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Abstract 
The rise in digital financial services (DFS), including the use of mobile money, has placed a                
sharper focus on women as an underserved and untapped customer segment from both the              
international development and fintech product perspectives. Basing our discussion on the Level            
One Principles, we argue that we need to pay greater attention to the design of DFS features                 
and the impact they have on women, in addition to other factors such as infrastructure and                
literacy. We analyze findings from qualitative research in Côte d’Ivoire and Kenya conducted in              
2019 which illustrate the importance of design in DFS. Although design is intertwined with              
several other factors, we argue that certain features (e.g. confirmation messages in real time at               
the end of a transaction) impact women more than men. Female DFS customers may therefore               
need particular support in terms of trusting and becoming comfortable with design features. 

1.Introduction 
Digital financial services (which include mobile money transactions but also lending, saving or             
insurance) are often touted as the path into “financial inclusion” for women in emerging markets               
(Jack and Suri, 2016). Lack of access to these products and services is often seen as the main                  
barrier to digital financial inclusion and is still very much a reality in most emerging markets                
(Global Findex, 2017; Highet et al, 2020). Indeed, the gender gap in terms of access to digital                 
financial inclusion remains high at an overall 33% across low and middle income countries,              
though it varies widely at a country and regional level -- narrowing in some areas such as                 
Sub-Saharan Africa, East Asia and Pacific and Latin America and Caribbean where the gender              
gap stands at 20%, 21% and 25% respectively while remaining very high in other regions, such                
as South Asia at 75% (Global Findex, 2017). 
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The COVID pandemic has brought to light the risks of women being further financially excluded               
due to the lack of access to DFS. As the use of mobile money is said to have increased greatly                     
during the pandemic (The Economist, 2020), with digital currencies being privileged over cash             
for health and mobility reasons, women who do not have their own digital financial accounts and                
are not familiar with mobile money may face some difficulties in making payments or being paid.                
They may revert back to their family member’s accounts (often a father, brother or husband)               
removing her control over finances. 
 
One aspect that remains under-researched and could contribute to better understanding the            
DFS gender gap is whether certain DFS features impact women more than men, or need more                
investment, and R&D for female customers, and if so, why. A critical element of this is design                 
and therefore the human-design interaction of DFS features, which has often been overlooked             
in the greater focus on access.  
 
This paper summarises research we undertook in Kenya and Côte d’Ivoire (two relatively             
mature mobile money markets though Kenya is considerably ahead) for the Bill and Melinda              
Gates Foundation on the gender impact of the Level One Principles (Level One Project, 2019).               
Using the Level One Principles, we illustrate how design is a key factor for many of the women                  
we spoke to in Kenya and Côte d’Ivoire. We begin with a background on the existing literature                 
on the gender DFS gap, then introduce the Level One Principles framework and analyze our               
findings against these.  

2.Existing literature on the DFS gender gap 
 

A number of frameworks map the financial inclusion and DFS gender gap. Microsave             
Consulting (MSC) offer the broader financial services space (FSS) framework which translates            
into three factors: volume/frequency of transaction (the woman should have a regular influx of              
cash both in terms of frequency and volume); influence/motivation (the woman can be             
motivated/felt influenced by someone else to use formal financial services) and finally,            
convenience (the woman should have a felt convenience). (Srivastava et al, 2020). Adding the              
digital to broader financial inclusion, FinEquity has produced a six factor model for DFS              
inclusion (specifically digital financial literacy), with design, access, numeracy, consumer          
awareness, literacy and social norms as enabling factors (FinEquity, 2020).  
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Digital Financial Literacy (Finequity, 2020) 

 

The Alliance for Financial Inclusion has also developed the gender-sensitive GRID framework            
for DFS where GRID stands for governance, regulation, infrastructure and demand. Each of             
these is broken down into a checklist of enabling conditions: 
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AFI’s GRID framework for DFS (AFI, 2019) 

 

Below, we look at the number of factors each of these frameworks address, and then introduce                
the Level One framework which also includes more technical and design elements. 

 

First, all the literature agrees that device ownership is critical in order to enable DFS for                
women. Equally, it is by now well-established that women are less likely than men to own                
mobile devices. According to the GSMA’s 2018 Mobile Gender Gap Report, 15% of adults in               
low- and middle-income countries, most of whom are disproportionately rural, illiterate and            
female, still do not own a mobile phone (Rowntree, 2018). Women make up 60% of the                
unconnected population in low- and middle-income countries (ibid.). The gendered ownership           
gap varies between regions and countries, with the widest gap in South Asia (ibid.). For               
instance, in Pakistan, there is a 59 percentage point difference between men’s (86%) and              
women’s ownership (27%) (Burjorjee and Bin-Humam, 2018). Further, another well-known fact           
by now is that when women do own phones, these are more likely to be lower-end feature                 
phones and not smartphones (Fiorillo, 2017; GSMA, 2015; Pew Research Centre, 2018). 
 

Cost remains one of the most important barriers to mobile ownership and use (Rowntree,              
2019; OECD, 2018; Burjorjee and Bin-Humam, 2018; Roessler, 2018a; Potnis, 2016; GSMA,            
2015). Cost is often linked to social norms--does the woman herself or her family and support                
network believe it is worth investing in a phone? Additionally, research also emphasizes that              
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ownership is not binary for women—it is often much more erratic and fluid (Roessler, 2018a).               
For instance, one study observed that a little over a year after women who had been given                 
cost-free devices in a project, only 50% had retained the project phone, while 20% had obtained                
an alternative phone and 30% no longer had a phone (Roessler et al., 2018b). Literacy and                
digital skills, safety-related issues and concerns, and relevance are also cited as barriers to              
mobile ownership (Rowntree, 2019; OECD, 2018).  

 
Another aspect that is gendered is the issue of identification needed for access to digital               
financial services. The Global Findex reports that in 2017, 20% of people in low-income              
countries lacked the required documentation to open a formal account (World Bank, 2017a).             
More often than men, women lack this required documentation—in low-income countries, 44%            
of women do not have an ID, compared to 28% of men (World Bank, 2018a). Equally, many                 
laws persist in countries which discriminate against women and indirectly or directly contribute             
to the financial inclusion gender gap (AFI, 2017). For instance, according to the World Bank’s               
Women, Business and the Law report, a man is legally considered the head of a household in                 
31 countries; in 18 countries, married women cannot work outside the home in the same way as                 
men; and in 17 countries, women cannot travel outside the home in the same way as men                 
(World Bank, 2018b). These discriminatory laws have ramifications that impact DFS access and             
usage. For example, where women face legal discrimination in the ability to work outside the               
home, to head a household, to own property, or are required by law to obey their husband,                 
evidence finds that they are less likely than men to own an account and to save and borrow                  
(Demirgüç-Kunt et al., 2013; World Bank, 2018b). Similarly, services that require a man’s             
signature to open an account or borrow, as well as property or physical assets as collateral                
make it harder for women to adopt DFS (Klapper, 2015).  
 
Literacy and financial numeracy are also often cited as barriers to DFS adoption (Highet et al,                
2020; Rowntree, 2018; Burjorjee and Bin-Humam, 2018; Genesis Analytics, 2018; Pitcaithly et            
al., 2016; Hasler and Lusardi, 2017; Belalcázar, 2015; GSMA, 2015; Klapper, 2015; Scharwatt             
and Minischetti, 2014). Research in Bangladesh found that only 10% of women digital finance              
users knew how to change their PIN numbers (Barooah et al., 2018). Financial literacy rates               
also exhibit a gender gap, albeit smaller than traditional literacy (Klapper, 2015). At the global               
level, just 30% of women are financially literate, while 35% of men are (Hasler and Lusardi,                
2017). Researchers and policymakers recognise the importance of improving financial literacy.           
At the product level, UNCDF found that integrating financial literacy components into DFS would              
be a beneficial product enhancement for women (UNCDF, 2019a). The Alliance for Financial             
Inclusion encourages its members to identify gender differences in financial literacy and devise             
gender-sensitive national financial inclusion strategies (AFI, 2017).  
 
For women, lower rates of literacy (traditional as well as digital and financial literacy) are further                
compounded by a lack of localisation in digital services and content. For instance, GSMA              
research found that female respondents were more likely than male respondents to cite that              
reading the content or language was a barrier to mobile use in nine of the 11 countries surveyed                  
(GSMA, 2015). The lack of local languages, or plain language, can be problematic for              
low-skilled and low-literate people (UNESCO, 2018). In many countries, digital finance menus            
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are in English or in the formal style of local languages, creating challenges for those who are not                  
familiar with English or who use colloquial language (McKee et al., 2015). The use of these                
languages on menus may disproportionately affect women (Shrader, 2015; Sinha and Highet,            
2017). For example, the use of English in digital finance menus in Bangladesh was a barrier for                 
women (UNCDF, 2019b; Barooah et al., 2018). Given that the majority of DFS transactions are               
driven by Unstructured Supplementary Service Data (USSD) (Pasti, 2019; World Bank, 2017b),            
certain technical constraints, like the service’s 182-character limit, can be problematic. For            
instance, while Bangla-language USSD services were previously attempted in Bangladesh, the           
character limit resulted in navigation issues leading to poor customer uptake (Barooah et al.,              
2018).  

As a result, women have lower technology familiarity (confidence, possibly more loss            
aversion) and required skills leading to potential issues with transaction irrevocability and            
challenges with UI/UX complexity. This leads to a financial capability gap—those who have             
access to finance, but have received no training on how to use their newfound access. Finally,                
women may desire products which serve specific needs, such as privacy, or specific use cases               
such as  for health, children’s education and so on. 

Relevance of DFS to women is not sufficiently understood or addressed, i.e. the relationship               
between investing in learning how to work with DFS vs benefit for women, i.e. women often                
juggle various responsibilities--do they have the time and interest to engage with DFS?             
Balancing multiple sources of income is compounded by the time poverty that women also face:               
where data is available, on average women spend twice as much time on housework and other                
unpaid activities than men (World Economic Forum, 2018). Further, women experience           
discontinuities in their work trajectories, by having children and caring for elderly or sick              
relatives. This time poverty—coupled with these family care responsibilities—impacts how likely           
a woman is to use DFS and visit agents to cash-in or cash-out (Ng’weno et al., 2018). It may                   
also shape certain risk-averse behaviour, which we will discuss below. Equally, this may be              
influenced by broader socio-cultural norms around whether women should engage in financial            
matters (and that too through mobile phones--also sometimes viewed suspiciously by some            
patriarchal cultures). 
 
Having said this, socio-cultural norms are not homogenous. An intersectional perspective           
illustrates that income, geography, age, social class and other factors will influence            
women’s take up of DFS. In addition, Barboni et al’s (2018) study of mobile phone use showed                 
that key life transitions introduced new social norms (e.g. marriage) in India and therefore              
cultural factors of mobile phone resistance are fluid and can be addressed accordingly. Equally,              
culture is not homogenous--the DFS gender gap in Kenya is much narrower than India, not just                
because of the prevalence of M-Pesa but also a different status of women compared to South                
Asia. Findings are highly context-dependent--while research in Pakistan found that female           
customers were interested in the ability to transact in the privacy of their own homes (Fiorillo,                
2017), in Kenya, many female customers prefer to transact at agents, while other studies found               
that women prefer female agents (Barooah et al., 2018; Ryan, 2019), though this is not               
universally shared as our research suggests that agents’ gender did not matter as much as their                
overall customer behaviour and proximity. 
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3.The Level One Framework  
 
The Gates Foundation launched the Level One Project Principles in 2017 after consultation with              
hundreds of stakeholders on a minimum set of principles to make DFS systems inclusive,              
accessible and affordable. A prototype of this is Mojaloop open-source software, a reference             
model of the L1P’s core principles, which focuses on interoperability between services, low fees              
for customers, and collaboration to lower costs and accelerate growth. 
 
Until now, an in-depth gender analysis had not been undertaken to understand whether some of               
the principles may affect men and women differently and how. Our research has found that               
among the L1P, a few impacted women’s access and use of DFS more than they did men, such                  
as real-time confirmation messages, ability to revoke payments or interoperable systems. The            
table below presents all the L1 Principles. On the left hand side, the Principles are structured                
according to five categories: software design; system design; governance; government support,           
end user impact and other. As seen from the above frameworks, there is considerable existing               
research on the latter categories such as government support and end user impact. In this case,                
we are also trying to understand whether design itself has an impact on women. On the right                 
hand side of the graphic is our summary from our primary research as to whether there is likely                  
to be a gender bias in the user impact, and what kind of impact that might be: positive, negative                   
or other. We explain the methods to achieve this in greater detail in the next section.  
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The Level One framework analysed  

4.Methods 
 
In our primary research in Côte d’Ivoire and Kenya, we worked with local research partners and                
deployed 24 focus groups, 28 in-depth interviews (all resulting in a combined 160 end users,               
both male and female). In Côte d’Ivoire, this research was conducted in peri-urban areas              
(Yopougon and Koumassi), the urban area of the capital Abidjan (Marcory), and rural areas              
(Mondoukou and Akoupe Zeudji).In Kenya, we conducted interviews in Nairobi (including with            
Kenyatta University students), peri-urban areas (Korochogo, Gathundu, Nyayo, and Gikomba,          
and one rural area (Lari). We also spoke to 20 DFS country experts.  
 
A caveat here as we mention above is to acknowledge “women” are by no means a                
homogenous group, and intersectionality of elements such as race, income, class, location, age             
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etc are critical. As with all qualitative research, the aim is not to be representative, but rather to                  
understand common themes. 
 

5.Findings: Level One features that impact women       
more than men 

 
Focus group discussion with a group of women in Yopougon, outskirts of Abidjan. Photo credit: 

S.Kouadio 
 

5.1. Interoperability 
 
Asking individuals about interoperability meant we focused on what interoperability enables           
rather than the technology behind it, i.e. the ability for two different financial services or products                
to work together. We would use examples such as transferring money from a digital bank               
account/ app or a savings account/app to a mobile money account/app. 
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As a result, seamless interoperability was closely linked to the point above on receiving SMS               
notification in real time. In both Côte d’Ivoire and Kenya, respondents used the word “hanging”               
which is telling of the sense that money is nowhere. The result, as Evelyn told us is people                  
reverting to manually transferring money from one account to another - losing time and              
increasing the complexity of the procedure and the potential for making mistakes which women              
are more sensitive to: 
 
“Sometimes you get your money hanging somewhere - up to 2 days! It is not in your M-Pesa, it                   
is not in your Equity bank account, so it is hanging, and you get no message informing you… As                   
a small business woman, I don’t like that much so now, I prefer to withdraw the money and put it                    
manually into the other account.” Evelyn, 40, fruit market seller in Nairobi 

5.2. Scale 

Scale refers to the growing usage of DFS by customers, moving beyond basic mobile money               
transactions into more sophisticated DFS including credit loans or savings, for example. Scale             
goes hand in hand with customer confidence in the services thanks to sufficient and adapted               
user education, good access and adapted design features. 

 
Here, the experiences in Kenya and Côte d’Ivoire did differ as Kenya remains significantly              
ahead of its West African counterpart in terms of maturity of DFS usage, by both men and                 
women. As a result, while women use of DFS in Côte d’Ivoire remained quite basic - mostly                 
sending or receiving mobile money transactions without even necessarily having an account of             
their own and relying on agents to do the transaction for them - in Kenya, women interviewed                 
were familiar with more complex digital transactions, including borrowing, savings or receiving            
government cash transfers to name a few.  
 
When asked, women in both countries suggested that they would see the value of having               
different types of accounts (e.g. savings, credit, children’s account) all under one single account.              
However in practice, women appeared to feel most comfortable dividing their money into             
separate pockets, as explained by Lilian, a farmer in Lari (in the photo with her youngest                
daughter): 
 
“I keep small money at home for immediate expenses like groceries, mobile money for either               
pesa pap (quick money) or small savings. For larger savings I use chamas (community savings               
groups) or my bank account. The bank is the hardest to access so I keep money there for more                   
special savings like the children’s school fees.” 
 
As a result, women weren’t all convinced of the utility of having all the money in one place -                   
even if separated accounts were created.  
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Lilian and her daughter in Lari.      
Photo credit: H. Smertnik 

5.3. Real-time  
confirmations and  
notifications 
One clear finding from focus     
groups and interviews was the     
confidence afforded by   
confirmation notifications in real    
or near real time for women, both       
confirmations before the money is     
sent (to ensure the recipient is      
correct) and after (to confirm that      
the money has been sent). For      
example, in Kenya, the dominant     
mobile money service, M-Pesa,    
has a multi-step process to confirm      
a transaction as well as a final       
25-second delay built in before     
“send” is hit. In our focus groups       
and interviews, more women (as     
opposed to men) mentioned this     
verification/confirmation 

mechanism as a source of comfort, as they felt it would prevent them from sending money                
incorrectly to someone else. In both Kenya and Côte d’Ivoire, women valued real-time             
notifications because they knew exactly when the money had been transferred. The lack of              
notifications (often exacerbated by network drops) creates confusion and time wasted, as one             
interviewee stated in Côte d’Ivoire: 
 
“I paid a bill and have not received a message for two days. My brother-in-law and I went to the                    
agency to file a complaint. It was found that indeed I had paid the bill by mobile money and that                    
I had not received a message.” 

The absence of confirmation messages right after the payment is done sows doubts, which              
leads many women to start withdrawing money from the mobile money account and             
physically transacting—the antithesis of what DFS are supposed to be about. It is time              
consuming for women and also prevents them from making any further transactions if they are               
uncertain as to whether the money has been sent and where it has landed. (It should also be                  
noted that women mentioned the need to have control over how notifications appeared, so they               
did not infringe privacy). 
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5.4. Irrevocability 
 
Revocability (reversing a transaction after it has been made) was a particular fear for              
merchants , some of whom shared stories of how a customer would reverse a transaction after               
buying something, thereby getting an item for free. Irrevocability was therefore valuable for             
merchants, especially female merchants, who fear being cheated. Our parallel quantitative           
analysis also suggested that female merchants were likely to be less successful at retrieving              
their money, compared to men.  

 
“When you have finished with the customer       
and you find they have reversed the       
money. On calling customer care, they ask       
a lot of questions and you have to go to the           
agent and realise the customer withdrew      
the money, it is too late. Now, I ask my          
customers to pay me cash—less trouble.”      
Helen, shoe seller, Gikomba market,     
Kenya 
 
 
 
Helen in her shoe shop, Gikomba. Credit:       
S.Oloo 
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Some male merchants interviewed had mitigated the risk of a customer revoking a transaction              
by setting up a “bill pay” or invoice system, but to do so requires setting up a separate merchant                   
account and paperwork which can be prohibitive given the costs and procedures. Small,             
informal businesses did not see enough value in going through these efforts given their size and                
limited profits. 

5.5. Tiered KYC  
Another gender related access issue was in KYC or ID requirements. One of the benefits of                
mobile money for women is that it often has lower or tiered KYC (“know your customer”)                
requirements than banking. As women typically face greater challenges obtaining identification           
credentials than men (Bailur et al, 2019; World Bank 2017a), this makes mobile money more               
accessible to women than formal banking: 

“In banks they ask you for evidence of your salary, bills, things like that. We don’t have all that.”                   
Marianne, respondent in Côte d’Ivoire. 

As one uses more advanced features in DFS (e.g. lending) more KYC requirements are put into                
place, which again, some women are cautious about for privacy reasons or simply don’t have.               
As Angelique suggests, ID requirements were also considered as a way of guaranteeing that              
the transaction was safe and official so there is some level of double standards when it comes                 
to customers’ appreciation of ID requirements. 

“Sometimes the agents don’t ask for ID but it is less safe. If the money goes to the wrong                   
person for example, the agents won’t be able to confirm who sent the money in the first place.”                  
Angelique, 32, Yopougon 

Despite these lower KYC requirements than banks, we also encountered women who used             
workarounds, such as a SIM registered in someone else’s name, when they did not have their                
own ID. One respondent in Côte d’Ivoire spoke of how a friend had registered a SIM under her                  
name but when the phone was stolen, she could not travel back to help her friend again. As                  
mentioned earlier, some mobile money agents in Côte d’Ivoire stated they tried not to be too                
stringent on ID requirements because they knew a customer could go to another agent who               
wasn’t as demanding around ID. This can be problematic because it creates unfair competition              
among agents which goes unchecked by the mobile operators themselves. All these “human             
elements” of DFS and varying standards create confusion on the requirements and overall             
undermine the efficiency and safety that DFS should provide customers. 

5.6. End user fees and pricing transparency 
 
Fraud awareness, often through SMS warning messages as well as peers shared experiences,             
was high in Kenya and Côte d’Ivoire among female customers, to the extent where many               
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women were extremely careful about transacting, often asking someone younger to make the             
transaction if there was someone available, or going to the agent. The result of this was that as                  
one expert interviewee stated that “so much emphasis has been placed on fraud awareness,              
which is good, but it means that cost transparency has been overlooked”. In both Kenya and                
Côte d’Ivoire, women in our sample stated more concerns around DFS transaction costs,             
compared to men — not only that they were high but also opaque and they didn’t know what                  
they would be charged for.  
 
In addition, women hadn’t developed the same workaround mechanisms to avoid fees,            
compared to men who usually were more comfortable using DFS. Some men we spoke with               
would send multiple lower value transactions below the threshold where they would be charged.              
Very few women, except one young female student in Nairobi, knew about this tactic and were                
intimidated by the idea of having to spend longer doing several transactions which could              
potentially lead to mistakes. Instead, female respondents complained of “hidden costs” and            
“losing money” in DFS.  
 
A user-focused, HCI emphasis here would not only clearly display costs before and after each               
transaction (which systems do) but have constant messaging on cost as well as design which               
makes the user trust the system. Instead, one fear female customers had was being conned by                
“dark design patterns” (Jaiswal, 2018). An example of this, according to an expert interviewee,              
was an M-Pesa feature that follows immediately after sending that asks the user if they want to                 
top up their account but looks similar to the process of sending. This may mistakenly lead the                 
user to buy more credit—which they may not want to do. 
 
Women with lower incomes we spoke with, in both Côte d’Ivoire and Kenya, were particularly               
careful with their expenses, making every franc and shilling count. As a result, mobile money               
fees - however small - could deter women from using DFS more than men. 
 
To elaborate on hidden fees (Bailur, 2019), our research found that in Côte d’Ivoire, there was a                 
strong sense that money “didn’t grow” when left on the phone and was at risk from being stolen                  
or “swallowed” in some way.  
 
“I don’t want to leave money in my mobile money account. Once I receive it I take it out. I feel                     
like I am losing money if I leave money in my mobile, every time I want to do something with the                     
money it reduces and it certainly doesn’t grow. It’s not like that group savings or the bank.”                 
Vivienne, 34, fruit seller in Yopougon 
 
We noted that, though both men and women are sensitive to costs, women were less likely to                 
find workarounds to avoid fees. In both Kenya and Côte d’Ivoire, younger men mentioned they               
would find ways to reduce transaction fees by doing a smaller transaction multiple times rather               
than one higher cost transaction. For elderly women or a less digitally confident woman, going               
through the multiple manipulations to do several transactions is a deterrent, if they know about               
that possibility at all.  
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Making women aware of fee structures is critical to ensure they use or continue using DFS. A                 
woman in the outskirts of Abidjan shared her story of borrowing phone credit - rather than                
money - which is the most common type of credit service used in the country: 
 
“I borrowed some phone credit twice but wouldn’t recommend it to anyone. When you don’t               
reimburse after 2 or 3 days, they take fees that I wasn’t aware of.” 
 
In addition to mobile money charges, we noted the impact of hidden fees was highest on                
women as mentioned by Elodie, 26, who was living in Yopougon: 
 
“The units disappear without anyone knowing why. This guy here is telling us it is because of                 
subscriptions done without our agreement but until now I had no clue. They [the mobile network                
operators] need to end all this and explain fees.” 
 
As an expert we spoke with highlighted, there has been much emphasis on educating              
customers about the risk of fraud - in Côte d’Ivoire people still receive messages from their                
network providers to be aware of fraud very regularly - but price and fee transparency has been                 
ignored. It is key for DFS providers to ensure a more ethical design of cost structures,                
communicating about any possible fees, such as by-default subscriptions which make           
customers feel cheated and deter some from using the services, in particular women. 
 

 
Information posters on costs and fees at a woman's mobile money shop. Photo credit: H.               
Smertnik 
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5.7. User experience 
 
The Level One Principles do not explicitly have a category around social norms (all the               
principles could effectively be influenced by these). However, a woman’s environment and            
therefore her behaviour is an important factor in how she interacts with DFS. One finding from                
our parallel quantitative research was that men were more likely to workaround fee thresholds              
by sending multiple small transactions, whereas women would send one large transaction.            
Some respondents stated that they did not have time to send multiple transactions or feared               
they might make a mistake along the way, so it was easier to send a large transaction. User                  
design could address this issue specifically for women. There are related issues of making              
messaging clearer for women or building more trust, for example by having options to have               
confirmation messages stay on screen longer. Again, this is not to say that all female customer                
requirements are the same, but rather that these are some of the issues that were raised more                 
often by female rather than male DFS users in our interviews. 

5.8. Low cost user devices (and USSD) 
 
Building for low cost user devices, especially USSD interfaces, is still important. In Côte d’Ivoire,               
where most women in our sample were transacting using USSD shortcodes rather than through              
USSD embedded menus or apps, female customers said they often had to memorise the syntax               
for commands, such as sending money, checking the balance and so on. Eventually, the              
familiarity with string of text enabled women to be more confident in their usage of the services                 
and was particularly valuable for those women who may not have advanced levels of literacy               
or/and digital literacy. On the other hand, familiar USSD shortcodes did lead women to stick to                
one provider. In Côte d’Ivoire this was likely to be Orange rather than MTN or Moov as it was                   
the one of the first and their short codes were remembered from the start.  

5.9. Access points 
 
While these above three elements were some of the overarching design and product features of               
DFS that women mentioned, what also emerged in the gender analysis was that (as always),               
the human is critical in the system. In our interviews, purely digital products were not fully                
trusted, for example one respondent said about the digital loan app Tala: “these Tala [lending]               
apps, they don’t even have agents so do they really exist? How can they help you if there is no                    
one to go to? ”  
 
Agents and other intermediaries are key here as access points of DFS, especially when              
DFS features are unclear or intimidating. In our sample, female interviewees didn’t express             
preference for male or female agents, but just wanted a professional who could provide advice               
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and clarity on costs. The element of proximity to them as well as the availability of float were                  
also mentioned. A few female respondents did seem to prefer going to female agents for certain                
specific transactions. “I go to the woman agent when I deposit large sums of money, instead of                 
going to the male agent who is just across the street. I feel like the male agent may speak to my                     
husband or others while with this woman agent the amounts I deposit won’t be shared.” 
 
Similarly, female respondents wanted standardized support and assured grievance redressal          
processes rather than varied levels of help though they acknowledged personal relationships            
mattered here. This was particularly apparent in Côte d’Ivoire, where agents appeared to make              
more arbitrary decisions as to commissions, mobile money fees or KYC requirements. Men             
didn’t express this reliance or need for agents, often preferring to conduct transactions             
themselves or asking friends for help. 

Though the “touch” is a critical part of a functional DFS, this also increases women’s               
dependence on agents. Given agents’ varying interest in supporting their customers’ in their             
education and usage of DFS services, it is crucial for women customers to develop their own                
understanding and familiarity with DFS. This situation does raise the question of whether agents              
need to be explicitly trained in support and compensated for it, alongside the technical aspect of                
clearer mobile money design features. As one (male) agent stated in Côte d’Ivoire: 

“It’s not my job to raise      
awareness. When I did my     
training, I was shown how to      
do transactions, how to    
welcome clients and how to     
avoid risks and mistakes. I do      
advise clients how to reduce     
costs though. I earn very little.      
It exhausts me and brings me      
nothing.” Agent in Abidjan,    
Côte d’Ivoire 

 
 
 
Male mobile money agent in the      
outskirts of Nairobi. Photo credit: S.      
Oloo 
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5.10. Consumer education 
 
DFS education impacts women in distinct ways from men. In our research, female respondents              
stated that they rely more on their peers than communications from DFSPs. Respondents (both              
experts and end users) in both countries strongly stated that women in lower-income areas trust               
their peers the most, which is reflected in their greater dependence on the community savings               
groups, such as tontines. This was affirmed by the literature, which found that women often rely 
on their peers and their social networks for advice on which products to adopt. User education                
that ties into social networks and community organizations would likely reach women more             
effectively. 
 
“If the providers could get more elderly people educated to pass the message slowly it would be                 
better than pamphlets or texting. My grandmother, if she receives a call or a pamphlet, she may                 
not accept it, because, she will think ‘who do I know [that] has used this type of thing, and can                    
tell me about it, and can tell me that it’s good’, other than having a total stranger, because                  
nowadays, everyone wants to get money.” Female student, Nairobi 
 
Ensuring that users understand the usage and implications of financial services is critical for              
maintaining trust and control. This was particularly salient in Côte d’Ivoire, where some             
respondents expressed that mobile money has a bad reputation because of fraud. Given the              
apparently more cautious behaviour of women cited by male and female respondents, this             
reputation could hamper DFS uptake among women. Another point which female respondents            
raised, as mentioned in the literature, was: 
 
“...the language is too formal when they contact us. They should understand many of us are                
illiterate. It needs to be simpler [moins soutenu].” 
 
Female-targeted consumer education programs would likely have a differential benefit for           
women by helping clarify critical topics and generally build trust through understanding. 

5.11. Gender disaggregated data 
 
Although this was not an original Level One Principle, gender disaggregated data was added as               
a core requirement for DFSPs, to better understand gender differentiated usage. We could not              
ask direct user questions around this in our primary research but it was clear from the research                 
that men and women focussed on different issues and had different priorities and concerns. In               
this sense, gender disaggregated data would give an even better understanding of usage             
(services), frequency, timing of transactions etc. This would be highly relevant to design more              
gender-sensitive services. 
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Summary 
DFS are rapidly gaining traction, especially during and most likely post-COVID. However, design             
features can sometimes make them unappealing for women, which led to a number of              
consequences in our research. First (in our pre-COVID research), female entrepreneurs were            
beginning to consider cash instead of mobile money, because of a risk of fraud and revocation.                
Second, hidden fees remain intimidating (though some DFS providers removed fees during            
COVID). The delay in receiving confirmation messages can also deter women in using services              
as it adds a level of stress. Sometimes there is also a lack of interoperability between mobile                 
money networks (e.g. if the sender is on Orange and the recipient on MTN), as well as between                  
mobile money and banks. Finally, a lack of standardisation in ID and KYC can be problematic                
for women.The issue of exclusion is even stronger in the context of COVID-19, where payments               
are increasingly made digitally and women not having their own DFS accounts may be              
negatively impacted. 
 
The Level One Principles are therefore critical in addressing the gender DFS gap, though in our                
research some principles influenced women more than men. This is not to say that the other                
principles are not applicable to women--in some cases, they are equally important for both men               
and women, for example same day settlement of funds, or privacy.  
 
Addressing design features through the Level One Principles with women in mind would gain              
the trust of female customers and be beneficial from both a development and a new customer                
(business) perspective. Studies show that when in control of their income, women tend to              
prioritise spending that benefits the entire family, such as health care, education, and housing.              
On average, women spend 90% of their earned income on these items, compared to 60% of                
equivalent spending by men (Iskenderian, 2017). Further, while men may earn the bulk of              
household income, women may take responsibility for a significant portion of the household’s             
financial decision-making (GSMA, 2013). Financial products that are shaped to help save for,             
insure, or borrow to fund these needs would thus serve women’s interests, e.g. education              
payments (UNCDF, 2019a). However, DFS providers should be mindful when designing           
products and services to avoid unintended consequences, such as accommodating and           
reinforcing gender roles—this was a criticism of social cash transfer programs in Mexico and              
South Africa (Newton, 2016).  
 
What our research found therefore was that digital financial services need to a) pay greater               
attention to the design features which build in trust for women and b) still think about the human                  
in the human computer (mobile) interaction. The L1P is a useful framework for analysis here. As                
an aside, the issue is not always about gender of course—our parallel quantitative analysis in               
Kenya and Côte d’Ivoire cut by demographic found that income mattered more than gender              
when it came to transaction amount and volume. Having said this, mobile operators and DFS               
providers must increasingly be looking to women as new markets, especially the rising informal,              
social commerce or digital entrepreneur, and these are the demographics who need to be able               
to trust DFS with clear user interfaces and messaging. 
 

20 

Electronic copy available at: https://ssrn.com/abstract=3773132



 

References 
AFI (2019). Policy Framework For Women’s Financial Inclusion Using Digital Financial Services. 
https://www.afi-global.org/sites/default/files/publications/2019-09/afi_dfs_women%20fi_aw_25.0
9.19_digital.pdf.  

AFI (2017) Integrating Gender And Women’s Financial Inclusion Into National Strategies. 
https://www.afi-global.org/sites/default/files/publications/2017-03/GuidelineNote-27%20FIS-Gen
der%20and%20FIS.pdf. 

Bailur, S. (2019). Which DFS features matter more to women than men? 
Experiences from Côte d’Ivoire and Kenya. 
https://medium.com/caribou-digital/which-dfs-features-matter-more-to-women-than-men-3a2176
5b2236 .  

Bailur, S., Srivastava, D., & Smertnik, H. (2019). Women and ID in a digital age: five 
fundamental barriers and new design questions. 
https://medium.com/caribou-digital/women-and-id-in-a-digital-age-five-fundamental-barriers-and-
new-design-questions-79caa2a4acb8 

Barooah, P., Sahoo, S., Bhat, S. & George, D. (2018). “Closing the Gender Gap  : Opportunities 
for the Women’s Mobile Financial Services Market in Bangladesh.” World Bank. 
http://documents.worldbank.org/curated/en/821571530794259536/Closing-the-gender-gap-opp
ortunities-for-the-Womens-Mobile-Financial-Services-Market-in-Bangladesh . 

Belalcázar, C. (2015). Mobile Phones & Literacy: Empowerment in Women’s Hands : A 
Cross-Case Analysis of Nine Experiences. UNESCO. 
https://unesdoc.unesco.org/ark:/48223/pf0000234325 . 

Burjorjee, D. M., and Bin-Humam, Y. (2018). New Insights on Women’s Mobile Phone 
Ownership. CGAP.  
https://www.cgap.org/sites/default/files/researches/documents/Working-Paper-New-Insights-on-
Womens-Mobile-Phone-Ownership-Apr-2018.pdf. 

Finequity (2020). Digital Financial Literacy. 
https://www.findevgateway.org/training-events/digital-financial-literacy.  

Fiorillo, A. (2017). How to Bring More Women into Mobile Money. FinDev Gateway.  
https://www.findevgateway.org/blog/2017/dec/how-bring-more-women-mobile-money. 

Demirgüç-Kunt, A., Klapper, L., and Singer, D. (2013). “Financial Inclusion and Legal 
Discrimination Against Women  : Evidence from Developing Countries.” World Bank. 
https://openknowledge.worldbank.org/handle/10986/15553 . 

21 

Electronic copy available at: https://ssrn.com/abstract=3773132

https://www.afi-global.org/Sites/Default/Files/Publications/2019-09/Afi_dfs_women%20fi_aw_25.09.19_digital.Pdf
https://www.afi-global.org/Sites/Default/Files/Publications/2019-09/Afi_dfs_women%20fi_aw_25.09.19_digital.Pdf
https://www.afi-global.org/sites/default/files/publications/2017-03/GuidelineNote-27%20FIS-Gender%20and%20FIS.pdf
https://www.afi-global.org/sites/default/files/publications/2017-03/GuidelineNote-27%20FIS-Gender%20and%20FIS.pdf
https://www.afi-global.org/sites/default/files/publications/2017-03/GuidelineNote-27%20FIS-Gender%20and%20FIS.pdf
https://medium.com/caribou-digital/which-dfs-features-matter-more-to-women-than-men-3a21765b2236
https://medium.com/caribou-digital/which-dfs-features-matter-more-to-women-than-men-3a21765b2236
http://documents.worldbank.org/curated/en/821571530794259536/Closing-the-gender-gap-opportunities-for-the-Womens-Mobile-Financial-Services-Market-in-Bangladesh
http://documents.worldbank.org/curated/en/821571530794259536/Closing-the-gender-gap-opportunities-for-the-Womens-Mobile-Financial-Services-Market-in-Bangladesh
http://documents.worldbank.org/curated/en/821571530794259536/Closing-the-gender-gap-opportunities-for-the-Womens-Mobile-Financial-Services-Market-in-Bangladesh
https://unesdoc.unesco.org/ark:/48223/pf0000234325
https://unesdoc.unesco.org/ark:/48223/pf0000234325
https://www.cgap.org/sites/default/files/researches/documents/Working-Paper-New-Insights-on-Womens-Mobile-Phone-Ownership-Apr-2018.pdf
https://www.cgap.org/sites/default/files/researches/documents/Working-Paper-New-Insights-on-Womens-Mobile-Phone-Ownership-Apr-2018.pdf
https://www.cgap.org/sites/default/files/researches/documents/Working-Paper-New-Insights-on-Womens-Mobile-Phone-Ownership-Apr-2018.pdf
https://www.findevgateway.org/training-events/digital-financial-literacy
https://www.findevgateway.org/blog/2017/dec/how-bring-more-women-mobile-money
https://www.findevgateway.org/blog/2017/dec/how-bring-more-women-mobile-money
https://openknowledge.worldbank.org/handle/10986/15553
https://openknowledge.worldbank.org/handle/10986/15553


 

Genesis Analytics. “Exploring Fintech Solutions for Women.” (2018) IDRC. 
https://idl-bnc-idrc.dspacedirect.org/bitstream/handle/10625/57158/IDL-57158.pdf. 

Giorgia B., Field, E. Pande, R. Rigol, N., Schaner, S. & Troyer Moore, C. (2018).“A Tough Call: 
Understanding Barriers to and Impacts of Women’s Mobile Phone Adoption in India.” 
Cambridge, MA: Evidence for Policy Design, Harvard Kennedy School, 2018. 
https://epod.cid.harvard.edu/sites/default/files/2018-10/A%20Tough%20Call.pdf. 

Global Findex (2017). https://globalfindex.worldbank.org/.  

GSMA. (2015). Accelerating Digital Literacy: Empowering women to use the mobile internet.  
https://www.gsma.com/mobilefordevelopment/wp-content/uploads/2015/06/DigitalLiteracy_v6_
WEB_Singles.pdf. 

Hasler, A., and Lusardi, A. (2017). “The Gender Gap in Financial Literacy: A Global 
Perspective.” Global Financial Literacy Excellence Center. 
https://gflec.org/wp-content/uploads/2017/07/The-Gender-Gap-in-Financial-Literacy-A-Global-P
erspective-Report.pdf. 

Highet, C., Salman, A. & Singh, N (2020). The Digital Gender Divide Won’t Close by Itself – 
Here’s Why. 
https://www.cgap.org/blog/digital-gender-divide-wont-close-itself-heres-why.  

Iskenderian, M. “Empowering Women in the Developing World: Barriers and Opportunities - 
Women’s World Banking,” 2017. 
https://www.womensworldbanking.org/insights-and-impact/repost-empowering-women-developi
ng-world-barriers-opportunities/. 

Jack, W., & Suri, T. (2016). The Long-run Poverty and Gender impacts of Mobile Money. 
Science, 354 (6317), 1288:1292. 
 
Jaiswal, A. (2018). Dark patterns in UX: how designers should be responsible for their actions. 
 https://uxdesign.cc/dark-patterns-in-ux-design-7009a83b233c?gi=cd89bac02e41 .  

Klapper, L. (2015). “Digital Financial Solutions to Advance Women’s Economic Participation.” 
World Bank, 2015. 
https://btca-prod.s3.amazonaws.com/documents/122/english_attachments/Women's_Economic
_Participation_Report_16_November_2015.pdf?1447440924. 

Level One Principles (2019). The Level One Project Guide. 
https://www.leveloneproject.org/wp-content/uploads/2020/07/L1P_Guide_2019_Final.pdf. 

McKee, K., Kaffenberger, M. & Zimmerman, J. (2015). “Doing Digital Finance Right: The Case 
for Stronger Mitigation of Customer Risks.” CGAP. 
http://www.cgap.org/sites/default/files/Focus-Note-Doing-Digital-Finance-Right-Jun-2015.pdf. 

22 

Electronic copy available at: https://ssrn.com/abstract=3773132

https://idl-bnc-idrc.dspacedirect.org/bitstream/handle/10625/57158/IDL-57158.pdf
https://idl-bnc-idrc.dspacedirect.org/bitstream/handle/10625/57158/IDL-57158.pdf
https://epod.cid.harvard.edu/sites/default/files/2018-10/A%20Tough%20Call.pdf
https://epod.cid.harvard.edu/sites/default/files/2018-10/A%20Tough%20Call.pdf
https://globalfindex.worldbank.org/
https://www.gsma.com/mobilefordevelopment/wp-content/uploads/2015/06/DigitalLiteracy_v6_WEB_Singles.pdf
https://www.gsma.com/mobilefordevelopment/wp-content/uploads/2015/06/DigitalLiteracy_v6_WEB_Singles.pdf
https://www.gsma.com/mobilefordevelopment/wp-content/uploads/2015/06/DigitalLiteracy_v6_WEB_Singles.pdf
https://gflec.org/wp-content/uploads/2017/07/The-Gender-Gap-in-Financial-Literacy-A-Global-Perspective-Report.pdf
https://gflec.org/wp-content/uploads/2017/07/The-Gender-Gap-in-Financial-Literacy-A-Global-Perspective-Report.pdf
https://gflec.org/wp-content/uploads/2017/07/The-Gender-Gap-in-Financial-Literacy-A-Global-Perspective-Report.pdf
https://www.cgap.org/blog/digital-gender-divide-wont-close-itself-heres-why
https://www.womensworldbanking.org/insights-and-impact/repost-empowering-women-developing-world-barriers-opportunities/
https://www.womensworldbanking.org/insights-and-impact/repost-empowering-women-developing-world-barriers-opportunities/
https://www.womensworldbanking.org/insights-and-impact/repost-empowering-women-developing-world-barriers-opportunities/
https://uxdesign.cc/dark-patterns-in-ux-design-7009a83b233c?gi=cd89bac02e41
https://btca-prod.s3.amazonaws.com/documents/122/english_attachments/Women's_Economic_Participation_Report_16_November_2015.pdf?1447440924
https://btca-prod.s3.amazonaws.com/documents/122/english_attachments/Women's_Economic_Participation_Report_16_November_2015.pdf?1447440924.%C2%B6
https://btca-prod.s3.amazonaws.com/documents/122/english_attachments/Women's_Economic_Participation_Report_16_November_2015.pdf?1447440924.%C2%B6
https://www.leveloneproject.org/wp-content/uploads/2020/07/L1P_Guide_2019_Final.pdf
http://www.cgap.org/sites/default/files/Focus-Note-Doing-Digital-Finance-Right-Jun-2015.pdf


 

Newton, J. (2016). Making Social Protection Gender Sensitive for Inclusive Development in 
Sub-Saharan Africa. Leiden: INCLUDE. 
https://includeplatform.net/wp-content/uploads/2019/07/INCLUDE-GRF-Newton-Making-Social-
Protection-Gender-Sensitive.pdf. 

Ng’weno, A., Oldja, L., Hassan, M., and Kapoor, P. (2018). “Demand-Side Review of Financial 
Inclusion for Women in Entrepreneurship and Smallholder Agriculture.” IDRC, 2018. 
https://idl-bnc-idrc.dspacedirect.org/handle/10625/57157 . 

OECD (2018). Bridging the Digital Gender Divide: Include, Upskill, Innovate.  
http://www.oecd.org/internet/bridging-the-digital-gender-divide.pdf. 

Pasti, F. (2019) “State of the Industry Report on Mobile Money 2018,” GSMA. 
https://www.gsma.com/r/wp-content/uploads/2019/05/GSMA-State-of-the-Industry-Report-on-M
obile-Money-2018-1.pdf. 

Pew Research Center (2018). Internet Connectivity Seen as Having Positive Impact on Life in 
Sub-Saharan Africa.  
https://www.pewresearch.org/global/wp-content/uploads/sites/2/2018/10/Pew-Research-Center
_Technology-use-in-Sub-Saharan-Africa_2018-10-09.pdf. 

Pitcaithly, L, Biallas, M., Japhta, R. & Murthy, P. (2016). “Research and Literature Review of 
Challenges to Women Accessing Digital Financial Services.” The World Bank. 
http://documents.worldbank.org/curated/en/293211501140944710/Research-and-literature-revie
w-of-challenges-to-women-accessing-digital-financial-services. 

Potnis, D. (2015). “Inequalities Creating Economic Barriers to Owning Mobile Phones in India: 
Factors Responsible for the Gender Digital Divide.” Information Development 32, no. 5 (2016): 
1332–42. https://doi.org/10.1177/0266666915605163 . 

Roessler, P. (2018). The Mobile Phone Revolution and Digital Inequality: Scope, Determinants 
and Consequences. Pathways for Prosperity Commission. Background Paper Series; no. 15. 
Oxford. United Kingdom.  
https://pathwayscommission.bsg.ox.ac.uk/sites/default/files/2019-09/the_mobile_phone_revoluti
on_and_digital_inequality.pdf. 

Roessler, P et al. (2018). Mobile phone turnover impedes women’s financial inclusion in 
Tanzania. Working Paper, William & Mary, Williamsburg, VA, US.  

Rowntree, O. (2018). “The Mobile Gender Gap Report 2018.” GSMA, February 2018. 
https://www.gsma.com/mobilefordevelopment/wp-content/uploads/2018/04/GSMA_The_Mobile
_Gender_Gap_Report_2018_32pp_WEBv7.pdf. 

Ryan, O. (2019). “GSMA Harnessing the Power of Agents to Drive Female Inclusion.” GSMA 
Mobile for Development (blog). 

23 

Electronic copy available at: https://ssrn.com/abstract=3773132

https://includeplatform.net/wp-content/uploads/2019/07/INCLUDE-GRF-Newton-Making-Social-Protection-Gender-Sensitive.pdf
https://includeplatform.net/wp-content/uploads/2019/07/INCLUDE-GRF-Newton-Making-Social-Protection-Gender-Sensitive.pdf
https://idl-bnc-idrc.dspacedirect.org/handle/10625/57157
https://idl-bnc-idrc.dspacedirect.org/handle/10625/57157
http://www.oecd.org/internet/bridging-the-digital-gender-divide.pdf
http://www.oecd.org/internet/bridging-the-digital-gender-divide.pdf
https://www.gsma.com/r/wp-content/uploads/2019/05/GSMA-State-of-the-Industry-Report-on-Mobile-Money-2018-1.pdf
https://www.gsma.com/r/wp-content/uploads/2019/05/GSMA-State-of-the-Industry-Report-on-Mobile-Money-2018-1.pdf
https://www.gsma.com/r/wp-content/uploads/2019/05/GSMA-State-of-the-Industry-Report-on-Mobile-Money-2018-1.pdf
https://www.pewresearch.org/global/wp-content/uploads/sites/2/2018/10/Pew-Research-Center_Technology-use-in-Sub-Saharan-Africa_2018-10-09.pdf
https://www.pewresearch.org/global/wp-content/uploads/sites/2/2018/10/Pew-Research-Center_Technology-use-in-Sub-Saharan-Africa_2018-10-09.pdf
https://www.pewresearch.org/global/wp-content/uploads/sites/2/2018/10/Pew-Research-Center_Technology-use-in-Sub-Saharan-Africa_2018-10-09.pdf
http://documents.worldbank.org/curated/en/293211501140944710/Research-and-literature-review-of-challenges-to-women-accessing-digital-financial-services
http://documents.worldbank.org/curated/en/293211501140944710/Research-and-literature-review-of-challenges-to-women-accessing-digital-financial-services
http://documents.worldbank.org/curated/en/293211501140944710/Research-and-literature-review-of-challenges-to-women-accessing-digital-financial-services
https://doi.org/10.1177/0266666915605163
https://pathwayscommission.bsg.ox.ac.uk/sites/default/files/2019-09/the_mobile_phone_revolution_and_digital_inequality.pdf
https://pathwayscommission.bsg.ox.ac.uk/sites/default/files/2019-09/the_mobile_phone_revolution_and_digital_inequality.pdf
https://pathwayscommission.bsg.ox.ac.uk/sites/default/files/2019-09/the_mobile_phone_revolution_and_digital_inequality.pdf
https://www.gsma.com/mobilefordevelopment/wp-content/uploads/2018/04/GSMA_The_Mobile_Gender_Gap_Report_2018_32pp_WEBv7.pdf
https://www.gsma.com/mobilefordevelopment/wp-content/uploads/2018/04/GSMA_The_Mobile_Gender_Gap_Report_2018_32pp_WEBv7.pdf
https://www.gsma.com/mobilefordevelopment/wp-content/uploads/2018/04/GSMA_The_Mobile_Gender_Gap_Report_2018_32pp_WEBv7.pdf
https://www.gsma.com/mobilefordevelopment/blog/harnessing-the-power-of-agents-to-drive-female-financial-inclusion/


 

https://www.gsma.com/mobilefordevelopment/blog/harnessing-the-power-of-agents-to-drive-fem
ale-financial-inclusion/. 

Scharwatt, C., and Minischetti, E. (2014). “Reaching Half of the Market: Women and Mobile 
Money.” GSMA. 
http://www.gsma.com/mobilefordevelopment/wp-content/uploads/2014/09/2014_DI_Reach-half-
of-the-market-Women-and-mobile-money.pdf. 

Sinha, T. and Highet, C. (2017) “Guide to Increasing Women’s Financial Inclusion in 
Bangladesh through Digital Financial Services.” fhi360. 
https://www.marketlinks.org/sites/marketlinks.org/files/resource/files/DFS_WomensGuide_Augu
st2017.pdf. 

Srivastava, B., Tiwari, A., Chatterjee, R., Gupta, A. (2020). When Inclusion is Not Inclusive: 
What Needs to Change to Achieve Meaningful Financial Inclusion for Women. 
https://nextbillion.net/financial-inclusion-not-inclusive-for-women/.  

The Economist (2020), Dial it up: The covid-19 crisis is boosting mobile money 
https://www.economist.com/middle-east-and-africa/2020/05/28/the-covid-19-crisis-is-boosting-m
obile-money. 

UNCDF (2019a). “Labour Pains: Discovering the Financial Lives of Zambian Mothers,” 
https://www.uncdf.org/article/4445/labour-pains-discovering-the-financial-lives-of-zambian-moth
ers. 

UNCDF (2019b). “Gender Centrality of Mobile Financial Services in Bangladesh,”. 
https://www.uncdf.org/article/4453/gender-centrality-of-mobile-financial-services-in-bangladesh 

UNESCO (2018). “UNESCO Guidelines for Digital Inclusion for Lowskilled and Low-Literate 
People - Draft v1.2,”. 
https://en.unesco.org/sites/default/files/unesco-pearson_draft_guidelines_for_digital_inclusion.p
df 

World Bank (2017a). “No account because of lack of necessary documentation (% age 15+) 
(fin11c.a) [Low income],” https://databank.worldbank.org/source/global-financial-inclusion/. 

World Bank. “Lessons from the Field: Leveraging Mobile Financial Services to Accelerate 
Women’s Financial Inclusion,” 2017b. 
https://www.worldbank.org/en/news/feature/2017/11/30/lessons-from-the-field-leveraging-mobile
-financial-services-to-accelerate-womens-financial-inclusion . 

World Bank (2018a). “Global ID Coverage, Barriers, and Use by the Numbers : Insights from the 
ID4D-Findex Survey.” The World Bank, July 17. 
http://documents.worldbank.org/curated/en/953621531854471275/Global-ID-Coverage-Barriers
-and-Use-by-the-Numbers-Insights-from-the-ID4D-Findex-Survey. 

24 

Electronic copy available at: https://ssrn.com/abstract=3773132

https://www.gsma.com/mobilefordevelopment/blog/harnessing-the-power-of-agents-to-drive-female-financial-inclusion/
https://www.gsma.com/mobilefordevelopment/blog/harnessing-the-power-of-agents-to-drive-female-financial-inclusion/
http://www.gsma.com/mobilefordevelopment/wp-content/uploads/2014/09/2014_DI_Reach-half-of-the-market-Women-and-mobile-money.pdf
http://www.gsma.com/mobilefordevelopment/wp-content/uploads/2014/09/2014_DI_Reach-half-of-the-market-Women-and-mobile-money.pdf
http://www.gsma.com/mobilefordevelopment/wp-content/uploads/2014/09/2014_DI_Reach-half-of-the-market-Women-and-mobile-money.pdf
https://www.marketlinks.org/sites/marketlinks.org/files/resource/files/DFS_WomensGuide_August2017.pdf
https://www.marketlinks.org/sites/marketlinks.org/files/resource/files/DFS_WomensGuide_August2017.pdf
https://nextbillion.net/financial-inclusion-not-inclusive-for-women/
https://www.economist.com/middle-east-and-africa/2020/05/28/the-covid-19-crisis-is-boosting-mobile-money
https://www.economist.com/middle-east-and-africa/2020/05/28/the-covid-19-crisis-is-boosting-mobile-money
https://www.uncdf.org/article/4445/labour-pains-discovering-the-financial-lives-of-zambian-mothers
https://www.uncdf.org/article/4445/labour-pains-discovering-the-financial-lives-of-zambian-mothers
https://www.uncdf.org/article/4445/labour-pains-discovering-the-financial-lives-of-zambian-mothers
https://www.uncdf.org/article/4453/gender-centrality-of-mobile-financial-services-in-bangladesh
https://www.uncdf.org/article/4453/gender-centrality-of-mobile-financial-services-in-bangladesh
https://en.unesco.org/sites/default/files/unesco-pearson_draft_guidelines_for_digital_inclusion.pdf
https://en.unesco.org/sites/default/files/unesco-pearson_draft_guidelines_for_digital_inclusion.pdf
https://data.worldbank.org/indicator/SE.ADT.1524.LT.FE.ZS
https://databank.worldbank.org/source/global-financial-inclusion/
https://www.worldbank.org/en/news/feature/2017/11/30/lessons-from-the-field-leveraging-mobile-financial-services-to-accelerate-womens-financial-inclusion
https://www.worldbank.org/en/news/feature/2017/11/30/lessons-from-the-field-leveraging-mobile-financial-services-to-accelerate-womens-financial-inclusion
http://documents.worldbank.org/curated/en/953621531854471275/Global-ID-Coverage-Barriers-and-Use-by-the-Numbers-Insights-from-the-ID4D-Findex-Survey
http://documents.worldbank.org/curated/en/953621531854471275/Global-ID-Coverage-Barriers-and-Use-by-the-Numbers-Insights-from-the-ID4D-Findex-Survey
http://documents.worldbank.org/curated/en/953621531854471275/Global-ID-Coverage-Barriers-and-Use-by-the-Numbers-Insights-from-the-ID4D-Findex-Survey


 

World Bank. Women, Business and the Law (2018b). The World Bank. 
https://doi.org/10.1596/978-1-4648-1252-1 . 

World Economic Forum (2018). The Global Gender Gap Report 2018. Geneva: World Economic 
Forum, 2018. http://www3.weforum.org/docs/WEF_GGGR_2018.pdf. 

 

Acknowledgements 
This research was part of a broader mixed methods project on the gender impact of the Level 1                  
Principles. Other team members included Will Croft and Bryan Pon on the quantitative research. 

We would like to thank our research partners on the ground: 

● in Kenya, the AFROES research team, led by Gathoni Mwai and Sylvia Oloo 
● in Côte d’Ivoire, Empow’Her research team, in particular Soazig Barthelemy, Chloe           

Roncajolo and Serge Kouadio. 

This project was funded by the Gates Foundation Financial Services for the Poor team. We               
would like to thank the FSP team and the Global Centre for Gender Equality at Stanford                
University for feedback, in particular Nicole Figot, Margaret Greene and Angela Hartley.  

 

25 

Electronic copy available at: https://ssrn.com/abstract=3773132

https://doi.org/10.1596/978-1-4648-1252-1
https://doi.org/10.1596/978-1-4648-1252-1
http://www3.weforum.org/docs/WEF_GGGR_2018.pdf
https://www.leveloneproject.org/wp-content/uploads/2020/07/L1P_Guide_2019_Final.pdf
https://www.leveloneproject.org/wp-content/uploads/2020/07/L1P_Guide_2019_Final.pdf

