a n ic  Se a rc h : SEO Co n te n t  
m a rke t in g  s t ra t e g y d rive n  fro m  w e ll 
o p t im ize d  w e b sit e ,  e n g a g in g  b lo g  
co n t e n t  a n d  s t ro n g  b a cklin ks.

Em a il: Ut ilize  Ac t ive  ca m p a ig n  t o  
d rive  b o t t o m  fu n n e l co n ve rsio n s 
t h ro u g h  re t a rg e t in g  ca m p a ig n s.

P R: W o rk w ith  Ca lib e r t o  p ro m o te  
b ra n d  s t o ry a n d  t ru st  t h ro u g h , p re ss  
re le a se s , m e d ia  re la t io n s a n d  e ve n t s .

So c ia l Me d ia : Ac t ive  o n  Lin ke d in  a n d  
Tw it t e r t o  p ro m o te  b ra n d  s t o ry a n d  
d rive  b ra n d  t ru st . 

*70 %  o f a c c o unt s  o p e ne d  t o d a y a nd  
w ill b e  50 %  o f a c c o unt s  a t  future  s t a t e .  

*30 %  o f a c c o unt s  o p e ne d  t o d a y a nd  
w ill b e  50 %  a t  future  s t a t e .

Fit  Sm a ll Biz
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Ac q uis it io n St ra t e g y Flo w
Ap p lic a t io nLa nd ing  Pa g e
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Eng a g e m e nt  & Re t e nt io n

P ro d u c t  En h a n c e m e n t s  

En g a g e m e n t  Ca m p a ig n s  & 
P ro d u c t  Ad o p t io n  

● Ut ilizin g  d a t a  t o  c re a t e  
p e rso n a lize d  e n g a g e m e n t  
ca m p a ig n s t o  p ro m o t e  d e p o sit  
g ro w t h  a n d  p ro d u c t  a d o p t io n  
t h ro u g h  e m a il m a rke t in g , so c ia l 
m e d ia  a n d  in  a p p  m e ssa g in g .

Clie n t  Lit e ra c y, 
Co m m u n ic a t io n  & Su p p o rt

● Co n st a n t  a d ju st m e n t  o f FAQ’s 
a n d  p ro ce ss ch a n g e s b a se d  
o n  c lie n t  fe e d b a ck

● Ed u ca t io n a l a n d  t im e ly b lo g  
p o st s  sp e c ific  fo r sm a ll 
b u sin e ss o w n e rs

● Co n st a n t  co m m u n ica t io n  t o  
c lie n t s  t h ro u g h  e m a il a n d  
OLB.

● W o rk w it h  t e ch n o lo g y p a rt n e rs  
t o  im p ro ve  fe a t u re s  & u sa b ilit y o f 
p ro d u c t . 

● Exe cu t e  o n  in -h o u se  ro a d m a p  t o  
d e live r n e w  fe a t u re s  a n d  
p ro d u c t s  p e rso n a lize d  fo r SMB’s. 
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Da t a :  Clie nt  O nb o a rd ing  & Mo nit o ring
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Data - Driven Client Onboarding
O nb o a rd ing

Ea rly Life c yc le  (<30  d a ys )
● Au t o m a t e d  

d e c is io n in g  p o w e re d  
b y m u lt ip le  d a t a /t e ch  
p a rt n e rs

● In -h o u se  d e ve lo p e d  
risk a lg o rit h m  (e x. 14 8  
it e ra t io n s  t o -d a t e )

Ongoing (30+ days)
● En h a n ce d  re a l-t im e  

m o n it o rin g  (Na rm i)

● Lim it e d  Mo n e y 
Mo ve m e n t

● Bre a k-o u t  fra u d  
m o n it o rin g  (Allo y)

● Re a l-t im e  m o n it o rin g  
(Na rm i)

● Tra in in g
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De c is io n Sc o re c a rd :  Effic ie nt  O nb o a rd ing  via  Te c hno lo g y

16.3% 16.4% 7.5% 4.7% 5.3%
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● ISRB b y Eq u ifa x, a  DDA e q u iva le n t  t o  
FICO, p re d ic t s  like lih o o d  o f NSF e ve n t

● Offe r a cco u n t s  o n ly t o  t h o se  w h o  m e e t  
t h e  q u a lit y s t a n d a rd s  o f Gra ssh o p p e r Ba n k

● Mu lt i-so u rce d  KYC ve rifica t io n  t o  
m a xim ise  h it  ra t e s  a n d  a p p ro va ls

● Dire c t  AP I a cce ss  IRS & So S re a l-t im e  d a t a  
o n  b u sin e ss  re g is t ra t io n  & s t a t u s

Sha re d  Ind us t ry Da t a  o f kno w n 
Ba d  Ac t o rs

Po p ula t io n Sp e c ific  Fra ud  Rule s

● Re fe re n ce  b la cklis t s  fro m  in d u st ry 
co n so rt iu m s t o  id e n t ify re p e a t  o ffe n d e rs

● Up fro n t  re je c t io n s  d e c re a se  sp e n d  o n  
o b vio u s  fra u d  a p p lica t io n s

● m u lt ip le  fra u d  ve n d o r d a t a  se t s  o ffe r 
g re a t e r vis ib ilit y t h a n  a n y o n e  se rvice  co u ld

● In -h o u se  d e ve lo p e d  ru le s  re a c t  t o  fra u d  
t re n d s  in s t a n t ly ra t h e r t h a n  o n  a  re le a se  
cyc le

Q ua lit y Sc o ringEnha nc e d  KYC & KYB

Internally - Developed Rules Drive Increase in Quality Accounts
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O ng o ing  Mo nit o ring :  
Co m b ina t io n o f Te c hno lo g y & Exp e rie nc e d  Te a m

Te c hno lo g y Te c hno lo g y

Pro c e s s Pro c e s s

● Tre a su ry P rim e /Ta b le a u  –
Au t om a te d  h o ld s fo r n e w  a ccou n t s

● Na rm i- Re st ric t e d  a cce ss  t o  m on e y 
m ove m e n t  & fe a t u re s

● Alloy – Tra n sa c t ion  t re n d  
m on it o rin g

● Na rm i – Re a l-t im e  m on it o rin g

● Hu m m in g b ird  - Sin g le  w orkflow  
fo r a ll a le rt s

● Risk p ro file s  c re a t e d  from  d a t a  se t s  
co lle c t e d  a t  on b oa rd in g

● EDD fo r a ccou n t s  w it h  h ig h -risk 
in d ica t o rs

● Fron t -o f-h ou se  t e a m  c ross  t ra in in g

● Loss m it ig a t ion  s t ra t e g y focu se d  
on  ve rifyin g  sa fe t y o f in com in g  
fu n d s

● P rio rit ize  c lie n t  e xp e rie n ce

Early Lifecycle Ongoing
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Pe rfo rm a nc e  St a t is t ic s
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*Da t a  a s  o f 10 / 5 / 20 23*
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KP Is Q1 Q2 Q3 Q1 vs  Q3 
Ch a n g e

Su b m iss io n  Ra t e 58 .7% 63.8 % 68 .0 % 15.8 %

Ap p ro va l Ra t e 4 2.7% 52.7% 55.8 % 30 .7%

Co n ve rs io n  Ra t e 25.1% 33.6% 38 % 51.4 %

Acco u n t s  Bo o ke d 616 10 15 8 13 31%

CP A $192 $14 1 $122 (36 .5%)

KP Is Ju l. ‘23 Au g . ‘23 Se p . ‘23 MOM 
Ch a n g e

Su b m iss io n  Ra t e 64 .8 % 66.2% 73.8 % 38 .9 %

Ap p ro va l Ra t e 53.7% 57.3% 55.2% 2.8 %

Co n ve rs io n  Ra t e 34 .8 % 37.9% 4 0 .7% 17%

Acco u n t s  Bo o ke d 8 51 8 57 733 (13.9 %)

CP A $111 $117 $125 12.6 %

MO M KPIs
● Inc re a se d  CPA in Ne rd w a lle t  fo r 

hig he r q ua lit y c lie nt s .  Inc re a se d  
c o nve rs io n ra t e  a nd  a ve ra g e  
b a la nc e  o f d e p o s it s  fo r c lie nt s  
a c q uire d  in Se p t e m b e r.

● De c re a se  o f a c c o unt s  MO M is  
d ue  t o  b ud g e t  c a p .  

Q 3  KPIs
● Na rro w e d  p la c e m e nt  t o  

d e c re a se  vo lum e  w hile  
s im ult a ne o us ly inc re a s ing  
a p p lic a t io n q ua lit y.  

● De c re a se d  o ve ra ll CPA w hile  
inc re a s ing  a ve ra g e  d e p o s it  
b a la nc e .
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Ke ys  t o  Suc c e s s

1) Culture
• CEO  / Bo a rd
• No n-  ne g o t ia b le s

2) Injection of new hires who have necessary skill set
• Hire  fro m  fint e c h
• Ro c k s t a r CCO / CRO

3) Cross functional teams
• LO B/  Te c hno lo g y/  Risk/  Pro d uc t /  Ma rke t ing
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Building a Digital Bank: The Radius Story 

Rebuild
&

Execution

• fffSuccessful 
Exit

• Developed & executed a strategy that focused on digitization and diversification of deposits and loans

• Attracted a team of professionals to run the business lines

• Reestablished a strong relationship with regulators 

• Rebranded the bank to Radius, recapitalized with pr ivate equity investors and rebuilt the Board of Directors

• Strategically par tnered with leading- edge technology companies to execute business plans for  BaaS, DTC, SMB & SBA

• Grew balance sheet to near ly $2 billion, with digital deposit gather ing effor ts on a $1 billion+ annualized run rate at the end of 2020

• Recognized as a leader  in  digital banking & won many awards, including Bankrate’s “Best Online Bank of 2020”

Repeatable
• Many executives & other  management from Radius have joined the Grasshopper  team to lead a similar  effor t
• Strategy of digitization, diversification and technology par tnership have been put in  place over  the last 12 months
• Growth oppor tunities in  our  market(s) are large and ear ly wins are indication of success in  the shor t and longer  term

The Beginning • First Trade Union Bank was an underperforming, union- owned $400M bank when Mike Butler  and executives joined

27

• In  February 2020, Radius made headlines when it announced its in tent to be one of the fir st banks to be acquired by a fin tech

• In  February 2021, LendingClub acquired Radius for  200% of TBV 
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