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The Financial Inclusion Insights (FII) program responds to the need identified by multiple R
stakeholders fotimely demandside data and practical insights into digital financial services -\ .
(DFS), including mobile money, and the potential for their expanded use among the poor. : “QH ~ 2

The FIl teanmplements nationally representative population sunasys qualitative research
studies irBangladesHndia Indonesia, Kenyaligeria, PakistaiTanzania and Ugantia

Track access to and deméandfinanciakervices, especially DFS;
Measureadoption and usef DFS among keyderserved group§emales poor, ruraletc.);
Identifydrivers and barrier® further adoption oDFS;

Evaluatg¢he agent experiencand the performance of mobile money ageratsd

Produceactionable, forwardookinginsightsbased on rigorous data support product and
service development ardklivery.

To Do To Io Do

TheFIl program is managed by InterMedia. Visit the Fll Resource cdetnmore:
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UGANDA EXECUTNG&UMMARY

SURVEY DEMOGRAPHICS

Adultpopulation Adult population
(15+) (15+)

Gender Age

Male 47% 1524 40%
Female 53% 25-34 25%
Geography 3544 16%
Urban 24% 4554 9%
Rural 76% 55+ 11%

Income Aptitude
Abovethe $2.50/day poverty lin 44% Basic literac 62%
Below the $2.50/day poverty lir 56% Basic numerac 97%

Source: InterMedidgandaFIl Tracker survey WaveNt=@,000 15+) JulyAugust, 2016.
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UGANDA EXECUTIVE SUMMARY

COUNTRY CONTEXT

Financial inclusion increased in Uganda from 2015 to 2016. The year witnessed positiféne Bankf Uganda maintained strong focusn promoting financiahclusion in 2016
developments in the marketplace, including new financial services products and chandgbsough reforms to the legal and regulatory environment.

in the regulatory environment, along wighowth in the proportion of the population that
holds a mobile money accouithese developmentse likely to leatb more active use
of digitalaccounts, and more use of advanced services such as digital credit.

A MoKashs thefirst digital credit product to be offered in the Uganaaarket.
Launched in August 2016, is the result of a partnershigetween the
Commercial Bank of Africa (CBA) and MTN Uganda. _ _ . _ . _ .

Aaz2Yl 4K LINROARSAE OdzaG2YSNE | adAads 27 oK ’#ﬁﬁr@%ﬁ%ﬁ%ﬁ&r}?ﬁ:i 19 QffemiSeptieglBAang g Phardmwand, o b o,
money platform, including the ability to save and borrow microloans from the CBA. '

This is a positive sign for digital financial services (DFS) providers. o Bancassurancalows banks tgell customers insuranservices angroducts

(such as auto insurance) behalfof insurance companies. Banks receive a

commission on the insurance products they sell.

, enacted in February 2016, provides
regulationdor agencybanking, Islamic banking, additional Credit Reference Bureaus,
insurance (referred to as: Bancassuranael, reform of the Deposit Protection Fund.

o0 Agencybankings aimed at increasing access to formal financial services by
allowingbankinstitutions tooffer basic banking servictsthe unbanked.

Al 3 yiRdguletéry entities are recognizing the need to develop products and
services that satisfy specific customeeds. Comparedith Kenya and Tanzania, the

limited digital financigbroductsoffered in Uganda, to date, have provided little 0 These threeomponents givéinancial institutions greater latitude to not only
incentive for customer uptake and continued U3mital products such as MoKash offer more, but better ananore convenient, servicés clients, thus enhancing
may bode well for the expanded use of digital finarsealices if tailored digital financialinclusion.

products,such as bill pay and online schfga payments, continue to be made
available to customers.

Source: InterMedidgandaFIl Tracker survey WaveNt@,000 15+) JulyAugust2016.


http://www.mtn.co.ug/Mobile Money/Banking/Pages/MoKash.aspx
http://www.bou.or.ug/bou/bou-downloads/acts/supervision_acts_regulations/FI_Act/Fin-Amendment-Act-2016.pdf
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NOTABLE STATISTICS

Two in five Ugandan adults now have a registered financial actigamdas gradually building meaningfiishancial
inclusion viancreased acces$s mobile money services agdowing registeredhobile money accounts

0 Accesso financial services continued iticrease in 2016, reaching 55 percent vep&@ent in2015. This was
dueto continued growth in the population that uses mobile money, which reached 53 pérbengrowth in
access is statistically significant.

0 Theuse of registered financial serviceas statistically unchanged vs. 2015. Apparent chanilpe use of
registered mobile monegccounts (from 35% in 2015 to 38% in 2Gdf&eta small decrease the use of bank
and NBFI accounts 2016, bank account ownership declined to 9 percent from 11 percent in 2015. Ownership
of NBFI accounts also went dofom 6 percent in 2015 t@l percent in 2016 These differences were within the

adzNSeQa YINABAY 2F SNNBNE YR INB GKSNBF2NB adrkradArAadAaoltte

0 Activeuse among registered account holdegmained constant ovehe past yeafThirty-three percent of
Ugandans are active users of their registered financial accounts, compared to 34 percent in 2015.

o Useof advanced functions beyo#mhsiewallet servicegcreasedrom 13 percent in2014to 17 percent in 2016.
Savings and bill pay remain the most common advanced activities. Payroll distribution via digital accounts is on
the rise

o The customer journey towards financial inclusion is led by mobile money services, with close to a third of the
population using the services actively. Those who use bank services are driven by the need for particular services
banks provide; of those who use banks, more than eight in 10 have their own accounts.

*QOverlap representing those who have multiple kinds of financial accounts is not shown

Source: InterMedia Uganda FIl Trackevey Wavd (N=3,000, 15+), Juugust2016.

www.finclusion.org
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2016: Financial Inclusion*
(Shown: Percentage of Ugandan adults, N=3,000)

40%

Financially included

—1
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B8orasy i G2

registered mobile
money account

g%have a fuH
service bank account

4%have a ful
service NBFI account
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UGANDA EXECUTIVE SUMMARY

NOTABLBTATISTICS (CONT.)

Mobile money continues to be the predominant financial service in Uganda Mobile phone and mobile money account ownership
(Shown: Percentage of Ugandan adults for each) year

o In2016, the percentage of Ugandan adults who heegéstered mobile money account increased to 38 percent,
from 29 percent in 2013.

o Growthin mobile money account ownership is a key driver of financlasiongven though the growth is at a 2016 51%
more gradual paceomparedwith Kenya and Tanzania 38%
o Seventeempercentof Ugandans acces®mobile money services/er the counter OT@A I 'y | IYGE@ Qa I 002dzy (i @

use has been increasing since 2014, when 10 percent of Ugandans used OTC services.
55%
o Almosttwo in five Ugandan@9 percent) knovabout mobile money but thego not use the servicehey are 2015 ’

cawarey 2 Y dzzofSrieilémoney.
' I yRFEQ& NBfFiAGSte 26 NI GS 2 1beadaFettymobile Mchackour® LIK2yS 2y SNAKALI O2yiAydzSa

rgisiation I
2014

o The ability to own a mobil®oneyaccountis dependent on mobile phone ownership and the ability to use 33%
mobile phones to sendr receive text messagesdultswithout access to mobile phones and those who borrow
phones tend to b@oor, femaleand livein rural areas

0 Mobile phone access and SIM card ownership decreased due to government deactivation of unregistered SIM2013 _ 62% 5 3
OF NR& |yR LINEY2GA2YyLFf 402dzydSNFSAGE LIK2ySa o60GKz2aS 4 PP SR {La OF NRa
GKFG LINPOGARSNRAE aSNBAOSaL

35%

m Mobile phone ownership

Mobile money account ownership
*Qverlap representing those who have multiple kinds of financial accounts is not shown

Source: InterMedia Uganda FIl Tracker surveys Wave 1 (N=3,000, 15+), Sé&memhber 2013; Wave 2 (N=3,001, 15+),-Julye®14; Wave 3 (N=3,000, 15+),
JulyAugust2015; Wave 4 (N=3,000, 15+), Jaigust2016. 9
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UGANDA EXECUTIVE SUMMARY
FINANCIAL AND DIGITAL INCLUSION

A Almost all Ugandans who are financially included can access their acligitally; this includes all those with
registered bank and mobile money accounts. Mobile money drives financial and digital inclusion.

A Only halof NBFI account holders have digital access to délewunts.

Financially Included* Digitallyincluded

Have a registered mobile money account

38

Have a fulservice bankccount

40 9

Have dull-service NBFI account

4

Digitally included through mobilemoney account

G s

Digitally includedhrough a fullservice banlaccount
ab 9

Digitally included througé fullservice NBFI account

o 2

39

*Percentageof Ugandaradults,N=3,000

Source: InterMedidgandaFIl Trackesurvey Wavd (N=3,000 15+) JulyAugust 2016 10
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UGANDA EXECUTIVE SUMMARY
ACCESS AND REGISTRATIORIAMANCE

A Mobile moneyaccessontinued to grow irR016, leadindgo the expansion of financiakervicesBank and NBFI usage
remained constant vs. 2015

A The increase in mobile money access may be the result of an increase in the number of mobile money agent
locations. Growth in users of mobile money services via agents outpaced the uptake of registered accounts.

A The rate of registered account ownership is statistically unchanged from 2015.

Account access/trial Registered users
(Shown: Percentage of Ugandan adults for each year) (ShownPercentagef Ugandamadults for each year)
53 55
47 47 a7 2O
43 43 40
38 38 39
33 35 33
29
14 15 1, 121495
7 8 ¢ 5 6 4
NA - NA -
Nonbank financial Bank Mobile money NBFI, bank, and/c Nonbank financial Bank Mobile money NBFI, bank, and/c

institution mobile money Institution mobile money

2013 (N=3,000" 2014 (N=3,001)m2015 (N=3,000m2016 (N=3,000)

Source: InterMedia Uganda FIl Tracker surveys Wave 1 (N=3,000, 15+), Sépenrthber 2013; Wave 2 (N=3,001, 15+),-Julye®14; Wave 3 (N=3,000, 4%

JulyAugust2015; Wave 4 (N=3,000, 15+), Agus2016. 11
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UGANDA EXECUTIVE SUMMARY

ACTIVE USE AND ADVANCED WSELAANCE

A A thirdof Ugandansvho holdfinancial accountasethem actively in their dajo-day lives; financial services active
use has remained constant for the past three years.

A Mobile money advanced active users showed no growth vs. 2015, but tripled vs. 2013. Saving and bill payment
products are the most frequent advanced use cases.

Active registered users Advanced active registered users
(Shown: Percent of Ugandan adults for each year) (Shown: Percent adgandanadults for each year)
I
34 34 33 I
29 31 32 30 |
26 I
I
I
17 17
I
| 13 15 14
10 11 4 | 9
7 6 6 8
4 5 3 I 4 5 5 5
! 3 2
NA [ - L ONA [ e |
Nonbank financial Bank Mobile money NBFI, bank and/c | Nonbank financial Bank Mobile money NBFI, bank, and/c
institution mobile money institution mobile money

2013 (N=3,000}" 2014 (N=3,001)m2015 (N=3,000m2016 (N=3,000)

Source: InterMedia Uganda FIl Tracker surveys Wave 1 (N=3,000, 15+), Séptearhber 2013; Wave 2 (N=3,001, 15+),-Juye®14; Wave 3 (N=3,000, 1p
JulyAugus2015; Wave 4 (N=3,000, 15+), Jubgust 2016. 12
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CUSTOMER JOURNEY

PRECONDITIONS ACCESS & TRIAL REGISTRATION ACTIVE USE

www.finclusion.org

UGANDA

ADVANCED
ACTIVE USE

13
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CUSTOMER JOURNEY

A

A

Financial inclusion may be conceived as a process throughamficif R A @riedisizirefm@tly advancing stepy-
step towards increasingly active engagement with a growing range of financial services.

Understandindnow different demographic groups advance on the customer journey is useful for developing
strategies and interventions to assist more individuals to become users of the financial services that meet their

needs.

Five major stages in the customer journey are described in the figure below. The registration stage is where the Fli
program counts an individual as financially included, but the journey begins before, and extends after, registration.

PRECONDITIONS ACCESS & TRIAL

Preconditiosare the set of skills
and resources necessary to
progress on the customer
journey for a specific type of
financial account. Different
preconditions are required to
startthe customer journey for
differenttypes of financial
accounts.

Acces® trialis theuse of a full
service bank or NBFI account,
a mobile money account,
NEIAAGSNBR Ay
YEYS 2NJAYy &az2y
name, including ovethe-
counter transactions completed
via mobile money agents.

Registratiorof a fullservice
prbank, mobile money, or NBFI
account is the point in the
(ics®mer jgurkydvheRedzl f
SraliyidbialsSafe &oBried as
financially included.

REGISTRATION

ACTIVE USE

Active useneans that an
individual has used his/her
registered account to transfer

Q @&oney, save, or borrow within

the previous 90 days.

www.finclusion.org

UGANDA CUSTOMER JOURNEY

ADVANCED ACTIVE USE

Advanced active usecludes
saving, borrowing, bill payment,
merchant payment, receiving
wages, and/or receiving
government payments using a
financial account registered in
06KS dzaSNRa yl YS
previous 90 days.

GAGKAY

14
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UGANDA CUSTOMER JOURNEY

PATHWAYS TOWARDS FINANCIAL INCLUSION

A In Uganda, mobile money drives financial inclusion. More than half of Ugandans are using mobile money services,
with close to a third using the services actively. Mobile money services enjoy a high customer retention rate as
customers move from access/trial to active registered use.

The rate of use of bank and NBFI services remained relatively low. The lack of proximity to access points is one of the
challenges to greater use of these services.

ACCESS & TRIAL REGISTRATION ACTIVE USE ADVANCED ACTIVE USE

(Percentagef Ugandaradults,N=3,000)

™

Source: InterMedia Uganda FIl Tracker survey Wave 4 (N=3,000, 18%)gusty2016. 15
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UGANDA CUSTOMER JOURNEY

THE MOBILE MONEY CUSTOMER JOURNEY

A Seven in 10 of those who accessed mobile money services had their own registered mobile money accounts. A
However, morghan a quarter omobilemoney useraccessedhe services througBomeoneSt a SQa 2NJ 'y F ASy U Qa
account. Many unregistered users lagknershipof a personamobile phone and/o6IM card.

A More th,an eight in 10 registered mobile money users have progressed from registratipn to active,use. This indicates o A A 3
UKFO Y20AfS Y2ySé Ada O0SAYy3d -dedagdetivities. | 022t 02 FlLFLOAT{tAGLIOGS LIS2LI SQa RI e

A Less than half of mobile money active users progressed to advanced active use. Advanced use should increase as
more relevant products enter the market.

2016: Conversion rate for each step in the mobile money customer journey
(Shown: Percentage bfgandan adults)

12%* 84%* 47%*
[ R R R

ADVANCED
ACCESS & TRIAL 53%** REGISTRATION 38%** ACTIVE USE 32%** ACTIVE USE 15%**

*Proportion that progressed to the next stage in the journey  **Proportion of the total population at each stage in the journey

Source: InterMedidgandaF|l Tracker survey Wave 4 (N=3,000, 15+)Aliglys2016. 16
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THE BANKING CUSTOMER JOURNEY

A Even with low uptake of bank services, more than half of bank users were active registered users. Eight in 10 of those
who accessed bank services advanced along the journey to registered account use. This is an indication that bank
services and products are valuable to users, and current bank customers are driven by a need for the service or
services they use.

A More than seven out of 10 registered bank users progressed to active use of their accounts.

A More than half of registered bank account holders used advanced bank services.

2016: Conversion rate for each step in the banking customer journey
(ShownPercentageof Ugandan adults)

82%* 71%*

%y [ 1 [

ACCESS & TRIAL 11%** REGISTRATION 9%** ACTIVE USE 7%**

78%*

R

ADVANCED
ACTIVE USE 5%**

*Proportion that progressed to the next stage in the journey  **Proportion of the total population at each stage in the journey

Source: InterMedia Uganda FIl Tracker survey Wave 4 (N=3,000, 1Bw)gusty2016

www.finclusion.org

UGANDA CUSTOMER JOURNEY

17
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THE NBFI CUSTOMER JOURNEY

A NBFIs now have an even smaller presence in the financial services market in Uganda than do banks. Less than half of
Ugandans who tried fulervice nonbank financial institutions (NBFIs) proceeded along the customer journey to
registered use

A Threequarters ofregistered NBFI usesstivelyused theiraccounts (irthe last 90days).
A Twothirds of registered users progresdeaim active use to advancedtive use.

2016: Conversion rate for each step in the NBFI customer journey
(ShownPercentageof Ugandan adults)

44%* 715%™ 67%*
R R R

ACCESS & TRIAL 9%** REGISTRATION 49%%**

*Proportion that progressed to the next stage in the journey  **Proportion of the total population at each stage in the journey

Source: InterMedia Uganda FII Tracker survey Wave 4 (N=3,000, 18\)gusty2016
18
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UGANDA PRECONDITIONS

PRECONDITIONS FOR FINANCIAL INCLUSION

A Certain resources and skills are preconditions for advancing on the customer.journey

A While some of the following preconditions are necessary to access a financial accoungrethetsstrictly
necessary but enablec@nsumer to register a financial account and use it in a meaningful manner to reap the
benefits of financial inclusion.

Mobile money awareness

Financial literacy

Resources— Preconditions __ Knowledge and skKills
for financial Numeracy
inclusion
Ability to send/receive text

Source: InterMedia Uganda FIl Tracker survey Wave 4 (N=3,000, 1-3\4)gusty016. 20
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UGANDA PRECONDITIONS

PRECONDITIONS: KEY INDICATOR TRENDS

A In 2016, close to nine in 10 had the necessary identification card for opening a financial account; ownership of aartlentity
increased vs. 2014 after the government launched the National Identification Card registration campaign.

A Mobile phone access and SIM card ownership decreased due to government deactivation of unregistered SIM cards and 5 5 ) )
PNBY2UA2Yy I f &aO2dzyUSNFSAUE LIK2YySa ouKzasS gAUK o0f201SR {La OFNRa 0KIOa 2yfte |Iff

2016: Key indicators of preparedness for digital financial services
(Shown: Percentagef Ugandan adults, N=3,000)

0
89% 78% 92% 18% 97% 48%
Have the Mobile phone Mobile money Financial literacy Have basic Ability to send or
necessary |D* access SIM card awareness numeracy receive a text

2015 83% 85% 58% 91% NA* 80% 47%

2014 73% 79% 60% 91% NA 79% 49%

2013 75% 87% 64% 90% NA 83% NA
*Data points for 2016 not comparable with other years.
Source: InterMedia Uganda FIl Tracker surveys Wave 1 (N=3,000, 15+), Séptearhber 2013; Wave 2 (N=3,001, 15+),-Juye®14; Wave 3 (N=3,000, 15+), 21

JulyAugus2015; Wave 4 (N=3,000, 15+), Jbgust 2016.
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UGANDA PRECONDITIONS

GEOGRAPHICAL ACCESS

A Three in four Ugandans live within a kilometer of at least one POS, and more than half of consumers know of a mobile

money (MM) agent within 1 kilometer of where they live. Easy access to a mobile money POS has led to higher uptake of
mobile money services, versus banks and NBFIs.

A After mobile money agents, Ugandans are most frequently aware of an informal saving/lending group POS within 1
kilometer of where they live, mainly in rural areas.

2016: Proximity to pointef-service (POS) for financial institutions
(Shown: Percentage of Ugandan adults, N=3,000)

A total of 59% of adults know of an MM kiosk More than a quarter of all adults do

or agent within 1 km of their homes

75 not know of any ATM within 5 km
51
44 il 43
35 39
34
32 \e 29
18 22 18
12 12 14 14 15 17
9 10 10 9 10
lam| B | nE
Any POS Retail store with over- MM agent Banking agent Bank branch ATM Informal saving/lending MFI
the-counter MM kiosk group

Less than 1 km from home m 1-5 km from home m More than 5 km from home m Don't know

Source: InterMedia Uganda FIl Tracker survey Wave 4 (N=3,000, 1-34)gust?016. 99
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UGANDA PRECONDITIONS

A Ninetytwo percent of all adults can name at least one mobile money provider. Awareness has remained

relatively constant for the past four years.
A Almost twethirds of those who are unaware of mobile money do not use a phone; overghaeters

of those who are unaware are illiterate.

Mobile money provider awareness
(Shown: Percentagef Ugandaradultsfor each year)
o1 o1 92 2016: Awareness by poverty level
90 (Shown: Percentage of Ugandan adults, N=3,000)

98%00f adults living above the $2.5/day poverty line
87%00f adults living below the $2.5/day poverty line

2016: Awareness by gender 2016: Unaware of mobile money

'i' 'i' 'i' 'i' 'i' 'i' 'i' 'i' 'i' 'i' 95%0f males  82%lack basic literacy

©o 6 06 06 0 0 0 0 o G 13%lack basi
PRRRRRRRR T 89%oremais Goopmae noaccosoto prore

2013 2014 2015 2016

Source: InterMedia Uganda FII Tracker surveys Wave 1 (N=3,000, 15+), Sémearhber 2013; Wave 2 (N=3,001, 15+),-JulyeP14; Wave 3 (N=3,000, 15+),

JulyAugust2015; Wave 4 (N=3,000, 15+), Jbgust 2016. 23
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UGANDA PRECONDITIONS

AWARE NONUSERS PROFILE

A Awarenonusers of mobile money decreased2@15; but more than a third of Ugandans who knew about
mobile money still did not use the services.

A Themajority of those who are aware nonusers are pdiMing in rurabreasjess educated angbunger.

2016: Aware nonusers of mobile money 2016: Profile of aware nonusers of mobile money
(Shown: Percentage of Ugandan adults, N=3,000) (Shown: Percentage of aware nonusers of mobile money, n31,147

Above the poverty li
26%

35 years and older

Below the poverty li
S5% 74%

39%
aware Nonusers ¢

mobile money

43% in 2015

None/primary
education

82% Employed

Secondary educatio 60%
and above

18%

Source: InterMedia Uganda FIl Tracker survey Wave 4 (N=3,000, 13\)gusty2016. 24
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UGANDA PRECONDITIONS

FEMALE AWARE NONUSERS

A Morethan half of aware nonusers di@males. Lack of control over their finances is a significant barrier for the uptake of mobile
money services among women in Uganda. Mahiivgite decisions about how to save and spend money without male
involvement is a challenge.

2016: Aware nonusers of mobile money Concerns of female aware nonusers of mobile money
(Shown: Percentage of Ugandan adults, N=3,000) (Shown: Percentage of female aware nonusers of mobile money, n=781)

57% female

39%
aware Nnonusers (

mobile money 53%do nothave 81 %cannot use 2 6%are worried

money tospend or their own money about male family
savewithout consent privately members interfering

from ahusband or with how they use their
father or anyone else money

Source: InterMedia Uganda FIl Tracker survey Wave 4 (N=3,000, 18%)gusty2016. 25
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A The use of mobile money services is dependent on mobile phone access, ownership of a personal SIM card and the
ability to send or receive texts.
A Mobile phone access and SIM card ownership decreased vs. 2015 due to the deactivation of SIM cards.
A Large gender gaps persist between male and female rates of SIM card ownership and text messaging proficiency.
Mobile phone access SIM card ownership Ability to send or receive texts
(Shown: Percentagef Ugandan adults, by gender) (Shown: Percentagef Ugandan adults, by gender) (Shown: Percentagef Ugandan adults, by gender)
90 88 85
82 80 27 82 76 75
68 69
62
54 54 59 56 55
49 46
41 41 41
NA NA
Men Women Men Women Men Women
Men are more likely to access a mobile phone SIM card ownership has been SMS competence for women has been
declining since 2013 stagnant for the last three years

than are women
2013 (N=3,000 2014 (N=3,0010 2015 (N=3,000jll 2016 (N=3,000)

Source: InterMedia Uganda FIl Tracker surveys Wave 1 (N=3,000, 15+), Sémenmthber 2013; Wave 2 (N=3,001, 15+),-JulyeP14; Wave 3 (N=3,000, 4p
JulyAugust2015; Wave 4 (N=3,000, 15+), Julygust 2016. 26
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UGANDA PRECONDITIONS

AWARE NONUSERS PREPAREDNESS FOR MM USE

A In addition to lacking the skills needed to send or receive text messages, most nonusers do not have their own SIM

cards and mobile phones.

A Unregistered users lack some of the preconditions necessary for registering an account, such as a proper ID and a
mobile phone; registered users are twice as likely to own a mobile phone and SIM card than unregistered users.

96%

have basic numeracy

*|dentificationdocuments (ID) necessary for registering a mobile money or a bank account include one of the fallwatiogal 5 ~

2016: Preconditions of aware nonusefsnobilemoney (MM)
(Shown: Percentage aftvarenonusers of mobile moneg=1,147)

86%

have an ID*

\

26%

have at least one active SIM
card

24%

have a mobile phone

24%

ever sent/received text messages

)

LI 3aL2NIsE 20 SNDa

R NRA @S NIxsahod iss@es W araion card, military ID, birth certificatepany or government ID, taxpayer certificatéooal council (LC) certificate

Source: InterMedia Uganda FIl Tracker survey Wave 4 (N=3,000, 1Bw)gusty2016.

Ol NRZ
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UGANDA PRECONDITIONS

FINANCIAL LITERACY AND NUMERACY

New to the FlI survey in 2016, the financial

A Numeracy skills across demographics remained high, and continued to increase in 2016. literacy indicator uses a combination of survey

A Financial literacy was relatively low among the poor, females and those living in rural areas. The impact of the 'ftfr:gzrt: srt]trglef;# ggp?g?:\cf:(nn;r\]’gz?ggc?;?#_r
A2 SNYYSyuQa FTAYIFIYOAlIt tAUSNIOé auNrusS3Iez tFdzyOKSR making (interest rates, interest compounding P Ly
to ensure that financial services are used in a way that promotes financial health and sustainability. inflation, and risk dive,rsification) following thé

Standard and Poordéds Rating
Financial Literacy Survey methodology.

, Numeracy, by demographic 2016: Financial literacy, by demographic
(Shown: Percentagef Ugandan adults for each year) (Shown: Percentagaf Ugandan adults, N=3,000)
89 98 96 91 98 95 91 g7 98 95
7984 82 7578 81 83 80 77 79 85
77 76 73 74
22 25 22
I . I . I -
Urban Rural Above poverty Below poverty Male Female Urban Rural S)?/Z\r/g/ piifrtm; Male Female
2013 2014 m 2015 m 2016
Source: InterMedia Uganda FII Tracker surveys Wave 1 (N=3,000, 15+), Sé&mearhber 2013; Wave 2 (N=3,001, 15+),-JulyeP14; Wave 3 (N=3,000, 15+), 28

JulyAugust2015; Wave 4 (N=3,000, 15+), Jbgust 2016
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ACCESS AND TRIAL OF FINANCIAL SERVICES

A ' 31 yRI Yy doull-seQiCeSidadcial accounts (either their own or one belonging to someonénelsasedetween

2015 and 2016, driven by mobile money. Mtbren halfof adults are nowising mobile monegervices. Two key factors that
LINEY23GS GKS dzLJilF 1S 2F Y20AfS Y2ySeé FINB ! 3dFyRIyaQ KAIK

money points of service.
A Bank services use is very low among Ugandans, with bank use decreasing sindetakd 4f banking servicssexpected

to increase irthe comingyears as a result of the ,Which included regulations

GKFG tt2¢ F2NJ ONY yOKE Saa al3aSyoe oFylAy3dods

Access and trial of financial services
(Shown: Percentage of Ugandan adults for each year)

53 o 55
47 47 47
43 43
14 15, 1
7 8 6
e C

Nonbank financial Bank Mobile money NBFI, bank, and/or
institution mobile money

2013 (N=3,000) = 2014 (N=3,001) = 2015 (N=3,000) m 2016 (N=3,000)

Source: InterMedia Uganda FIl Tracker surveys Wave 1 (N=3,000, 15+), Sdmtearhber 2013; Wave 2 (N=3,001, 15+),-Jue®14; Wave 3 (N=3,000, 45
JulyAugust 2015Waved4 (N=3,000, 15+), Juugust 2016.

www.finclusion.org

UGANDA ACCESS & TRIAL

(@p])
Qx
Q.

t SgSta 2F |61 NByY

55%

of adults have access to at least one
type of financial services
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UGANDA ACCESS & TRIAL
DEMOGRAPHICS AND FINANCIAL ACCESS

A Lesghan half ofthe poor those who live in rural areas and women miid access any financigrvices in 2016, compared to 55 percent
across the population as a whole. These groups are considered demographically disadvantaged, with the poor being trerahlest vul

2016: Access to financial services 2016: Access to financial services, by demographics
(Shown: Percentage of Ugandan adults) (Shown: Percentage of Ugandan adults in each group)
Poor(n=1,680) Women (n=1,942) Rural (n=2,190)

35% 479 45% Mobile money
Bank - 11% g - -

4% 7% 7% Bank
NBFI 6% v w »
L 4% 5% 5% NBF

Source: InterMedia Uganda FIl Trackewvey Wavd (N=3,000, 15+), JeAugust 2016. 31
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UGANDA ACCESS & TRIAL
A Awarenessemained high but has nehangedsubstantially since 2014.
A Conversiomatesfrom mobile money (MM) awareness to usebioth registered and OTC use have steadieased.
Nevertheless, 40% of those who were awareobile moneylid not utilizethe services. In 2016, more aware males
converted to us¢handid females
Conversion from awareness of mobile money providers to mobile money use 2016: Percentage of adults who are aware and use mobile money,
(Shown: Percentage bfgandaradultsfor each year) by gender
2014 2015 2016
91% 91% 92%
33% 35% 38%
59%
47%
92% of Ugandan adults are aware of | |
mobile money services (MSI?%B) (o1 952)
m Awareness = MM registeredusers MM OTC users Bl Awareness Use

Source: InterMedia Uganda FIl Tracker surveys Wave 1 (N=3,000, 15+), Sé&memhber 2013; Wave 2 (N=3,001, 15+),-JulyeP14; Wave 3 (N=3,000, tp
JulyAugust 2015; Wave 4 (N=3,000, 15+),-8ulgust 2016
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OVERTHECOUNTER USE

A Overalloverthe-counter (OTG dza S 2F FAY I YOAIlIf aSNWAOSAE (GKNRdAAK |y

increasedsince 2014mainly dueto the increase imobile money OTGse.

A OTC user®ndto be female, poor, ruraiind younger than 35. These demographic groups are more likely not to
have registered accounts and the phones necessary to use them.

OTC user

(Shown Percentage dflgandan adults who use OTC servioegach year)

17 17
14 5300 Women
13 13
12
Below $2.5/day
10
9 56% poverty line
76% Rural
3
2 2 2 2
ol e
- m 64%

Younger than 35
OTC Any OTC MM OTC NBFI OTC Bank

2013 112014 = 2015 = 2016

Source: InterMedia Uganda FIl Tracker surveys Wave 1 (N=3,000, 15+), Séptearhber 2013; Wave 2 (N=3,001, 15+),-Julye®14; Wave 3 (N=3,000, 45
JulyAugust2015; Wave 4 (N=3,000, 15+), Jabgust 2016.

www.finclusion.org

UGANDA ACCESS & TRIAL

O2dzy i y20 NBIAAZGSNBR A

2016: OTC users of any financial service, by demographic
(Shown: Percentage of Ugandan adults who accessed any financial service over the counter, n=1,884

Men 47%

Above $2.5/day 44%
poverty line

. Urban 249040

35 and older 36%

33
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UGANDA ACCESS & TRIAL

OTC USE AND MOBILE MONEY READINESS

A Registered usemre twice as likely to own a mobile phone and SIM card than are unregistered users.

A Eightyseven percent afinregistered users started using mobile money (MM) services as a result of
P2P transactions.

2016: Top reasons for starting to use mobile money MM

2016: Registered and unregistered mobileneyusers, by (Shown: Percentage afiregistered MM users, n=520)

technicakkills ana&equipment ownership
(Shown: Percentage by each subgroup)

| had to receive money | had to send money to

from another person another person

Registered MM users  Unregistered MM Top reasons for not registering an account

(n=1,133) users(n=520) (Shown: Percentage ahregistered MM users, n=520)
Own a phone 94% 42%
Own a SIM card 97% 46% | do not have a state ID or Someone in my family
other required document already has an account
Eversent/received an SMS 82% 49%
Basic literacy 81% 68% | never have money to make There is no point of
a transaction with such an service/agent close to
Basic numeracy 99% 97% account where | live

Source: InterMedia Uganda FIl Tracker survey Wave 4 (N=3,000, 1Bw)gusty2016. 34
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UGANDA REGISTRATION
REGISTERED FINANCIAL ACCOUNT OWNERSHIP

A The rate of individual account ownership was statistically unchanged in 2016 versus 2015. The 5 percent growth in mobile mone
accounts vs. 2014 shows that the uptrend in financial inclusion via mobile money is continuing. Increased ownerslapedf regist
mobile money accounts offset decreases in bank and NBFI accounts.

A A person living above the poverty line is twice as likely to have a registered financial account than an individualithieg be

poverty line.
Registered financial account owners 2016:Registered financial accounts, by demographic
(Shown: Percentagef Ugandaradultsfor each year) (Shown: Percentage of Ugandan adults who have registered financial accounts)
[ ]
4900 w Male (n=1,058)
38
33 3 33 =
2 329 ' Female (n=1,942)
61% ||| Above $2.5/day poverty line (n=1,320
14
12 1 o 239 @ Below $2.5/day poverty line (n=1,680)
5 6 ,
NA - 339 ﬁ Rural (n=2,190)
Nonbank financial Bank Mobile money NBFI, bank, and/or
institution mobile money 40% Urban (n=810)

2013 (N=3,000) = 2014 (N=3,001) m2015 (N=3,000) m2016 (N=3,000)

Source: InterMedia Uganda FIl Tracker surveys Wave 1 (N=3,000, 15+), Séptearhber 2013; Wave 2 (N=3,001, 15+),-JulyeD14;Wave3 (N=3,000, 16),
JulyAugust 2015: Wave 4 (N=3,000, 15+),-ulyust 2016. 36
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UGANDA REGISTRATION

ACCOUNT REGISTRATION AND PRECONDITIONS

A Mobile phone ownership and the ability to send or receive a text is likely to influence financial account registratoial.|ifénacy

plays less of a role in whether or not an individual is likely to register an account.

A Male, urbanites and those living above the poverty line have more registered financial accounts than do females, thosediving

areas and the poor.

2016: Financial literacy and account registration 2016: Mobile phone ownership and account registration
(Shown: Percentage bigandan adults, by demographic) (Shown: Percentage bigandan adults, by demographic)

61 61 77
72
49 61 |61 &0
49
33 32 44 43
2 2 2 23 33 31 32
| i | .23

Urban Above Male Rural Below Female Urban Above Male Rural Below Female
poverty poverty poverty poverty
® Financial Literacy m Registration m Mobile phone ownershipm Registration

Source: InterMedia Uganda FIl Trackewey Wavd (N=3,000, 15+), Juugust2016.

2016: Ability to text and account registration
(Shown: Percentage bfgandan adults, by demographic)

71

61
55
49
41 41
33
29 32
I 23 I

Urban Above Male Rural Below Female
poverty poverty

67
61

Ability to text m Registration
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UGANDA REGISTRATION
TOP REASONS FOR NOT REGISTERING ACCOUNTS

A The mazjoritx of bank and mobile money nonusers perceiveq the lack of money as a barrigr to opening an account. Thi§ o o s
Ad RdzS (G2 y2ydzZaSNRQ ladadzYLliAzya GKFG 020K 2F (KSasS aSNWAOSAE KIF@S KAIK | 002 d

A There are no major gendéased differences in why nonusers do not open accounts.

2016: Reasons for not registering a bank account 2016: Reasons for not registering a mobile money account
(Shown Percentage dfigandan adults who do not have bank accounts, by gender) (Shown Percentage dflgandan adults who never use mobile money services, by gender
| do not have money/l do not have | do not have money/l do not have
money to make any transactions Witl_ 61 money to make any transactions wit 14
52 12
such an account such an account

I do not know how to open onegm 2 I do not need one, | do not make any g

S transactions M5

| do not need one, | do not make any 3
3

transactions [ | 6

| do not know how to use the service- 4

There no banks close to where | Iivi 2 | do not know what it is/l do not =~ 3
understand what | can use it foll 2

- 3
| do not know what itis | There is no point-of-service/agent close 1

to where | live | 1

Women (N=1,942) m Men (N=1,058) Women (N=1,942) m Men (N=1,058)
*Questions allowed for multiple responses

Source: InterMedia Uganda FIl Trackewvey Wavd (N=3,000, 15+), Juhugust 2016 38
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UGANDA REGISTRATION
DEMOGRAPHIC DYNAMICS OF NBFI ACCOUNT USERS

A SACCQare the most commonly usetbnbank financial institution (NBFI) and this is reflected across all vulnerable groups.

A Post Office Banks are more common in rural areas than are cooperatives.

2016: NBFI registered account holders, by demographic 2016: NBFI registered account holders, by demographic
(Shown: Percentage of Ugandan adults, N=3,000) (Shown: Percentage of Ugandan adults, N=3,000)

4% of adults have NBFI
registered accounts

3
5
2
3
1
2 07 07 4¢
01 0.1 0 02 54 02
Female Male Poor Cooperative Post Office Bank Microfinance institution SACCO
Female=1,942) M Rural N=2,190) Poor N=1,680)

Source: InterMedia Uganda FIl Trackawvey Wavd (N=3,000, 15+), JeAugust 2016. 39
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UGANDA ACTIVE USE

ACTIVE USE

A Athird of Ugandanswned financiahiccountsn 2016 and usethem actively. Active use of mobile money
accounts continued an uptrend in 2016, showing a statistically significant increase over 2013 levels.

A A third of active mobile money registered users do not use advanced servicesi-peer transfers dominate
their transaction activities.

Active registered users 2016: Active use of mobile money accounts
(Shown: Percentage of Ugandan adults for each year) (Shown: Percentage of Ugandan adults )
- 34 34 44 : :
b 31 30 are daily mobile
26 money users
conduct CICO
10 11 . lusivel
9 . transactions exclusively
5
" m B
N/A I
Nonbank financial Bank Mobile money NBFI, bank, and/or 0 conduct CICO and
institution mobile money 18 /0 P2P transactions
2013 (N=3,000) = 2014 (N=3,001) = 2015 (N=3,000) m 2016 (N=3,000) exclusively

Source: InterMedia Uganda FIl Tracker surveys Wave 1 (N=3,000, 15+), Sé&mearhber 2013; Wave 2 (N=3,001, 15+),-JuleP14 Wave3 (N=3,000, 15),
JulyAugust 2015; Wave 4 (N=3,000, 15+),-Bulgust 2016.
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UGANDA ACTIVE USE

ACTIVE USE BY DEMOGRAPHICS

A More than a third of Ugandan males used their financial accounts at least once witkdiaya@griod; a rate
higher than female active usage.

A Apart from mobile money, active use of banks and NBFIs remained very low across all demographic groups.

2016: Active use of registered financial accounts, by gender

Mobile money active use, by demographic

(Shown: Percentage of Ugandan adults, by gender) 22 22 10 27 22 5 25 23 54 25 25
I I I 16
41
39 2013 2014 2015 2016
Bank active use, by demographic
7
5 6 6 6 5 6 ¢ 4
2
27 25 .
t 2013 2014 2015 2016
7
2 . .
Total MM Bank NBFI NBFhkctive use, by demographic
5
Female (N=1,942) m Male (N=1,058) 4 4 4 4 4 , 3
1
A B B o
2013 2014 2015 2016

Source: InterMedia Uganda FIl Tracker surveys Wave 1 (N=3,000, 15+), Séptesthber 2013; Wave 2 (N=3,001)15
JuneJuly2014 Wave3 (N=3,000, 15+), Juhugust 2015; Wave 4 (N=3,000, 15+) -Bulyust2016.

Female
m Rural

Poor

Female
m Rural
Poor

Female
m Rural
Poor
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UGANDA ADVANCED ACTIVE USE

ADVANCED ACTIVE USE

A Since 2013, the proportion of active registered users who have used at least one advanced service has almost doubled,
due to a variety of available financial services products in the marketplace, especially mobile money products.

A Mobile money dominates advanced active use, suggesting products related to advanced services are meeting
consumer needs.

Advanced active registered users* 2016: Thirtyand 90day active users of advanced services
(Shown: Percentage of Ugandan adults for each year) 17 17 (Shown: Percentage of Ugandan adults, N=3,000)
15
13 14
30-day active use 90-day active use
9
8 .
6 6 11.3% Mobile money 13.6%
5 5 5
4
3
2
N/A B
Nor_\bar_1k f_inancial Bank Mobile money NBFI, _bank, and/or 3 . 8% Bank 4 . 6%
institution mobile money

2013 (N=3,000) = 2014 (N=3,001) = 2015 (N=3,000) m 2016 (N=3,000)

*Individuals who have used their registered accounts in the past 90 days (active use) and ever used at least one
advanced financial services

Source: InterMedia Uganda FIl Tracker surveys Wave 1 (N=3,000, 15+), Séptenthber 2013; Wave 2 (N=3,001, 15+),-JuleD14; Wave 3 (N=3,000, 15+),
JulyAugust2015; Wave 4 (N=3,000, 15+), iygus2016. 44
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UGANDA FINANCIAL LIVES

SOURCES OF INCOME

A Close to seven in 10 adults said they have an income. The majority of those who are poor, male and living in rural
areas also had regular incomes.

A Agriculture is the largest sector of the economy, employing more than half of working adults.

2016: Sources of income
(Shown: Percentage of Ugandan adults)

68%

Gainfully employed

18%

housewife/househusband
or student

=R =Re=e=¢
=He =He=e=i¢
=i =Re=Ne=He
=)o =Re=Ne=e¢
=ije =iijo =Ho=le=ilj¢
=ie =iijo =He=e=M¢
=le =il =He=ilje =il)¢

3%

retired or disabled

= =le =He=le=i¢
=)o =l =He=H)e=¢
=)o =Hje =He=He=i)¢
=)o =ilje =lje=ilje=ij¢
=)o =He =He=He=He
=i =He =He=He=H¢
=ije =1 =He=le=il¢
=ilje =8¢ =He=e=i¢
=le =iijo =He=He=H¢
=iije =)o =lje=e=il¢
= =ie =lje=Rje=¢
=)o =)o =He=ie==i¢
=)o =)o =je=R)e=ile

6%

unemployed, seeking jobs not declared, other

Source: InterMedia Uganda FIl Tracker survey Wave 4 (N=3,000, 1Bw)gusty2016. 46
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UGANDA FINANCIAL LIVES

ECONOMIC VULNERABILITY AND FINANCIAL INCLUSION

A More than a third of Ugandans have a finangiah for unexpected eventsconomic vulnerability remains a big
challenge.

A Those who are financially included are twice as likely to pay their bills on time compared to those who are
financially excluded.

- . i . Financially Financially
2016: Fmanmal responsibility, vulnerability included excluded
(Shown: Percentage of Ugandan adults, n=3,000 (n=1,184) (n=1,816)
Regularly experience economic 849% 0 0
Gdzt ySNI oAt AGR o : 9% 87%
food, medical expenses)
Have a financial plan for 43% 34%
unexpectecevents
Able to pay bills on time 34% 17%

Source: InterMedia Uganda FIl Tracker survey Wave 4 (N=3,000, 13\)gusty2016. 47
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UGANDA FINANCIAL LIVES

ECONOMIC VULNERABILITY

A Overfour in five Ugandans experience econowmimerability.
A Foregoing medicdlelp is the most common form wiilnerability.

_— Form of economic vulnerability
2016: Economic vulnerability (ShownPercentage of vulnerable adults, n=2,534) %
(Shown: Percentage of Ugandan adults, n=3,000)
Neededa doctor but delayed or went without 69
Gone without food 54
Miss an important family event
(i.e., funeral, wedding, etc.) 52
) — « 7 N x X A A x
Regularly experience some [ 2dzft Ry Qu LI e aoOKz22t ¥SSa 48
form of economic
vulnerability Gone without cookintuel 36
Gone withoufertilizer for the farm 25
Gone without help from a veterinarian 22
Had to close down businegsnporarily or completely 19
~—

Source: InterMedia Uganda FIl Tracker survey Wave 4 (N=3,000, 13wjgusiy2016. 48
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UGANDA FINANCIAL LIVES

HOUSEHOLD CRISIS MANAGEMENT

A Financiallexcluded Ugandans are less likely to have a financial plan for unexgesnés!
A Financiainclusion is associated with better managemeru ofisis in the household.

2016: Economically vulnerable 2016: Have a financial plan for unexpected events
(Shown: Percentage of Ugandan adults by financial inclusion, (Shown: Percentage of Ugandan adults by financial inclusion, poverty
poverty levels) levels)
45
92 91 41
72 7 36
I I I | I

Financially Financially excluded Financially Financially excluded

included above  above poverty included below  below poverty Financially included Financially excluded Financially included Financially excluded
poverty (n=520) poverty (n=1,296) above poverty above poverty below poverty below poverty
(n=800) (n=384) (n=800) (n=520) (n=384) (n=1,296)

Source: InterMedia Uganda FIl Tracker survey Wave 4 (N=3,000, 13\4)gusty016. 49
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UGANDA KEY INDICATORS

KEY INDICATORS SUMMARY

Keylndicators o e
Y 2014 2015 2016 Definition
. . 33% 33% 33%
Adultswho have active digitatoredvalue accounts All adults (15+
9 3,001 3,000 3,000 ( )
. 22% 23% 17% Adults(15+)
Poor adultsvho have active digitatoredvalue accounts
9 2171 2.036 1,680 <$2.5/day
o 18% 16% 13% Women (15+)
Poor women who have active digital stosedue accounts 1130 1314 1125 <$2.5/day
. - 22% 19% 19% Rural women
Rural womenwvho have active digitatoredvalue accounts
9 1127 1375 1,395 (15+)
Adultswho have active digital storaedlue accounts and used advanced financial services (beyongd 13% 16% 17%
. All adults (15+)
basic wallet & P2P) 3,001 3,000 3,000
Poor adults who have active digital stosedue accounts and used advanced financial services (bg 7% 10% 7% Adults(15+)
basic wallet & P2P) 2,171 2,036 1,680 <$2.5/day
Poor women who have active digital stosedue accounts and used advanced financial services 5% 6% 5% Women (15+)
(beyond basic wallet & P2P) 1,130 1,314 1,125 <$2.5/day
Rural women who have active digital stoxadue accounts and used advanced financial services 6% 7% 7% Ruralwomen
(beyond basic wallet & P2P) 1,127 1,375 1,395 (15+)

Digital storeevalue accounts: accounts in which a monetary value is represented in a digital electronic format and cavéd/traimsferred by the account owner remotely.
For this particular study, DSVAs include a bank account or NBFI account with digital access (a card, online accessimre mpplication) and a mobile money account.

Source: InterMedia Uganda FIl Tracker suikaxse2 (N=3,001, 15+), Judely 2014; Wave 3 (N=3,000, 15+),
JulyAugus2015; Wave 4 (N=3,000, 15+), Jubgus016 51
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UGANDA METHODOLOGY & RESEARCH

FIIUGANDA RACKER SURVEY DETAILS

DATA COLLECTION

A Basiademographics and poverty measurement
(Grameen Progress Out of Poverty Index)

A Access/use of mobile devices
A Access/use of mobile money

SURVEY SUMMARY

A Annual, nationally representative survélE8,000 of Ugandans
adultsaged 15+

A Faceto-face interviews lasting, on avera§éminutes

A Fourth survey (Wave 4) conducted fr@25/2016to 8/31/2016
A Tracks trends and market developments in DFS based on the information gathered idccess/use of formal financial services (e.g., bank accounts)

the first survey, conducted in 2013, second survey, conduc@il4h and third A Access/use of sedfirmal and informal financial services
survey, conducted i2015 (e.g., MFls, cooperatives, village savings groups)

A Financial literacy and preparedness
A General financial behaviors

Source: InterMedia Uganda FIl Trackevey Wavd (N=3,000, 15+), Juugust 2016.
53
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TANZANIA

GLOSSARY

Accesgo banks¢ Counts individuals who have a{dirvice bank  Creditonlynonbankifinancial institutiong, Financial institutions Mobilemoney (MMY); A service in which a mobile phone is used to
account registered in their name or report use of adeilice that only disburse loans to their customers. access financial services.

bank account that belongs to someone else. Digitalfinancial services (DFJJinancial services provided through Nonbank financial institution (NBER\ financial organization that

Acces$o mobile money or an NBECounts individuals who have an electronic platform (e.g., mobile phones, debit or credit is not formally licensed as a bank or a mobile money provider, but
ever used a mobilmoneyservice or a fulbervice NBFI account.  electronic cards, internet). whose activities are regulated, at least to some extent, by the
Active registered userAn individual who has an account Financial inclusionIndividuals who have an account with an central bank within the country. Such financial institutions include

registered in their name and has used it in the last 90 days. institution that provides a full suite of financial services and comeg;%rg'r;igf;\;ig:g%gi%;?éggggfgze\elgs(’si(gégg'Ce (Savings)
Adultswith DES accessAdults (15+) who either own a DFS under some form of government regulation. Services include

X s al xR XA x x o« x VINgs amonrey trapsfers, insu o invesfment. Institutions Numeracy; The ability to use basic math skills, including
bOO2dzyd 2NJ KF@S F00Saa 4z 42 Y?hga?o%;/srgﬁgoa%ggic%nsjm r@f%ucﬁ?ag zgme MFlIs, are not counting, addition, division, multiplication and computing short

Advanced active registered ugsehn active registered user who considered to be fullervice institutions. and longterm interestrates.

has ever used at least one advanced financial service. Financial literacy Basic knowledge of four fundamental concepts Post Office (Savings) Bank bank that offers savings and money

AdvancedFS use Advanced use of digital financial services in financial decisiemaking (interest rates, interest compounding, transfers and has branches at local post offices.
includes activities other than basic cashcashout and person inflation, and risk diversification) as measuredheyStandard and

to-person transfers, such as savings, bill pay, investment,and t 2 2 NRa wl GAy 3 { SNBAOSQa Df 2ol E}Z?S'?gg%dmiﬁ’eﬁg:ﬁefnd'v[d%aﬁ wheyea f'?aa(z:ﬁ\lﬁgc%ug
insurance. '

Fullservice financial institutionsFinancial institutions that offer Savingand credit cooperative (SACG@) unique membedriven,

Basic use The use of an account to cash(deposit) or casbut loans totheir customers and at least one of the following selthelp aroun owned and managed by its members. who have a
(withdraw), transfer money to another individual, or conduct additionalservices: savings, money transfers, insurance, or P group . 9 yr !

: . common bond. Its main purpose is to build up funds through
account maintenance. investments. o . ; -

regular contributions by each member, with the aim of providing

Below the poverty line In this particular study, adults living on GrameerProgress out of Poverty Index (RP)poverty affordable credit and collective investmetuadts members.
fSaa 0GKFyYy bPudpn LISNI RFe&zx | a Ofiehsaraniert tod fom thé Granteéh F@Jhﬂhtl‘«fré/\&gfein(a%edz?ﬁﬁ LG A 20 QX —
Progress out of Poverty Index. country-specific questions are used to compute the likelihood tha nreglgtered/gvetﬁe-counter (OTC) userAn individual who has

dzZa SR 5C{ GKNRdzZZK a2YS2yS St asSc
Cooperative; Typically, a business or other professional Y2y Se 3SyidQa 002dzyd 2N GKS |
organization that is owned and run jointly by its members, who Microfinanceinstitution (MFIX, An organization that offers neighbor.

share profits or benefits. Cooperatives may release some of the financial services tiow-incomepopulations. Almost all give loans

profits/funds as loans to its members. to their members, and many offer insurance, deposit and other Urban/rqralc Urt_)an and rural persons are deflne_d according to
services their residence in urban or rural areas as prescribed by the

Customer journey An illustration of progressive stages through national bureau ostatistics.
which consumers become more active users of more sophisticated
financial services. 54

a household is living beloavspecific income threshold.
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