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KABBAGE PROSPER LENDING CLUB LENDING TREE KIVA SQUARE ON DECK
Access - Responsive Site Design • • Home Only • • •

Access - Mobile App • •

Content - How it Works • • • • • • •

Content - PET / DREAM Techniques • • • • • • • •

Company - Why Us • • • • • •

Company - Difference Comparison • • •

Company - Culture • • • •

Company - Leadership • • • • • •

Company - Partners • • • • •

Social Proof - In the News • • • • • •

Social Proof - Client Testimonials • • • • • •

Social Proof - Third Party Reviews • • • • •

Resources - Education • • • • •

Resources - Newsletter Sign Up • • •

Resources - Help Center • • • • • •

Calculators - Loan Estimator •

Calculators - Payment Schedule •

Video - How It Works • • • • •

Video - How to Qualify •

Video - Client Testimonials • • •

Video - Company Culture • • •

Video - Help FAQs •

Social - Blog • • • • •

Social - Twitter • • • • •

Social - Facebook • • • • •

Social - YouTube • • •

Social - Google+ • • •

Social - LinkedIn • • •

Social - RSS • • •

Website competitive analysis
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RESPONSIVE WEB DESIGN

The internet is becoming more fragmented every day 

as devices, operating systems and browsers are chang-

ing not only screen sizes but also where and how we 

engage with the web. We must empower users so they 

can access the site where and how they want. There is 

opportunity to differentiate here as the competition is not 

overwhelmingly responsive. 

MOBILE APP

There is opportunity here to create a “power feature” 

rich app that empowers borrowers and investors. This 

app would focus on the specific “do” tasks of a user, and 

leverage the unique features and performance of mobile 

touch devices. Opportunity to differentiate as well as 

full-fill brand promise of empowering users by providing 

access to most common and high priority site features. 

VIDEO CONTENT 

The best-in-class sites utilize video for all types of com-

munication needs. Short video clips for FAQs, or client 

testimonials in context and to better illustrate company 

culture are just few examples of how video can help to 

create a fun, dynamic and engaging user experience.  

EDUCATIONAL CONTENT

There is a big opportunity to full fill our brand promise of 

not only offering an innovative way for borrowers and in-

vestors to connect to one another, but to provide the kind 

of guidance and context for making better financial deci-

sions. Transparency in the product is one thing, empow-

ering the users to better understand the context for their 

situation is another. It is the latter that will help to build 

deeper brand loyalty.

EDITORIAL CONTENT

Editorial content allows the space for real users to tell 

their stories as well as our experts to comment on current 

events in the markets. This type of content builds cred-

ibility for the value of our products and services. It has the 

potential to demonstrate thought leadership. This type of 

content highlights the end result of our purpose, not the 

how, but the why. 

NEWSLETTER

This is a great way to keep users involved in the con-

versation. Providing them with useful, insightful and em-

powering newsletter not only builds a database of future 

referrals and leads, it also further builds brand value and 

opportunities to shape our voice. 

REFERRAL PROGRAM

There are few better ways to use social validation to 

generate leads than to empower users to refer their 

friends and family to Yourfund. By creating incentives 

for users to reach out to their networks we give them a 

nudge to drive action.

CALCULATORS AND COMPARISON TOOLS

Quick, easy-to-use calculators and comparison tools can 

help drive users to take more action with very little up 

front commitment. Allowing both borrowers and investors 

to quickly get ball park figures will help to enforce the 

competitive advantage of our products and services. 

FOCUS ON THE WHY & CULTURE

Many of the competition are highly focused on the how 

and the what. There is opportunity to differentiate by 

communicating the why, building deeper more valuable 

relationships with our users.

MAINTAINING THE BASELINE

Social proof, How it Works Video, Blog, Social Media,  

Company Leadership, Help Center.

Key opportunities
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https://www.kabbage.com

1

2

3

4

5

6

7

8

9

10

11

HOME

1. Hero Banner 
Featuring a “real” happy client as a backdrop (both looking 
directly into the camera - persuasion technique #5) the mes-
sage is clear, this is going to be simple, fast and easy. Link to 
get started and a 60 sec. video on how Kabbage works. 

2. A Persuasive Nudge 
Further illustrating how fast and easy it is to get capital, there 
is a clock updating real time how fast you could have the 
money in your account. This scarcity technique (#3) implies 
that you are missing out on having the available capital. This 
is compounded with trusted 3rd Party social validation.  

3. The Differentiation 
Providing a simple statement of how Kabbage is different 
than the typical lenders. Also uses persuasive technique of 
social validation of stating that they are the #1 provider of 
small business loans.   

4. Illustrating the Differentiation 
In support of the statement above, this slider illustrates the 
benefits, how they are unique, and what it can do for your 
business. It also is a launch point for a video on how to 
qualify.

5. Social Validation - Client Videos 
Featuring real clients in their own businesses talking about 
Kabbage and how they were helped. This rich social valida-
tion is direct from the user and is very authentic. All thumb-
nails feature clients looking directly into the camera. 

6. Social Validation - Client Testimonials 
For those who are more inclined to read than to watch a 
video, we have client testimonials. Again, all client images 
are looking directly into the camera. 

7. Social Validation - Third Party 
Utilizing a third party review site, here we see Kabbage bol-
stering their transparency and openness to external review. 
Must be credible right? 

8. Social Validation - Press 
Yet another source for social validation of Kabbage’s claims. 
Here we see direct quotes from various news sources and 
publications. Each call out links directly to the article. 

9. Education / Resource Call out 
Used as a page separator and adding a flash of color, here 
we see a call out to a “Free” small business guide for “ex-
plosive” business growth. This starts to build on the altruist 
brand promise of enabling small business not only with ac-
cess to capital but also with education and advice.

10. Access, Ease and Empowerment 
This area introduces Kabbage’s mobile app. This is another 
play to empathize with the users need to be mobile, yet still 
have instant access to their Kabbage credit line.   

11. Resources and Insights 
Here we have a robust listing of articles that are broken down 
into categories. This not only builds the brand in terms of 
offering more than capital, it also shows understanding of 
what is most important to the small business owner. FAQs 
are only useful if they really are Frequently Asked Questions. 
This shows knowledge and demonstrates empathy for the 
concerns of the small business owner.  

12. Newsletter Sign-Up 
To finish the home page, we have a newsletter sign up which 
opens the door to proactive communications from Kabbage 
to interested potential users. 

12

https://www.kabbage.com
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Kabbage 2/5

https://www.kabbage.com
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HOW IT WORKS

1. How it Works Video 
Straight forward feature spot to access the how it works 
video. This is primary goal of the page, as all other content 
is to support the video and provide key points for users who 
choose not to watch.  

2. User Barrier - Hard & Time Consuming 
Its very clear what Kabbage has determined to be their 
primary user blocks. The first is this is really fast and simple. 
Using design elements, not copy, we see a scannable bul-
lated list that is supposed to alleviate user concerns.  

3. User Barrier - I Won’t Qualify 
Again, using visuals not dense prose, we see that Kabbage 
uses a unique method of accessing multiple sources of data, 
not just your credit score, to determine if and how much you 
qualify for.   

4. User Barrier - Slow Access to Funds 
Another key aspect of service is its direct, on-going access 
to a credit line. This makes the relationship with Kabbage 
flexible for small business owners who can use the access to 
capital for a variety of reasons without having to reapply for 
additional loans.

5. User Barrier - Costs, Fees, Repayment 
Utilizing simple calculators gives the user a interactive way of 
getting a better idea of how costs, fees and repayment work. 
This is a great way of setting expectations and showing not 
telling the user what they can expect.  

6. Re-Enforcing Social Validation 
At the foot of every page is a reminder of credible third par-
ties re-enforcing the promises of the service. Just having 
logos such as TIME, Forbes, Bloomsberg and MSNBC visible 
on every page builds a bridge from these established and 
trusted brands with Kabbage. 

https://www.kabbage.com
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Kabbage 3/5

https://www.kabbage.com
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WHY KABBAGE

1. Key User Barrier - Flexible Funding 
Leading with the most compelling and most differentiating 
benefit from the service is the access to an on-going line of 
credit. Also a call out for the mobile app which further em-
powers the users “flexibility” and access to capital.  

2. Comparison to Other Lending Options 
As research that Jim has seen would suggest, small busi-
ness owners do not do an extensive amount of comparison 
shopping looking for loans. This area is to help these users 
not feel buyers remorse as the comparison is brought to 
them in an easy and consumable interface. It also creates 
the opportunity to highlight the benefits of the service in direct 
comparison to other options.

3. Real People Support 
In an effort to not feel like a robo service, Kabbage has a 
woman looking directly in the camera offering help via phone 
or web.  

4. Join The Club 
In addition to all the benefits of the service, you also gain 
access to many other resources that could help small busi-
nesses. This is another way to build empathy and establish 
the brand as one that truly cares about helping people build 
their small business.   

https://www.kabbage.com
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Kabbage 4/5

https://www.kabbage.com
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COMPANY

1. Why Kabbage Exists 
Using a video to tell the story of why Kabbage exists and how 
their company culture embodies the virtues they stand for. 
This is the kind of content that starts to build much deeper 
relationships with users who are looking for companies to 
business with that share similar views and values. 

2. Social Validation Gallery 
A gallery of different social validation sources.   

3. Company Leadership 
Full transparency of leadership and key investors of the com-
pany. In addition to the names, they also offer short bios to 
further humanize the company and validate it credibility. 

4. Strategic Partners 
A nod to strategic partners that through their relationship with 
Kabbage enable better performance for small business.  

5. Contact Us 
Clear, straight forward and accessible contact form. Also has 
multiple contacts for support, press and blog content.   

https://www.kabbage.com
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Kabbage 5/5

https://www.kabbage.com

RESOURCES (BLOG)

This is a great way to drive more user engagement and posi-
tion the brand as helpful and informative. Posting content that 
helps to drive business innovation for their clients creates 
good will and deepens the value of the relationship.  

THIRD PARTY REVIEWS

By leveraging third party review sites, Kabbage is providing 
the user with feedback that is not moderated by the company. 
This type of unaltered social validation is very valuable as it 
is seen as more credible and authentic.  

https://www.kabbage.com
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Prosper 1/4

https://www.prosper.com
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HOME

1. To The Point (The What) 
Focusing on the borrower, this hero banner juxtaposes aspi-
rational photography depicting freedom and success, while 
the message is very direct and tactical. The key action is 
Checking your rate.   

2. Proof Points (The How) 
Simple listing of the service benefits. Simple and straight 
forward. These do not (and probably should) link to more 
information. 

3. Social Validation 
Listing of news sources that imply validation from them. The 
whole bar links to their “in the news” area. You would expect 
clicking on individual brands would take you to the specific 
article that features Prosper, but it doesn’t.  

4. A Message for the Investor 
Simple benefit message for the investor with a link to learn 
more about investing at Prosper.  

5. User Services 
Based on the minimal design layout of this responsive page, 
I would suggest that it was developed mobile first. This might 
explain the simple language and task driven focus. The links 
for help, feedback and contacting Prosper at the bottom of 
the page are direct and to the point.   

https://www.prosper.com
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Prosper 2/4

https://www.prosper.com

1

2

3

4

INVEST

1. Why Invest with Prosper 
A slider showcasing the benefits of the service. Each panel 
uses information graphics to illustrate the benefit.   

2. What they Offer 
Specs and details of the service offering.  

3. Social Validation - We are Users Too 
An oddly placed awkward statement that tries to prove value 
of the service to the users by stating 92% of employees are 
prosper investors.  

4. Social Validation - Client Testimonial 
Seemingly an after thought, there is a tiny client testimonial 
in the bottom right of the page. This most likely works against 
them in trying to build social validation as it feels not authen-
tic and of little importance.  

BORROW

5. Get Your Rate 
The overview page for borrowers is dense with little graphics 
and one call to action. Get your rate. 

5

https://www.prosper.com
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Prosper 3/4

https://www.prosper.com
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3

HOW IT WORKS

1. The Big Idea  
Prosper is taking a very direct approach specifically calling 
out the key aspects of the service. There is an initial play on 
differentiation as they talk about removing the middle man 
and passing the savings on to the borrower. Secondarily they 
use a simple graphic to show how the service works.   

2. What it Means for Users 
Using a consistent treatment for both lenders and borrows, 
we are shown optimal rates for both. This is followed by bul-
lated list of user benefits. They are also using color to help 
differentiate from both user groups.  

3. User Barrier - Privacy 
I suspect they consider privacy to be their primary user bar-
rier as they specifically call attention to this and only this as a 
final statement to the page.    
    

ABOUT US

4. All Facts No Fun 
The company overview reads like a glossary page. It is void 
of company culture or a story of why they exist. Focusing on 
company facts not context, this feels cold and hard to relate 
to. Prosper is simply checking the box rather than using this 
as an opportunity to further and deepen the users relation-
ship with the brand.  

5

https://www.prosper.com
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Prosper 4/4

https://www.prosper.com

1

2

LOAN LISTINGS

1. Featured Loans 
As a reaction to the paradox of choice, Prosper initially 
shows a limited view of featured loan listings. This combats 
overwhelming the user with too much choice which leads to 
inaction. By serving a refined select list, it raises the probabil-
ity that they will make a choice and take action. The view all 
listing link is easily accessible.  

2. Enhancing the List with Icons 
There are specific categories of loan types and Prosper 
uses iconography to make each loan more identifiable by 
type. This also brings some visual interest to the page and 
ultimately make the list more scannable. Prosper removes 
all personal information outside of borrow location from the 
listings so you only have credit rating and status of the loan 
in order to make selections. 

    

3. Advice Tools 
In order to help drive user action, there is a prominent call to 
action to a tool that helps you build a diversified portfolio of 
loans on Prosper. The tool itself is behind a user account, so 
in addition to providing help in the selection process, it also is 
a driver for more user sign ups.   

4. Save Your Activities 
In order to continue your shopping activities at a later time 
or on another device Prosper encourages users to create an 
account so that they can retrieve loan watch lists and saved 
searches.  

5. Search Tools 
Prosper offers three ways to filter loans.  The three filters are 
Loan rating, keyword or listing number.

6. How to Invest (on Prosper.com) 
As another way to keep users engaged and informed, 
Prosper has links to answer questions about how to invest 
on Prosper loans. These links drive you deep into the invest 
section of site, relating high level investing principals with 
connections to the Prosper service offer.  

3

4

5

6

https://www.prosper.com
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Lending Club 1/4

https://www.lendingclub.com
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HOME

1. Hero Banner 
Lending Club image strategy centers on stylized illustrations 
of “real” users. Much like the “Talk to Chuck” campaign of 
a few years ago, these illustrations strive to bridge the gap 
between authentic people representing tangle benefits of 
the service while providing enough ambiguity so that users 
can picture themselves in the same context. The overall look 
feels manufactured and ultimately unauthentic. The illustra-
tions are poorly executed and feel very staged. The banner 
does have a simple, clear tag line that feels clear, direct 
and drives home the main feature of the site which is crowd 
sourcing lenders to keep rates competitive. The main call-to-
action is a check your rate form with exposed input fields.   

2. The Mission & How it Works 
The first featured content area establishes Lending Club as 
the first peer to peer lending site and has aspirational “why” 
content not just the what and how.  This copy is accompanied 
with a simple illustration that shows the high level relationship 
between lender, borrower and Lending Club.  

3. Social Validation - Press 
This area showcases trusted press brands and a static 
Forbes Award and a rotating Lending Club features in various 
news outlets. The Forbes Award link takes the user to Forbes 
website for a strong third party social validation, and to the 
In The News section of the Lending Club site for a complete 
listing of press coverage.  

4. The User Benefit & How To Video 
This area communicates the end user benefit, solid returns. 
Underlining benefits such as low volatility and monthly cash 
flow are also mentioned. Social validation techniques show-
ing loans funded to date and by last quarter make the user 
feel like “a lot of people are doing this, it must work.” These 
dynamic statistics link to a full page of information graph-
ics to show company growth and metrics around loans, 
returns, purpose and location of the loans. Account types 
are highlighted here as well. The introduction of tax deferred 
accounts as well as traditional brokerage accounts to attract 
a wide net of potential investors. The area also features a 
Investing at Lending Club video.   

5. Social Validation - Client Testimony 
In the “Featured Borrower” area we see a real client testi-
monial with the details of her personal loan. The area has 
a black and white photo, which makes it feel more second-
ary to other design elements on the page. The purpose of 
the loan is a link to a landing page dedicated to this type of 
personal loan.   

4

https://www.lendingclub.com
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BUSINESS LOANS

1. Affordable, Easy & Fast 
The use of their image strategy is consistent here with an 
efficient use of space featuring a specific offer headline and a 
prominent call to action to get a quote. The section also has 
navigational links to drive the user into the body of the page. 
These links resemble a consultative model, what is a good 
loan (Do), and I Eligible? (Access) and Compare (Evaluate). 
Also featured is a contact number to call.  

2. Why Lending Club 
The headline for this section is about social validation in 
encouraging the user to join hundreds of thousands of other 
people who got loans. The rest of the section uses iconog-
raphy to support scannable user benefits and combat user 
barriers. The key differentiating barrier of interest here is the 
“your not a loan” suggesting this online service has a face 
and cares about your business by offering a client advisor. 
Lending Club also leverages a NFS, stating that 95% of us-
ers would recommend service to friends and family.  

3. What is A Good Loan? 
This is a very important and effective section of content to 
start to build credibility and empathy with the user. By offering 
them what a good loan looks like, Lending Club is selling 
their service through a consultative model. Here we see them 
highlight the things they feel make a good loan, which coinci-
dentally aligns to their service.  

4. Am I Eligible? 
This section lays out the contributing factors to eligibility so 
to set expectations with the user. This succinct layout utilizes 
typography, color and simple iconography to make it ap-
proachable and scannable. Following the content is a contact 
number for further questions.  

 

5. Comparison to Other Lenders 
In an effort to further validate their position in the market, 
we see a comparison between Lending Club and the typical 
online lender. The key here is to quickly address serious user 
barriers and quell any curiosity about other options. 

6. You’re Not a Loan 
This highlights a differentiating factor of their service model, 
the Client Advisor. Your not a loan imply we care about you, 
your business and we want you to be successful. This is di-
rect rebuttal to user perception that financial service compa-
nies only care about the bottom line. 

7. Repeat the Main Call To Action 
If you want uses to take a particular action, then you should 
give them access to it. Here we see the page be book ended 
with the same CTA. Get a quote in minutes, lets get started.

3

4

Lending Club 2/4

https://www.lendingclub.com

https://www.lendingclub.com
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CATERING TO SPECIFIC USERS

Lending Club organizes their main navigation to create 
essentially individual mini sites that cater specifically to 
their three main borrower user groups. Business Loans 
and Patient Solutions sites have completely different page 
architecture, content, design elements and feature a modified 
Lending Club logo. The main site is geared towards personal 
loans with all other areas of the navigation sharing the same 
site architecture, layout and design. 

Lending Club 3/4

https://www.lendingclub.com

https://www.lendingclub.com
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HOW IT WORKS

1. How It Works 
The main content area of the site uses a simple information 
graphic to show the relationship between borrower, lender 
and Lending Club. The copy explains how the service works 
and substantiates the benefits with a high customer satisfac-
tion rating for the financial services industry.  

2. More Details and User Benefits 
This section gets into more specific detail about the service 
and explains the exact process to use it. It then highlights the 
end user benefits for both borrowers and investors. It then 
runs through the specific steps for each user type.   

3. Privacy and Transparency 
To bolster their company culture and strengthen credibility, 
they assert protection of privacy and link to areas of the site 
that show past performance for both borrowers and inves-
tors. The area also has some social validation assets that 
link to videos from TV business news shows and some FAQ 
questions.  

 

ABOUT US

4. What They Do 
Focusing on the what and not the why, this page presents 
the service in the larger market context to further explain its 
benefits. It also describes the Lending Club experience as 
friendly, transparent and empowering. Quotes from notable 
financial experts are also featured.   

5. About the Company 
This section features content that addresses the companies 
growth, team and awards won. They emphasize their innova-
tion, disruption, growth and ambition.    

3

Lending Club 4/4

https://www.lendingclub.com

https://www.lendingclub.com
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Lending Tree 1/2

https://www.lendingtree.com
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HOME

1. Hero Banner 
Direct call to action to get a loan offer. Exposed input fields 
get you started with little effort. The brand leverages a vibrant 
green, puppets and a warm sunny day background graphic 
to make the site more approachable and friendly. The content 
is all about fast, ease and function. Content is keep to a bare 
minimum and graphic devices are used to make the page 
very scannable and engaging.   

2. Secondary Marketing Spots 
These spots use bold color, graphics and action oriented 
calls to action to get users to click. The three spots feature 
a free credit score check, personal loan offer and access to 
view the current loan rates.   

3. Showcasing Site Features 
This section features a slider that houses four “empowering” 
tools available on the site.  Using computers and iPads as 
canvases, the panels show actual interfaces of the tools with 
bold, bullated copy to attract users to the features. All call to 
actions are action oriented making everything feel fast and 
easy.  

4. Showcasing More Ways to Save 
This section features another slider that houses five prod-
ucts and services ranging from credit cards to student loans. 
Each panel is lifestyle photography, bullated copy and action 
oriented calls to action.  

5. What Lending Tree Does Video 
In addition to access to the video, this area also has many 
links to various features of the site.  Many of these features 
where also shown in the sliders above.   

6. Warm & Friendly 
What the site lacks in conversational copy preferring to focus 
on easy access to features and tools, it makes an effort 
to balance the feel with bold colors, plain talk copy and a 
calming sunny day background image. Their stated goal to 
remove stress from the process of looking for a loan.  

https://www.lendingtree.com
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Lending Tree 2/2

https://www.lendingtree.com
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SMALL BUSINESS LOANS

1. Hero Banner 
A direct message of getting competing offers for your busi-
ness loan fast. A single input field and call to action button 
get you started fast without making the interface feel like a 
form.   

2. Building Empathy 
This section tries to set the context for why it’s the right time 
for a business loan. It speaks more to the why than to what 
or how. It has related topics and a glossary terms to make 
the content more approachable and supportive. The tone is 
helpful, and quickly moves from why to how they can help.  

3. Same Call to Action, Different UI 
Here we have the exact same access to the application 
process, just with a different bold color, an icon and copy that 
highlights that the process is just a few simple steps. 

4. Addressing the Start-Up Loan 
Seeing the challenges that start-ups have in finding access to 
loans, they have directly targeted this market and offer some 
approaches to finding capital. A quick couple of requirements 
quickly transitions to other viable options for finding funds. Di-
rect links to other loan options and a large button to see free 
offers which again puts the user into the application form.   

5. FAQs 
This section features a wide range of questions from general 
to very specific. They are geared both to Lending Tree the 
company, how the service works to specific business loan 
considerations.    

6. Editorial Content 
The final section to the page highlights a wide range of edito-
rial content posted to the Lending Tree blog on the topic of 
business loans.   

https://www.lendingtree.com
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Kiva 1/2

http://www.kiva.org/home

1

2

3

HOME

1. Mission and How it Works 
With very little fanfare, the first area of content drives home 
the purpose of the site. Empower people with a $25 loan. 
The statement is followed by a link to the how it works page 
featuring a video.  

2. Its All About the People 
Unlike many of the other peer to peer lending sites which 
place privacy at the forefront, this site uses the actual bor-
rowers to help drive action. This banner is interactive as the 
user can select pictures to learn about the specific loans 
each are looking for. The user is shown where the borrower 
is in the world with a brief description and a call to action to 
loan now or browse more loans.   

3. Lets Get Down To Business 
This section drives straight into how the site works. A simple 
step process to making loans is next to a rotating spot featur-
ing relevant statistics of money lent, loans fulfilled and repay-
ment percentages. Access to recent blog posts and awards 
that Kiva has won.   

http://www.kiva.org/home
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Kiva 2/2

http://www.kiva.org/home

1

2

HOME

1. Featured Categories 
This slider of featured loan categories groups loans into 
areas of social concern. Addressing users who are coming 
to this site to provide relief to struggling peoples of the world, 
they have provided context for the loans to help users find 
loans that most appeal to their concerns. Much like the filters 
on the left hand rail of the page, these categories have im-
ages of real borrowers and subtitles that engage the user.  

2. Finding a Borrower  
For a site that is geared towards helping to empower the 
working poor versus making a profit, requires a different 
approach to filtering. Its not about credit ratings and interest 
rates, its about causes the user cares about and finding the 
right loan to lend assistance with. Each loan has a wealth of 
information to help the user in their selection.   

UPDATES (BLOG) 

This is a really engaging take on the use of the blog platform. 
Due to the nature of the very personal stories that are behind 
each loan, the Kiva blog works to keep the stories connected 
to the lenders so they can see directly how their invest-
ments have changed lives. The updates from the borrowers 
complete the circle that gives the lenders the gratification of 
knowing their contributions made a difference. 

http://www.kiva.org/home
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Kiva zip 1/2

https://zip.kiva.org

1

3

HOME

1. Hero Banner 
Featuring a real borrower looking directly in the camera, this 
banner also uses social validation by listing the total number 
of people who have supported small businesses on Kiva Zip. 
The call to action is to “Join Them”. 

2. A Featured Loan 
Aggregating a featured loan to the home page instantly 
places the borrower in front of the user and gets things 
started. Not only can you lend immediately to this borrower, 
this call out offers access to the entire list of potential loans 
you can contribute too.  

3. Social Validation 
In this section we see social validation using icons to repre-
sent key statistics for the site. Lenders, business funded, in-
terest rates and repayment rates. This site is all about results 
for real people looking to better their situations through hard 
work. 

ABOUT

4. Hero Banner 
Here we see another photo of an actual borrower with the 
mission for the site.   

5. How it Works 
A simple 4 step process to how the site works. The copy 
is full of emotionally charged words that key into the users 
underlining reasons for being at the site. This is not about 
making money, this is about empowerment and having a 
positive impact.  

6. Fill a Void 
This hero banner has another real borrower looking directly 
into the camera. The message highlights a barrier for small 
business, access to capital. The call to action is about “hav-
ing an impact”. 

7. Its About People 
The copy here re-enforces that this site is about human con-
nections and being apart of something larger than yourself. 
Social validation comes from lenders talking about why they 
lend at 0% interest.  

8. Qualifying for the Loan 
Unique to Kiva Zip, building a loan application is not based 
on credit scores. It leverages the “entrepreneur’s” network 
to establish creditworthiness. By starting to fund raise with 
your local communities to a designated threshold, the Kiva 
Zip community picks up the reigns and continues to drive the 
fund-raising. Kiva Zip calls this “Character Base Lending”.
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https://zip.kiva.org

1

LEND

1. Interactive Map 
This interactive map enables the user to drive to communities 
they are most interested in. Loans are dynamically plotted 
giving the user a unique way for helping to select the right 
loan to make. 

2. Filter Bar 
Secondary to the interactive map is a filter bar that gives the 
user additional ways to narrow down their search for the right 
loan. 

BORROW

3. Hero Banner 
This banner features an entrepreneur working at his craft. 
The photo has an authentic setting an natural light which 
conveys honest hard work and creativity. This page is geared 
toward getting entrepreneurs to apply for a loan. 

4. How it Works 
This section lays out the four steps for the application pro-
cess. The language here stresses simplicity, transparency 
and access. 

5. The Mission and How To Video 
This section drives home the mission of the site. 0% inter-
est, no Fee loans for entrepreneurs. Its about connecting 
a passionate community to creative people trying to grow 
businesses. An introduction to Kiva Zip Video is the main call 
to action.

6. Social Validation 
Small business owners validating the service with testimoni-
als about their growth and success using the service.   

7. Character Over Credit 
This section addresses a user barrier of qualifying for a loan. 
Its not about credit scores here, it about character and build-
ing credit through referrals, friends and family.   

8. Interactive Calculator 
This interactive calculator is connected to the actual loan 
request input fields to make the process of getting started 
very easy and seamless. If the payment schedule looks 
good, then just continue to fill out the forms and hit the apply 
button.   
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Square 1/4

https://squareup.com

1

HOME

1. Hero Banner 
The image strategy of using a top down view of business 
point of purchase tables is consistent throughout the site. 
The unique perspective is unexpected, but is instantly en-
gaging and highlights the point of contact with the product. 
The images are authentic, warm and naturally lit. They feel 
lived in and human even though there are no people in the 
shots. The copy is direct but personal and it addresses the 
key aspects of the product, start making money today from 
anywhere you do business.   

2. New Feature Call out 
This content section uses a beautiful video to show busi-
nesses of all types utilizing Apple Pay on Square products. It 
emphasizes technology, empowerment and one stop solution 
for all your business needs.  

3. One Stop Shopping 
Square is building it business around the idea that they have 
a service with an entire ecosystem of products to enable your 
business to grow. Everything is covered, focus on your grow-
ing your business not worrying about taking payments and 
bookkeeping.  

4. Color Systems 
Square uses color to help differentiate and group their solu-
tions for your business. Not only does this add color and 
warmth to the page, it also provides context for the user 
when they navigate deeper into the site.

5. Complete Solutions for all Businesses 
Square is using this section to appeal to users thinking in the 
context of their business. By placing the service and products 
into each business’s context it makes it more tangible for the 
user to envision Square working for them. This shows the 
user that Square has done their homework to understand the 
demands of each business and to make sure their products 
will work in those environments. 

6. Confronting User Barriers 
This section addresses user barriers of support, security, 
pricing and big revenue business perks. Using iconography 
and clear headlines, the area is scannable and attractive. 
Each call out has a call to action to dive deeper into the 
subject. 

7. Social Validation 
You should join the millions of businesses already working 
with Square. 
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https://squareup.com

1

CAPITAL

1. Hero Banner 
A clear mission statement emphasizing simplicity and access 
to capital for growing businesses. A laptop features an inter-
face showing access to capital within the Square service.

2. User Benefits 
This section uses iconography to illustrate the user benefits. 
Simple one word headlines makes it feel easy and simple. 
The service is very similar to YourFund in that repayment is 
automatically drawn from daily sales. Payments are flexible 
based on how your business is going. 

3. How it Works - Eligibility 
This section focuses on eligibility for access to Square Capi-
tal. Using a screen shot to show actual offers, it lays out the 
parameters for eligible businesses. There is also access to 
becoming a square merchant. 

4. How it Works – Financing 
This section runs through a sample scenario to illustrate how 
the loans get paid back. There are also images to support the 
copy. 

5. Social Validation 
Real business clients video discussing the benefits of the ser-
vice are feature in this section. These well produced videos 
do more than just discuss the great service they help Square 
build their brand as a company that invests in its clients and 
creates opportunities for growth that were unavailable with 
traditional financing options. NPS scores are also highlighted 
stating 85% of clients extremely likely to recommend Square 
Capital. Finally client testimonials are also displayed.  

6. Bringing It Back To Your Business 
The footer of this page brings the focus back to the user’s 
business. If your interested in Square Capital, lets explore 
the whole ecosystem of products and services Square has 
developed specially for your business.  
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https://squareup.com

1

CAPITAL

1. Hero Banner 
Consistent use of their table-top point of purchase photog-
raphy specifically geared towards retail businesses. Directly 
under the main call to action, there are two sub links offering 
even more specific business types under the retail category, 
apparel and markets.   

2. Social Validation 
Over 100,000 retailers use Square. This statement is backed 
up by addressing user barriers such as simplifying your op-
erations and adding new opportunities such as mobile point 
of sales, free online store, inventory management and next 
day sale deposits to your bank.  

3. Social Validation 
Authentic real photographs of Square retailers and their 
shops with supporting testimonials.  

4. User Barrier – Simplicity 
Everything you need to run your business in one app. Ad-
dresses all user barriers as it pertains to running the busi-
ness. 

5. User Barrier – Integration 
Physical products that integrate into the service to expand 
and extend functionality making a best-in-class point of sale 
kit.

6. User Barrier – Tracking Inventory 
Common barriers to retailers are being highlighted one by 
one. Each barrier has beautiful images as well as succinct 
copy to articulate the solution.  

7. User Barrier – Marketing 
Helping small business owners who most likely wear 5 hats 
and might not have certain expertise such as marketing know 
how. Square service empowers them to maximize their sales 
to create future repeat sales.  

8. User Barrier – Online Sales 
Small business retailers might have used all their capital to 
build a brick and mortar store and don’t know how or can’t af-
ford to have an online presence. Square has considered this 
and has a solution to make sure you can sell online as well 
as in person.  
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https://squareup.com

1

SUPPORT

1. Hero Banner 
The banner features a photograph of real Square support 
employees with San Francisco in the background. This gives 
the user a sense of location for where Square is located and 
the assurance that there are real people ready to help them 
succeed. 

2. How Square Supports 
This section shows all the available channels for support 
from Square. Iconography is utilized to make it more visually 
interesting and approachable.   

3. A Phone Call Away 
A phone number is prominently displayed with the business 
hours of operations. Clear expectation setting and access 
to retrieving your customer code, which you will need to get 
support.

4. Support is Connected 
In an effort to alleviate a user barrier that support employees 
are not very knowledgeable, they use this section to illus-
trate that they work side by side with product, design and 
engineering. This is to emphasize they are fully capable of 
handling any issue that might come up.

5. Apart of the Process 
Not an after thought, support is integrated into the work flow 
of engineering so that they real user feedback is constantly 
being heard to make products better. 

6. Network Status 
To address another user barrier of network status, Square 
makes a dashboard available though the web to monitor the 
system to make sure it running.   

7. Square Support Staff 
Photos of Square support staff offer warmth and a human 
face to the service. This enforces the feeling that Square is 
about people helping people.  

8. Social Validation 
A testimony from a user about how efficient a support staff 
was at addressing the issue and getting the business back 
up and running.  

9. Social Validation 
Statistic on amount of questions answered by support. 
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OnDeck 1/5

https://www.ondeck.com

1

HOME

1. Hero Banner 
An OnDeck Client is featured in their small business with an 
accompanying testimonial. The client is not looking into the 
camera and there is no link to read more about the client or 
to other testimonials. The main call to action is a qualifica-
tion form with input fields that drives you into the application 
process if you qualify. The take away from both the client and 
headline for the form is ease and removing obstacles. 

2. What We Offer 
This section clearly lays out the two major offerings. Term 
loans and lines of credit are featured with a line of supporting 
copy that lays out the high level offer. There are links to take 
the user directly to learn more.   

3. Confronting User Barriers 
In this section we see OnDeck address what they believe to 
be the primary user barriers. The headlines are user benefit 
oriented and are supported by a brief paragraph using many 
social validation and scarcity techniques. 

4. Social Validation – Client Testimonials 
Featured here is a slider (vertical) that showcases user 
testimonials with an accompanying photo of the client. In 
addition to linking to the testimonial section of the site with 
video testimonials from clients, you can also link to the users 
business website which is a subtle way of further showing 
OnDeck’s support for small business going beyond simply 
providing capital.

5. Social Validation – Third Party Reviews 
This section is apart of the global footer and appears on 
every page of the site. The section features many trusted 
brands and each link to a specific review, article or reward 
that OnDeck has received. 

6. Newsletter Sign Up 
At the very bottom of the global footer is an area where you 
can sign up for OnDeck’s newsletter.  

SMALL BUSINESS LOANS 

7. Social Validation – Scarcity 
The main headline for this page drives the user to take action 
by suggesting there is money on the table that the user could 
have in as fast as one business day.    

8. Two Main Offers 
This section shows the two main products that OnDeck of-
fers. It is the same widget from the home page with a CTA to 
the application process.  

9. Building Empathy 
This section lays out the most common use of the capital that 
OnDeck offers for small businesses. Here OnDeck is trying 
to show its understanding of the challenges small businesses 
face, and why capital is needed. This type of content makes 
the user feel like they are in the right place talking to people 
that understand their situation.  

10. How It Works 
Using a simple information graphic with icons, OnDeck il-
lustrates how the service works. Each step has clear, action 
oriented title with supporting copy that further sets expecta-
tions as to what each step entails. The main CTA is entry into 
the application process.

11. Highlighting Differentiation 
This section of content calls attention to what make’s OnDeck 
different from the competition. The CTA takes you to an entire 
page with a nice information graphic to illustrate how OnDeck 
stands up to the market.
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OnDeck 2/5

https://www.ondeck.com

1

ABOUT US

1. Hero Banner 
The headline is clear and straightforward about the “Why”. 
The banner design is somewhat awkward and dark, as the 
type sits on a black transparent block over an image is com-
pletely obscured.  

2. The Mission 
In this main content area of the page, the why is enabled by 
technology and OnDeck’s passion to create a new evaluation 
process that isn’t solely based on credit score. The hook they 
are using to capture this is, “ Saying yes more often, faster.” 
This is then supported by social validation around statistics 
and a chart that pertain to OnDeck’s lending.    

3. Social Validation – Businesses Served 
This section features a graphic of the US and Canada and 
static supporting the number of loans served. There are no 
CTAs or links to learn more.

4. Social Validation – Third Party 
This section leverages the BBB and their rating of A+. They 
also mention their NPS of 93% of customers would recom-
mend to a friend. There are no CTAs or links to learn more.

5. Social Validation – Third Party & Awards 
This section highlights features in major news outlets plus 
statistics on awards won. There are no CTAs or links to learn 
more.

6. Core Principles 
OnDeck is using this area to feature their core principals. 
Taking this much real estate to clearly define the culture and 
priorities of the company work to combat the publics belief 
that all financial service companies are inherently greedy and 
don’t have the consumers best interest in mind.  Clicking on 
the title takes you to a page that fully explains in detail all of 
the principles. This full explanation is another example of how 
they are showing the user that is a major component of why 
they exist and how it will benefit the user.   

7. We Want to Lend 
This sections headline is likely as a reaction to what most 
small businesses hear everyday as they are rejected or 
delayed in trying to get loans. A tongue in check way of high-
lighting this user barrier, they use this to introduce a video of 
how it works to apply for a loan from OnDeck.  
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OnDeck 3/5

https://www.ondeck.com

1

WHAT MAKES US BETTER

1. The Main Proof Points 
This featured section has a direct headline that responds to 
the page title “What makes us better”. The section features 
icons and supporting copy to clearly lay out the main differen-
tiation points.

2. Comparison Chart 
The comparison chart uses color and icons to make the fea-
tures scannable and easy to compare the main advantages 
of OnDecks’ offering. The main CTA is access to the applica-
tion form.  

DO YOU QUALIFY 

3. Question / Answer 
This opening headline addresses the users need and con-
cern. It is followed by a series of icons and minimum require-
ments needed to qualify. It also has a link to set expectations 
on certain industries they can not lend to. Interestingly, the 
following page has extremely small type and no justification 
or explanation as to why they don’t serve these industries. 
This works against the trust they have built with the user. The 
main CTA for the section is a access to the application form.   

4. Offering More Than Capital 
This section features next steps for those who might not 
qualify for a loan. It explains OnDeck’s partnership with 
SCORE, a non-profit that mentors with small business to help 
them succeed. Working with services like this and offering 
them to their users, OnDeck further builds their credibility 
as people who truly care about supporting and empowering 
main street.  
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OnDeck 4/5

https://www.ondeck.com

1

TERM LOANS

1. What & How 
This section introduces the Term Loan product. It explains its 
advantage over traditional channels then immediate uses an 
information graphic to show how it works. This content widget 
follow a similar pattern used across the site. The overall look 
feels familiar and simple as you navigate from page to page. 
Over time this reflects on the products lending credibility that 
they too are simple and easy.

2. An Example, Not A Calculator 
This area offers the user an example of what a return on 
investment could look like for your business. Using two dif-
ferent examples of how to use capital to save the business 
money or to expand to make more profit. This content would 
be even more effective if there was an interactive tool where 
the user would be able to model their own situation to see 
exactly how their business could be helped through access 
to capital.

3. Pricing & Qualifications 
This section uses a table to lay out pricing and qualifications 
for the two main variations of term loans. While the pre-
sentation is clean and clear, this content would also benefit 
from an interactive calculator or tool to allow for the user to 
engage and drive to the product that best fits their situation. 
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https://www.ondeck.com

1

REVIEWS

This page offers the user three third party channel testimoni-
als from actual users. Each channel has an overall ranking 
as well as featuring two testimonials from actual users. While 
this very powerful on the surface, the fact that you can not 
link to the testimonial in context makes this feel somewhat 
unauthentic. Simply cherry picking specific user reviews and 
not offering to send user to these channels to see things in 
context works against building trust. The content overall feels 
heavily moderated and controlled. It would be much better to 
have links to review on the third party site. With this type of 
social validation, its really complete transparency or don’t do 
it at all.

BLOG 

OnDeck’s blog is very nice and packed with tons of content. 
It is immediately clear that they have invested a lot of effort 
into making it as beneficial as possible to small businesses. 
In addition to various categories of editorial content, they 
actually highlight a section called “advice”. The take away for 
users here, is that the company is going to stand with me and 
help me far beyond simply offering capital. In addition to the 
blog content, it also serves to get more people to sign up for 
the newsletter and start the application process for a loan. 
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Home pages

KABBAGE

KIVA ZIP

PROSPER LENDING TREE

SQUARE

LENDING CLUB

KIVA ON DECK
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How it works

KABBAGE

KIVA ZIP

PROSPER LENDING CLUB

KIVA

ON DECK
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About us

KABBAGE

KIVA ZIP

PROSPER LENDING CLUB

KIVA

ON DECK
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Application forms

KABBAGE BORROW

KIVA JOIN

LENDING CLUB BORROW

PROSPER INVEST

LENDING TREE BORROW

SQUARE JOIN ON DECK

PROSPER BORROW


