
CONTEXT
Governments worldwide have tried to encourage 
comparison shopping of financial products by 
introducing disclosure regulations. An early example 
of mandated financial disclosure is the Truth in 
Lending Act of 1968, which required that U.S. 
consumers be presented with key financial terms 
for credit products and standardized the calculation 
of certain key product terms and disclosure formats. 

Peru and Mexico introduced similar disclosure laws 
in 2005 and 2009, respectively. However, large price 
dispersions still persist, which indicates that these 
e�orts may have been unsuccessful. In addition, 
while disclosure regulation dictates which terms 
should be disclosed and how they should be 
calculated, the actual design of the forms is 

typically left to the financial providers.

Giné, Martínez, and Mazer (2017) tested which types 
of disclosure formats best facilitate comparison 
shopping for savings and credit products by 
low-income consumers in Peru and Mexico.

LABORATORY EXPERIMENT
In a lab experiment, low-income consumers were 
assigned a financial profile and then incentivized to 
choose the product that best fit their needs from 
among 5 or 10 available products. In each round of 
the experiment, information about the products was 
presented in a di�erent format, including current 
marketing materials gathered from financial 
institutions during sales visits by actual consumers 
as well as a simplified key fact statement (KFS) 

designed using behavioral insights to facilitate 
comparison shopping. A total of 600 subjects in Peru 
and 1,071 in Mexico participated. 

FINDINGS
• The simplified KFS significantly improve 
consumer decision-making compared to the 
marketing materials provided by financial 
institutions. The e�ects were much stronger for 
credit than savings products. The probability of 
choosing the cheapest loan increases from 42 
percent using the marketing materials to 65 
percent using the simplified KFS. Also, enhanced 
transparency in KFS increased price elasticity. 
The price elasticity of credit products was −1.04 
when using brochures and −3.19 when using the 
simplified KFS—that is, about three times as 
large. 

• Financial education may not be as 
cost-e�ective as a well-designed KFS. Although 

financial education is correlated with better 
financial decision-making, with credit products, 
the e�ect of the disclosure format is about three 
times as large as that of financial literacy. More 
importantly, a simplified KFS was particularly 
useful for financially illiterate individuals, as 
financial literacy increased the price-elasticity of 
credit products by 58 percent when using 
brochures but only by 7 percent when using a 
simplified KFS.

POLICY IMPLICATIONS
The laboratory-setting approach can be an e�ective 
and low-cost mechanism for testing the design of 
financial disclosure initiatives. It also suggests that 
policy makers need to not only mandate certain key 
terms but also the formats with which these terms 
are presented, to encourage comparison shopping 
and improve financial well-being. 
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