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From E-commerce to M-commerce: 
Tapping into the potential of mobile 
money!
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MFO’s Role!

Championing the Consumer Perspective!
 

•  Studies the financial realities and behaviors of low-income 
households "

•  Enhances the capacity of low-income consumers to make 
informed financial decisions"

•  Shapes the design and delivery of financial products and services"

•  Enables private and public sector supporters and implementers to 
bring financial education and consumer-oriented financial 
solutions into the mainstream"
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Content!

•  Potential opportunities of branchless banking"
•  Consumer challenges that limit its adoption"
•  Case study: Zambia"

Presentation    :20 min 
Q&A               :5 min 



Potential benefits of 
Branchless Banking!



What is Branchless Banking?!
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The	  poten+al	  of	  mobile	  money	  



Musoni	  –	  First	  MFI	  to	  go	  100%	  mobile	  

What it has achieved:"
1.  Reduced time and manual 

processing of transactions"
2.  Reduced cost of setting up 

branches"
3.  Improved quality of service"

Source:	  Mobile	  Money	  for	  the	  Unbanked	  2013	  Global	  Mobile	  Money	  Adop0on	  Survey	  Findings	  (GSMA	  2014)	  



Consumer 
challenges - 
Branchless Banking!
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• Can increase uptake 
and use of 
Branchless Banking 
services (BB)"

• Combined with BB 
help low income 
people improve their 
financial well being"

	  

CEBB - Program Objectives!

Determine how Consumer Education:"
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The Rapid Global Expansion of Mobile Money!

However, at the end of 2013 only 13 out of 219 mobile money 
deployments had reached scale, defined by GSMA as having 1 million 
active customers."



Activating Customers Remains a Challenge!
	  
	  

GSMA estimated that globally, only 29.9% of registered mobile 
money accounts were active in June 2013."

Source:	  Mobile	  Money	  for	  the	  Unbanked	  2013	  Global	  Mobile	  Money	  Adop0on	  Survey	  Findings	  (GSMA	  2014)	  

In 2013 …	

	


203 Million registered 
accounts	


	

But only 	


61 Million active accounts	
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 Adoption Challenges: Consumer Perspective!

Trust	  and	  confidence	  should	  be	  progressively	  built	  throughout	  the	  adop+on	  
process	  
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Case Study - Zambia!



VisionFund Zambia and Zoona: Challenges Faced!
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Informa+on	  in	  SMS	  was	  
not	  	  understood	  

Transac+ons	  at	  agents	  
did	  not	  go	  smooth	  

Process	  with	  agents	  was	  not	  
clear 	  	  



Embedded Consumer Education Model!
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Service	  	  
Encounter	  

Service	  Delivery	  System	   Client	  
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Service	  	  
Encounter	  

Client	  

Embedded	  	  
Educa+on	  	  
Encounter	  

Learning	  

Embedded Education through an Existing Service Delivery System!
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Educa+onal	  Content	  	  +	  Pedagogy	  

Service	  Delivery	  System	  
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Loan	  group	  mee+ngs	  

Client	  

Embedded	  	  
Educa+on	  	  
Encounter	  

Example:  Educating Microfinance Clients in Zambia – !
Contact Point 1!
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Microfinance	  ins+tu+on	  

Educa+onal	  Content	  	  +	  Pedagogy	   Learning	  
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Transac+on	  with	  agent	  

Embedded	  	  
Educa+on	  	  
Encounter	  

Client	  

Example:  Educating Microfinance Clients in Zambia – !
Contact Point 2!
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Educa+onal	  Content	  	  +	  Pedagogy	  

BB	  Service	  Provider	  	  

Learning	  
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CE increased understanding of how BB works!
Zambia	  
	  
•  Survey	  iden0fied	  increases	  in	  customers'	  

knowledge	  	  on	  the	  use	  of	  Zoona's	  system.	  

•  Clients	  beTer	  understood	  transac0on	  process	  
and	  what	  their	  role	  was	  

As a result of the CEBB program: 
•  Customers’	  anxiety	  and	  dissa0sfac0on	  

with	  service	  decreased.	  	  
•  Fewer	  ques0ons	  and	  faster	  transac0ons	  

occurred	  at	  Agent	  loca0ons.	  
•  The	  number	  of	  complaints	  regarding	  the	  

BB	  service	  received	  by	  branch	  mangers	  
decreased.	  
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CE increased effectiveness of loan officers and agents!
Increased	  their	  self-‐efficacy	  and	  capacity	  to	  educate	  customers	  in	  a	  clear,	  
accurate	  and	  engaging	  manner.	  
	  
As	  a	  result:	  	  
•  Felt	  more	  prepared	  and	  confident	  to	  approach	  and	  educate	  poten0al	  

customers.	  
•  Providers	  had	  a	  more	  systema0c	  and	  structured	  way	  to	  promote	  the	  BB	  

service.	  	  	  

Impact	  on	  Money	  Management	  Behavior:	  
•  Kept	  beTer	  records	  for	  their	  business	  and	  had	  had	  beTer	  understanding	  

how	  to	  manage	  loan	  
•  Clients	  exposed	  to	  CE,	  requested	  smaller	  increases	  in	  the	  amount	  of	  their	  

next	  loan	  
•  PAR	  decreased	  by	  16	  percentage	  points	  among	  clients	  exposed	  to	  CE	  
	  



The Role of 
Consumer Education!
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What is the Missing Step?!
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Consumers 



Financial Capability Development: The Missing Step!!
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Consumers	  must	  rely	  on	  their	  
Financial	  Capabili+es	  as	  they	  
journey	  through	  the	  adop0on	  
process	  for	  Branchless	  Banking.	  	  



Financial Capability Development: The Missing Step!!
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Financial Capability and a Consumer-Centered Approach!
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Maria Jaramillo!
mariaj@mfopps.org!
	  



Consumer Education 
for Branchless Banking 
on-line course!



28	  

Course Objectives!

Demonstrate	  the	  value	  of	  a	  
consumer-‐centered	  approach	  

to	  CE	  for	  BB	  
	  

Examine	  the	  challenges	  of	  
adop0on	  of	  BB	  and	  solu0ons	  

that	  CE	  can	  provide	  
	  

Explore	  a	  roadmap	  and	  tools	  for	  
how	  to	  develop	  a	  CEBB	  

program	  
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Course Modules!

1	  
Introduc+on	  	  
to	  CEBB	  

2	  
Building	  an	  Embedded	  	  

CEBB	  Strategy	  
3	  

What	  Enables	  
Behavior	  Change?	  

4	  
Iden+fying	  	  

Consumer	  Needs	  
5	  

Determining	  Key	  
Messages	  6	  

Mapping	  Consumer	  
Contact	  Points	  

7	  
Selec+ng	  the	  Right	  

Tools	  for	  the	  Right	  Job	   8	  
Finalizing	  your	  	  
CEBB	  Strategy	  



Power	  Point	  transmits	  
key	  messages	  

Reinforce	  key	  ideas	  through	  
Workbooks	  

Build	  Strategy	  through	  Tools	  
provided	  

Expand	  your	  knowledge	  
through	  addi+onal	  resources	  
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Rural	  Banks	  enrolled	  in	  CEBB	  course:	  

•  Can0lan	  Bank,	  Inc.	  
•  First	  Isabella	  Coopera0ve	  (FICO)	  Bank	  
•  Rural	  Bank	  of	  GaTaran,	  Inc.	  	  
•  Bangko	  Mubuhay	  
•  Rang-‐ay	  Bank	  
•  First	  Macro	  Bank,	  Inc.	  
•  CARD	  Bank,	  Inc.	  
•  Rural	  Bank	  of	  Guinobatan,	  Inc.	  
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Consumer Education for Branchless Banking !

For more information visit our website:"
http://bit.ly/1hbtPqC"

•  Download CEBB Welcome Workbook "
•  Download CEBB Course Content"
•  Cost  and description of the course "
"

Next Introductory Workshop: 28th of May "
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Technical	  assistance	  offered	  by	  RBAP	  	  

Selec0on	  criteria:	  
•  Implemen0ng,	  or	  planning	  to	  implement,	  a	  
mobile	  money	  service	  

•  Signed	  up	  for	  CEBB	  online	  course	  
•  Interested	  in	  implemen0ng	  an	  Embedded	  CE	  
model	  

•  CommiTed	  to	  provide	  counterpart	  resources	  



Questions?"


