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PUTTING THE USER FRONT AND CENTER

The Financial Inclusion Insights (FII) program responds to the need identified by multiple
stakeholders for timely demargide data and practical insights into digital financial services
(DES), including mobile money, and the potential for their expanded use among the poor.

The FIl team implements nationally representative population surveys and qualitative research
studies irBangladesh, India, Indonesia, Kenya, Nigeria, Pakistan, Tanzania anddJganda

Track access to and demadndfinancial services, especially DFS;

Measure adoption and uség DFS among key underserved groups (females, poor, rural, etc.);
Identify drivers and barriets further adoption of DFS;

Evaluate the agent experienged the performance of mobile money agents; and

Produce actionable, forwaddoking insights based on rigorous dataupport product and
service development and delivery.

To o Io Do Ix

The FIl program is managed by InterMedia. Visit the FIl Resource Center to learn more:

By InterMedia
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KEY DEFINITIONS

Access to a bank Counts individuals who use a{sdirvice bank
account either registered in their name or held by someone else.

Access to mobile money or an NBElounts individuals who have

ever used a mobile money service or adalivice NBFI.
in their name with a fukervice financial institution that offers

Access & triak, Counts individuals who have a bank account digital . | debit/ q q
registered in their name or use a bank account that is registered tgii9ital services (e.g., online account access, debit/ATM card, cre

someone else, or have ever used a mobile money service, or a fullfard electronic cash transfers).

service NBFI Digital financial services (DE$)jnancial services provided through
Active registered userAn individual who has an account registered aln electronic glatform (€.g., mobile phones, debit or credit

in their name with a fulbervice financial institution and has used it €lectronic cards, internet).

in the last 90 days. Digital storedvalue account A mobile money account or a full

Advanced user An active registered user who has ever used their S€rvice bank or NBFI account that offers digital services.

account for saving, borrowing, insurance, investment, paying bills &inancial inclusionIndividuals who hold an account with an
receiving wages or government benefits. Buying airtimeutipis institution that provides a full suite of financial services and comes
considered an advanced use of a bank account or NBFI account buhder some form of government regulation.

not & mobile money account. Financial literacy- Basic knowledge of four fundamental concepts i
Airtime ¢ Minutes of talk time available on a mobile phone. Airtimefinancial decision making (interest rates, interest compounding,
top-up (adding minutes) is a basic mobile money activity, but is
considered an advanced bank or NBFI activity.

Basic use; Cashin (deposit) or casbut (withdraw), transfer

Customer journe); A series of progressive stages through which
individuals become more active users of more sophisticated
financial services.

Digital financial inclusian Counts individuals who have an account

t 22NRA wkdiAy3d {SNBAOSQa Df20ol
Fultservice financial institutionsFinancial institutions that offer
money to another individual, or conduct account maintenance. loans totheir customers and at least one of the followamdgitional
Below the poverty ling In this particular study, adults living on less S€rVices: savings, money transfers, insurance, or investments.
than $2.50 per day in 2005 purchasing power parity U.S. Dollars, adicrofinance institution (MFI}, An organization that offers financial
classified by thé services to lowincome populations. Almost all give loans to their
Confidence intervgb5%)c The range of values within which the members, and many offer insurance, deposit and other services.
observed value of a statistic will be found in 95 out of 100 repeat Mobile money (MMJ; A service that allows a mobile phone to be

measurements. used for storing and transferring money, and potentially accessing
other financial services.

Cooperativeg Typically, a business or other professional
organization that is owned and run jointly by its members, who
share profits or benefits. Cooperatives may release some of the

. . Nonbank financial institution (NBEI\ financial organization that is
profits/funds as loans to its members.

www.finclusion.org
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not formally licensed as a bank or a mobile money provider, but
whose activities are regulated, at least to some extent, by the
central bank within the country. Such financial institutions include
microfinance institutions (MFIs), cooperatives, Post Office (Savings)
Banks and savings and credit cooperatives (SACCOSs), etc.

iNumeracy- The ability to use basic math skills, including counting,
addition, division, multiplication and computing shairtd long
term interest rates.

Poverty Probability Index (PPB. measurement tool wherein a set

of countryspecific survey questions are used to compute the
fA1StAK22R GKIG +Fy AYRAGARIZ f Qa
Registered usey Counts individuals who have a financial account
registered in their name or registered jointly in their and someone
StasSQa ylyYSo

Savings and credit cooperative (SAQGCG)elfhelp group owned

nand managed by its members. Its main purpose is to build up funds

through regular contributions by each member, with the aim of

inflation, and risk diversification) as measured by the Standard and"©Viding affordable credit and collective investments.

Unregistgredyovathé-dounter {QT S) Nderdriindiyidiz mte &abd

dzZASR | FTAYlIYyOAlLf aSNBAOS G(KNRdIzZAK
Y20AtS Y2y Se 3ISydiQa I 002dzyd 2NJ
or a neighbor.

{

Urban/rural ¢ Urban and rural persons are defined according to
their residence in urban or rural areas as prescribed by the national
bureau of statistics.
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UNDERSTANDING FINANCIAL INCLUSION

What is financial inclusion?

Financial inclusion means that individuals and businesses have access to useft
and affordable financial products and services that meet their needs
transactions, payments, savings, credit and insurgmuietivered in a

responsible and sustainable w@he World BankFinancially included

individuals are those who have an account in their name with-sefilice

financial institution.

How is it created?

Financial inclusion is created through the uptake and use of individual
accounts with institutions that offer a full suite of financial serqas/ings,
credit, money transfers, insurance and investment.-deullice financial
institutions include banks, mobile money service providers, and nonbank
financial institutions, such as depeéisiking microfinance institutions (MFIs)
and financial cooperatives.

How is it measured?

We measure financial inclusion as the percentage of adults (15+ years old) who
report having at least one account in their name with an institution that offers

a full suite of financial services, and comes under some form of government
regulation.

What institutions and services do not count?

Individuals who own accounts with institutions that are not full service, such as
creditonly microfinance institutions (MFIs), are not considered financially
included. Individuals who do not have their owngellvice account or use
a2YS2yS StasQa | 002dzyid FNB y2i
who only use services such as money guards, savings collectors, and digital
recharge cards that are not attached to a bank or MFI account are also
considered financially excluded.

O2yaAiARe


http://www.finclusion.org
http://www.finclusion.org

FINANCIAL INCLUSION

APPLIED RESEARCH FOR _ digital financial inclusion www.finclusion.org

NIGERIA

ABOUT THE SURVEY

A Fifth survey (Wave 5) conducted from August to December 2017. Surveys measure national trends on key 2017: National demographics
indicators of financial inclusion since 2013. (Shown: Percentage of Nigeria adults, N=6,042)

A Target population: Adults aged 15+ residing in households. Demographic characteristics

A Sampling frame: List of census enumeration areas (EAs) sampled for the 2016 Multiple Indicator Cluster

Survey (MICS). Male 50
A Sample design: Stratified multistage cluster sample of 6,042 adults designed by InterMedia in collaboration Female 50
with the Nigeria Bureau of Statistics (NBS): Urban 29
o Stratification by state; Rural 71
o First stage: Random selection of 640 EAs; _
0 Second stage: Selection of households from the lists created during the household listing operation Abovethe $2.50/day poverty line 40
conducted by the 2016 MICS; Below the $2.50/day poverty ling 60
o Third stage: Selection of one adult member per household using the Kish grid.
o - _ Age: 1524 31
A Faceto-face interviews administered at the household using smartphones. 2534 30
A Data is weighted by the reciprocal of the overall probability of selection for household members, and by — G
household and householtiember response rates. Pestatification adjustment to the weights aligned the
demographic characteristics of the sample with the 2015 national population projections provided by NBS. 4554 11
A Weighted data used to generate representative statistics at the national level, and for urban and rural 55+ 10
populations separately. Weighted percentages are reported together with unweighted respondent counts. Basic INeracy 48
Basic numeracy 99

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017. 7
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COUNTRY CONTEXT

A The Federal Government of Nigeria launched il A devalue, monetary policy made bank deposits less attractive than alternative stores
)in April 2017, which highlights key strategies to drive inclusive of value, such as U.S. Dollars or other assets.
and sustainable growtlthe plan includes the objectives of deepening the financial
serviges sector _and promoting financial inclusion. While mobile money was not loans.Together, the will
mentioned in this plan, a NEWNE : . _|n|t|at_|ve ._ease the challenges to accessing affordable credit and promote a favorable business
from the Central Bank of Nigeria (CBN) seeks to expand financial inclusion by add'n@nvironment
500,000 mobile banking agents. Collat ' Reqist At 2017 add " ot abstacle of o _
" < LA ox oA A era) Reqistr : S ajor qbstagle ssinq financing
Al2y é.dZY.S N?] 0.2 YTARS )/ OS5 A Y bA3ds .NJ\ FQa .T A Y{-\ )Eﬁf}ifro, smAi%mt adlum & ’te%ris%es?{i allltglvg?]g tRefn t(?ée%%@fﬁéﬁﬁ%vable
devaluation, high inflation, and n_egatlve economic growth fqr five consecutlve assets in the National Collateral Registry and use those assets as collateral for loan
guarters from 2016 through the first quarter of 2017, according to/the acquisition
Monetary policy focused on fighting inflation, stabilizing the currency, and guarding N . . o _ .
the solvency of the banking system by maintaining a large ini@tesspread to the The Credit Reporting Act, 2017 provides the platform for credit information sharing

A The Federal Government of Nigeria signed into law two bills designed to ease access to

detriment of bank customers, contributing to a fall in registered bank account between credit bureaus and lenders, enabling lenders to make viable decisions on
holders. whether or not to extend credit to individuals.
A Nonperforming bank loans more than doubled from 2015 to March 2017, A¢KS AYLX SYSy b lcisile2yholigifendediSincentiviz@xishless
. mainly because of low economic growth and the weak returns on transactions by raising bank fees on large cash deposits and withdrawals, was
investment in the oil and gas sector. in April 2017The CBN instructed all banks to revert to previous

transaction charges for deposits and withdrawals and refund customers who had

A The value of the Naira remains under downward pressure after the Central Bank wag.an charged the new higher fees

forced to abandon the dollar peg in June 2016. The Naira immediatety
against the dollar, and continued to lose value thereafter, prompting the A Individual account registration using biometric bank verification numbers (BVNSs) has

adoption of i revealed high account dormancy or abandonmésfier extensions to the registration
deadline since 2015, Nigerian banks collectivalyricdin September 2017 that
they issued to their customers, linked to a total of 51.7 million
bank accounts of all typesearly 46 million fewer than the total of 97.57 million
bank accounts.

A Inflation remained over 15 percent in late 2017. The Central Bank of Nigeria (CBN)
maintained the benchmark lending rate at 14 percent from July 2016, while the
interest rate for deposits stayed around 4.2 percent. As the Naira continued to

8
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NOTABLE STATISTICS

Access to banks and registered users of bank accounts declined from 2016 to 2017 in a continuation of the downtrendl since 201

o Thirty percent of the adult population held a registered account with-adulice financial institution in 2017; a 5
percentage point decline over the 35% observed in 2016. The decline was driven by decreased bank account ownership.

o The proportion of adults with registered farvice bank accounts decreased from 34% in 2016 to 29% in 2017, which
closely corresponds to the 28% of individuals ,who had a biometric bank verification number (BVN) linked to
a bank account in October of the same year. Accounts that are not linked to BVNs are inaccessible.

o The rate of NBFI account ownership has remained effectively unchanged since 2014 at less than 4% of the adult
population.

Mobile money uptake increased slightly in 204@cess was statistically unchanged from 2016 levels, but up significantly
compared to 2015.

0 Access and trig the proportion of adults who have ever used a mobile money servicked up to over 3% of adults.

o Most of those who used mobile money held a registered account, making up slightly less than 3% of the adult population.

o0 Active users of mobile accounts made up 2% of adults.

Geographical access to financial services declined for Nigerian adults in 2017.

0 Awareness of a financial poiot-service within one kilometer of home dropped from 48% of adults in 2016, to 31% in
2017.

o The proportion of adults aware of a bank branch within one kilometer of their home dropped by 7 percentage points, from
31% in 2016 to 24% in 2017.

The majority of the population continued to show high levels of financial inclusion readiness ith2045; digital readiness
indicator of SIM card ownership increased by 4 percentage points, from 79% of adults in 2016, to 83% in 2017. Thegdroportion
adults with the ability to text, however, decreased by 12 percentage points, from 78% in 2016 to 66% in 2017.

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.
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2017: Financial Inclusion*

(Shown: Percentage of Nigeria adults, N=6,042)

30%

Financially included

@)

3%have

aregistered
mobile money
account

29%nhave a

full-service
bank account

3%have a

full-service
NBFI account

*Overlap representing those who have multiple
kinds of financial accounts is not shown.
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ACCESS & TRIAL OF FINANCIAL SERVICES

A The proportion of adults who have access to asiiVice bank account (either their own or one belonging to someone

else) decreased by 3 percentage points, from 41% in 2016 to 38% in 2017. This change is, however, within the survey margin

of error and, therefore, is not statistically significant.

A The declining share of bank users in the adult population has been met with slow growth in the uptake of mobile money
accounts, while the proportion of adults accessing NBFI accounts has not changed statistically since 2014.

Access & trial
(Shown: Percentage of Nigeria adults, by year)

5
3 3 3 3
NA ot 44 48 ki BEE 38 0.3 0.7 09 2 44 49 1 BUPE 39
ﬁ = - P I
Nonbank financial institution Bank Mobile money NBFI, bank, and/or mobile money

2013 (N=6,002)m 2014 (N=6,000)m 2015 (N=6,001)m 2016 (N=6,352)= 2017 (N=6,042) T 95% confidence interval

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker surveys, Wave 1 (N=6,002, 15+), Sdépéesbber 2013; Wave 2 (N=6,000, 15+);Seppember 2014; Wave 3 (N=6,001, 15+), August
September 2015; Wave 4 (N=6,352, 15+), Au@ugiber 2016; Wave 5 (N=6,042, 15+), AubDestember 2017.
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Only 3%f the
adult population
accessed mobile
money in 2017.
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REGISTERED USERS (FINANCIAL INCLUSION)

A Registered users of a fskrvice financial institution peaked at 43% of adults in 2014, and steadily decreased to 30% Hye2017.
decrease from 2016 to 2017 was driven by a 5 percergage drop in registered bank users. Registered mobile money users are

growing, but remain a very small proportion of the population, on par with registered NBFI users.

A The decline in bank account holders reflects a weakened banking system amid economic recession and currency deprehbiation, and

enforcement of the directive to link all bank accounts to biometric bank verification numbers (BVNs)/ feavingliorbank
accounts unlinked, and therefore inaccessible.

4 3
I

2

3

NA M-

Nonbank financial institution

38 42 | < Bel

Bank

Registered users
(Shown: Percentage of Nigeria adults, by year)

29

0.1 0.4 0.6 2
— SE—— |

Mobile money

3
I

38 43 | </ Belm 30

NBFI, bank, and/or mobile money

2013 (N=6,002)m 2014 (N=6,000)m 2015 (N=6,001)m 2016 (N=6,352)= 2017 (N=6,042) T 95% confidence interval

*Fewer than 50 observations

Source: InterMedia Nigeria Fll Tracker surveys, Wave 1 (N=6,002, 15+), Sdptesthber 2013; Wave 2 (N=6,000, 15+);Sesember 2014; Wave 3 (N=6,001, 15+), August

September 2015; Wave 4 (N=6,352, 15+), Au@uiiber 2016; Wave 5 (N=6,042, 15+), Aubestember 2017.
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Theb
percentage
point decline
in registered bank
account users
between 2016 and
2017 reflects a
weakened banking
system amid
economic
recession and
currency
depreciation.
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FINANCIAL INCLUSION TREND, BY DEMOGRAPHIC GROUP

A Financial inclusion in Nigeria shows persistent gender, locality, and income gaps. The gender gap has grown wider during the
O2dzy i NBQad SO2y2YAO R2gyl(GdNY &aAyOS wnmnI 6KSYy otz 2F 62Y 17 percentagepointgender f f @
2017, the gap increased from 13 to 17 percentage points as financial inclusion fell to 21% of women and 38% of men. gap;

A Financial inclusion is less common in the bgowerty than the abowvgoverty demographic groups, particularly since 2016 19 percentagepoint locality

when the poverty probability index (PPI) was revised to classify a larger portion of the population-peartyel he above _
poverty demographic accounted for the drop in financial inclusion from 2016 to 2017, while thepbgkmy group showed gap,

a slight increase. 28 percentagepoint income

Registered users, by demographic group P i :
(Shown: Percentage of each demographic group who are registered users, by year) SE financial inclusion.

I I I
I { I
I I 1 I
I
43 30 37 Bl 21 50 [ uEvie 38 37 RAREwE 24 52 NRgicl 43 42 19 57 47
Total population Female Male Rural Urban Below poverty Above poverty

2014: Total population (N=6,00Gemale (n=2,506Nlale (n=3,494)Rural(n=3,73); Urban (n=2,269Below povertyn=5,338; Above poverty (n=662)
2015: Total population (N=6,00Bemale (n=2,576Male (n=3,425)Rural(n=3,226; Urban (n=2,775Below povertyn=5,139; Above poverty (n=862)
2016: Total population (N=6,35Bemale (n=2,992Male ©1=3,360; Rural(n=4,568; Urban (n=1,784Below povertyn=3,74); Above poverty (n=2,611)
2017: Total population (N=6,04Bemale (n=3,059Male (n=2,983)Rural(n=3,715; Urban (n=2,327Below povertyn=3,089; Above poverty (n=2,954)
I 95% confidence interval

Source: InterMedia Nigeria Fll Tracker surveys, Wave 2 (N=6,000, Septduhper 2014; Wave 3 (N=6,001, 15+), Atgesterber 2015; Wave 4 (N=6,352, 15+), Augbstober 2016;
Wave 5 (N=6,042, 15+), Augidstcember 2017. 12
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ACTIVE REGISTERED USERS
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A¢cKS ySIridAgsS STFSOG 2F bAISNRAIFIQA SO2y2YAO R2gyiGdNYy 2age O2yFARS

point drop in active users of bank accounts (past 90 days), from 31% of adults in 2016 to 23% in 2017.
A Active registered mobile money users increased to 2% of adults, which is double the 1% observed in 2016, but still almost

undetectable using nationally representative survey sampling. Likewise, active NBFI users were 2% of adults in 2Gh@s&lost of

who have a registered NBFI or mobile money account are active users.

Active registered users
(Shown: Percentage of Nigeria adults, by year)

1
I 1 I
3 2 2 * ok 2
NA s = iz I 35 38 | ¢ BEEE 23 O._l Of* 0.5 1 I 35 | 39 PLEEEyE 24
Nonbank financial institution Bank Mobile money NBFI, bank, and/or mobile money

2013 (N=6,002)m 2014 (N=6,000)m 2015 (N=6,001)m 2016 (N=6,352)= 2017 (N=6,042) T 95% confidence interval

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker surveys, Wave 1 (N=6,002, 15+), Sépteathber 2013; Wave 2 (N=6,000, 15+);Sesember 2014; Wave 3 (N=6,001, 15+), August
September 2015; Wave 4 (N=6,352, 15+), Au@usiber 2016; Wave 5 (N=6,042, 15+), Aubestember 2017.

6%0of adults held
a registered bank
account but did
not use it in the 90
days before the
survey.
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ADVANCED USERS

A In 2017, nearly all active registered users of bank accounts were advanced users, meaning that they used their acgognt for sa
borrowing, receiving wages, or other advanced activities. Advanced bank users dropped by 8 percentage points from Z016 to 201

in line with active users.

A Advanced users of mobile money were nearly 2% of adults in 2017, which is a statistically significant increase oven #6144, whe
group was barely detectable using nationally representative survey sampling. This finding shows that some use casesdeyond ba
transfers and casim, cashout are taking hold with the small group of mobile money users.

Advanced active registered users
(Shown: Percentage of Nigeria adults, by year**)

i 1 1 1 36 PEZAEEVE 22 0.2 03 07 % 37 BENEEVE 23
T ——— I —_
Nonbank financial institution Bank Mobile money NBFI, bank, and/or mobile money

2014 (N=6,000) m 2015 (N=6,001) m2016 (N=6,352) = 2017 (N=6,042) T 95% confidence interval

*Fewer than 50 observations

**2013 definition of advanced users is not comparable with later years

Source: InterMedia Nigeria Fll Tracker surveys, Wave 2 (N=6,000, XSeptéwhper 2014; Wave 3 (N=6,001, 15+), Atgestenber 2015; Wave 4 (N=6,352, 15+), Augbstober
2016; Wave 5 (N=6,042, 15+), Augbstember 2017.

www.finclusion.org
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Less than 2%
of the adult
population are
NBFI advanced
users, unchanged
since 2014.
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GEOGRAPHICAL ACCESS TO FINANCIAL SERVICES

A Only 42% of the population knew of a financial pofrgervice (POS) within 5 kilometers of their household. Less than one
third (31%) knew of a POS within one kilometer. Awareness of
A With the exception of bank branches and ATMs, the large majority of adults (85% or more for each institution) did na know of a POSuithin one
POS for mobile money, informal groups, MFIs and SACCOs. kilometer of home

dropped from 48%
of adults in 2016,
- . . . T 0% |
2017: Proximity to pointef-service (POS) for financial institutions to 31% in 2017.
(Shown: Percentage of Nigeria adults, N=6,042)
I
11
12 11

s B 4 6 & 7
n n H am A —— e - 2 4 |,
Any POS Bank branch ATM Retail store with MM Semiformal/informal MM agent Banking agent MFI 1~ sacco

kiosk financial/saving
group

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

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&agudber 2017. 15
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READINESS TO ADOPT DIGITAL FINANCIAL SERVICES

A A large majority of adults in Nigeria had key characteristics of financial inclusion readiness in 2017. Qyertbreé78%of
adults had the identification documents required to register a financial account. The key digital readiness indicataibf SIM
ownership increased by 4 percentage points to 83% in 2017, versus 79% in 2016. The prevalence of ability to sendtarid receive
messages, however, decreased by 12 percentage points, from 78% in 2016, to 66% in 2017.

A Financial literacy remained low at 16%, and unchanged when compared tq pihéing towards a need for financial literacy
training programs.

2017: Key indicators of readiness to adopt digital financial services
(Shown: Percentage of Nigeria adults, N=6,042)

~ 5

16% 99% 18%

66%

94% 83%

78%

Necessary ID Mobile phone Own a Ability to send Financial Basic numeracy Mobile money
access SIM card and receive text literacy awareness
(own/borrow) messages
2016 79% 93% 79% 78% 16% 97% 20%
2015 79% 93% 86% 80% NA 96% 12%
2014 72% 93% 88% 81% NA 89% 11%

Source: InterMedia Nigeria Fll Tracker surveys, Wave 2 (N=6,000, XSeptéwhper 2014; Wave 3 (N=6,001, 15+), Atgestenber 2015; Wave 4 (N=6,352, 15+), Augbstober
2016; Wave 5 (N=6,042, 15+), Augbstember 2017.


http://www.finclusion.org
http://www.finclusion.org

FINANCIAL INCLUSION

APPLIED RESEARCH FOR _ digital financial inclusion www.finclusion.org

NIGERIA

DIGITAL FINANCIAL INCLUSION

A All banks in Nigeria offer digital features with bank accounts, and therefore all bank account holders (29% of adutjiilyere d
included. Some of these registered bank users also had digital access via a mobile money or NBFI account.

A A far higher proportion of adults (81%) own a mobile phone than are financially included, which shows that there is great
potential for expanding digital financial inclusion. Smartphones are the least common type of phone (15%) after basic phones
(42%) and feature phones (36%).

2017: Mobile phone ownership
(Shown: Percentage of Nigeria adults, N=6,042)

2017: Digital financial inclusion by service type
(Shown: Percentage of Nigeria adults, N=6,042)

Bank 29
29%
Mobile money 3
L . 15
of the population is financially ==l B
included via a digitally enabled Basic Feature Smartphone  Any mobile
account phone phone phone

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017. 17
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MOBILE PHONE OWNER&EMOGRAPHICS & ATTITUDES

A Nigeria has significant gender and income gaps in mobile phone ownership. Phone owners are more common among men and

those with incomes above the poverty line than among female and fpeleearty adults.

A More than three quarters (77%) of those who do not own a phone cited lack of money as the reason why, and more than half
(52%) reported previously owning a mobile phone that is no longer operational.

2017: Mobile phone ownership, by demographic
(Shown: Percentage of each demographic group who are phone owners)

r r

75 88 82 76
Total Female Male Rural Urban Below Above
population (n=3,059) (n=2,983) (n=3,715) (n=2,327) poverty  poverty
(N=6,042) (n=3,088) (n=2,954)

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.

13 percentage

point gender and
income gaps in mobile
phone ownership.

2017: Top reasons for not owning a mobile phone
(Shown: Percentage of Nigeria adults who do not own a mobile phone reporting
somewhat/strongly agree, n=2,188)

Don't have enough money t

buy a mobile phon 77

Had a phone but it'

lost/broken/stopped workin 52

Don't know how to use

mobile phone 28

Don't need to have my ow

phone 22

Not allowed to use a phon

by family membe 19
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MOBILE PHONE USE
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A Few adults (8%) have never used a phone to call someone. Dependent use of phones is common, however, only 65%

2F | Rdzf §a NBLR2NISR aO2YLX SGS
A Only 11% of phone users made a financial transaction using a mobile Hoareer, thenecessary digital skilts

oAt AGREE

YI'TSkNBOSA UGS OF t t 2400f adults used the

internet in 2017.

navigating the phone menu and messagjrge widespread, revealing a large addressable market for DFS.

2017: Mobile phone functions ever used
(Shown: Percentage of Nigeria adults, N=6,042)

Called someon

Sent or received text messag
Took a color pictur 32
Used/browsed the interne 24

Used social networking sit 20

Sent/received photo messages (M 17
Downloaded music, video or gam 17
Used other mobile applicatio 13

Made a financial transactio- 11

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.

m Complete ability

2017: Phone user capability
(Shown: Percentage of Nigeria adults, N=6,042)

= =
23
16 31

25
45

14
12
53

Make/receive callsNavigate phone menu Send/receive text Use internet Perform a financial
messages transaction

Some ability m Little ability No ability m Don't know
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NIGERIA

AWARENESS OF MOBILE MONEY PROVIDERS

ALY wnmnz ac¢b LINIYSNBR gAGK 5AFY2YR .yl G2 ONBIFIGS GKS 5AFY2yR , QStt2 | 002dz

services in brand awareness at 11% of adults, followed by Access Bank at 8%.
A Awareness of the 13 other mobile money services ranged from 2% to 6% of adults.

2017: Mobile money awareness, by provider
(Shown: Percentage of Nigeria adults, N=6,042)

11
8
6 6 6
5 5
3 3 3 3
l . . . 2 2 2 2

Diamond/  Access GT Bank Airtel Etisalat Glo Mobile Ecobank ETranzact Zenith Fidelity Pridar FETS  Stanbic IBTC Pagatech Fortis
a¢tb , QSHafk2 Money Easywallet Money Bank Bank System Solution Microfinance
Bank

Source: InterMedia Nigeria FIl Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017. 20


http://www.finclusion.org
http://www.finclusion.org

FINANCIAL INCLUSION

APPLIED RESEARCH FOR _ digital financial inclusion

www.finclusion.org

NIGERIA

REASONS FOR USING MOBILE MONEY

A Within the 3% of the adult population that used mobile money, money transfer was the leading use case that prompted faatoption;
the majority also mentioned saving and secure storage of funds, and even investment. This finding suggests that earty adopter

Nigeria see mobile money as a service that can meet a variety of financial needs.

A Compared to other financial services, adults who accessed mobile money consider it to be more accessible (64%) aneito meet th

needs better than other financial services (60%).

2017:Top easons to start using mobile money

(Shown: Percentage of Nigeria adults who have accessed mobile money, n=169)

Had to send/receive mone

Wanted a secure place to store mon

Wanted to make a purchas

9)]
a1

Wanted to make an investmen

Ul
I

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.

2017: Reasons to use mobile money over other financial services
(Shown: Percentage of Nigeria adults who have accessed mobile money, n=169)

More accessible 64

Meets needs better than other option

Easier to use 58

Cheaper to use 57

More secure

[¢)]
)]

Greater trust in mobile mone

49
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CUSTOMER JOURNEY

UNREGISTERED REGISTERED ACTIVE BASIC
USERS INACTIVE USERS USERS

NONUSERS

www.finclusion.org

NIGERIA

ADVANCED
USERS
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NIGERIA

CUSTOMER JOURNEY THEORY OF CHANGE

ACAYylIyOALf AyOfdzaAzy YIe& 0S 02y OSAOSR & | LINE gsiep G KNP dzAK
towards increasingly active engagement with a growing range of financial services. The customer journey theory of change
posits that advancement on the journey leads to gains in human welfare.

GKAOK 'y AYRAQDARG:

A Understanding how individuals and 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 best meet their needs.

A Five major segments of the population on the customer journey are described below. Each group is mutually exclusive of the
others. The population shifts between these groups as more individuals make progress on the customer journey.

Financially excluded (no registered account) Financially included (registered account holders)

NONUSERS OiSelicii=x=piieis REGISTERED INACTIVE U ACTIVE BASIC USER

ADVANCED USERS

Nonusersre adults who have
no access to or have never use
a fulkservice financial

institution. Nonusers have not
started the customer journey.

Unregistered usemre adults
dwho do not have an account
registered in their name but use
a bank, mobile money, and/or
NBFI service via another
LISNE2Yy Qa | 002d
overthe-counter mobile money
services accessed via an agent

Registeredhactive userare
adults who have a bank, mobile
> money, or NBFI account
registered in their name but
have not used it in the last 90
vidys. SaLISOALf @

Active basiasasare adults who
used their registered bank, NBF
or mobile money account to
transfer money to another
person, deposit or withdraw
cash, and/or check their balanc
in the previous 90 days ONLY.
Buying airtime using mobile
money is also a basic use case

Advanced usersre adults who
have used their registered bank,
NBFI, or mobile money account
in the previous 90 days and
have ever used their account fc
esaving, borrowing, investment,
insurance, bill payment,
merchant payment, receiving
. wages, and/or receiving

government payments.
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CUSTOMER JOURNEY TREND

The proportion ohonusersof formal financial services increased significantly from 51% of adults in 2014 to 61% in 2017, amid low oil

prices and associated economic weakness, currency devaluation and high inflation. A growing portion of the populatiaccasas an
that belongs to someone else; 9% of adults wenegistered userns 2017. Theegistered inactiveser group (account unused in 90
days) also grew from 2016 to 2017. The peitaeperson money transfer is the basic use case for mobile money, which isestill ra

Nigeria. Therefore, the share adtive basic usetsas remained inconsequential at no more than 2% of adults since 2014. There are few

mobile money users and bank accounts are typically used for more than just basic transfers. The propdusnted active usenss
steadily decreased from 2014 to 2017, indicating that customers are turning away from the use of bank accounts forsaving, bo

and other financial needs. Change over time in each segment of the customer journey for all financial institutions

(Shown: Percentage of Nigeria adults, by year)

I 4 3 3 6

51 BN 61 * = Il = _—_— 2 1 1 1

NONUSERS ONiSelisa == Riei=zisy REGISTERED INACTIVE USE ACTIVE BASIC USERS

2014 (N=6,000) A 2015 (N=6,001) A 2016 (N =6,352) /. 2017 (N=6,042)T  95% confidence interval

Source: InterMedia Nigeria Fll Tracker surveys, Wave 2 (N=6,000, XSeptéwhper 2014; Wave 3 (N=6,001, 15+), Atgestenber 2015; Wave 4 (N=6,352, 15+), Augbstober
2016; Wave 5 (N=6,042, 15+), Augbstember 2017.

www.finclusion.org

NIGERIA

37 33 30 23

ADVANCED USERS
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CUSTOMER JOURNEY TREND, BY GENDER

Nonusersire more often women than men, and the gender gap in this group has widened from 4 percentage points in 2014, to 7
percentage points in 2017. More adults of both genders have joinaghtiegistered usegroup since 2014, while more men than

women joined theegistered inactivgroup. Growth in the first three segments of the customer journey has come at the expense of the

advanced usegroup, where the decline of 14 percentage points from 2014 to 2017 was shared equally between genders.

Change over time in each segment of the customer journey, by gender
(Shown: Percentage of Nigeria adults, by year and by gender)

26 26 27
23
32

57 32 34
2 2 3
— e W en e 08 09 07 o
2 2 2 2 0.8° 0.5* 0.7% 0.6
NONUSERS CINHEE === R8T) REGISTERED INACTIVE USE ACTIVE BASIC USERS
s Male 2014 (n=3,494), 2015 (n=3,425), 2016 (n=3,360), 2017 (n=2,983)

Female 2014 (n=2,506), 2015 (n=2,576), 2016 (n=2,992), 2017 (n=3,059)

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker surveys, Wave 2 (N=6,000, Jseptéuhper 2014; Wave 3 (N=6,001, 15+), Atgeistenver 2015; Wave 4 (N=6,352, 15+), August
October 2016; Wave 5 (N=6,042, 15+), Aubestember 2017.

www.finclusion.org

NIGERIA

22
15
15 13 11 3

ADVANCED USERS
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NIGERIA

CUSTOMER JOURNEY TREND, BY POVERTY STATUS

In 2017, 44% of adults were nonusers living below the $2.50/day poverty line. A substantial proportion of adults i ipeoaies

that are very close to the $2.50/day threshold, creating significant variation in the proportion of the population cidesiien below

the poverty line. The 2016 revision to the Nigeria Poverty Probability Index (PPIl) methodology classified a much laggbareup
poverty compared to 2015. From 2016 to 2017, more of the population dropped below the poverty line. These changes segamainly
in the proportions of aboveand belowpoverty adults in the nonuser and advanced user groups. Approximately 9% of adultsvead ab
poverty incomes in 2016, but dropped below the poverty line in 2017, while remaining in the nonuser group. The dephdwe of a
poverty adults from the advanced user group accounted for the decrease in financial inclusion from 2016 to 2017.

Change over time in each segment of the customer journey, by above/below $2.50 (2005 PPP USD) poverty line
(Shown: Percentage of Nigeria adults, by year and by poverty status)

23
54
47 44 o5
35 32 o 15
0.3 0.5¢ 4
6 8

5 2
’ 8] 0.4 0.5* 2 0.2¢ 0.2¢ 0.8 0.8

6 5 T3 s T . .
4 4 T I* T 0.66 0.2*

NONUSERS ONiSelisar == Riei=zily REGISTERED INACTIVE USE ACTIVE BASIC USERS ADVANCED USERS

¢ Above poverty 2014 (n=662), 2015 (n=862), 2016 (n=2,611), 2017 (n=2,954)
Below poverty 2014 (n=5,338), 2015 (n=5,139), 2016 (n=3,741), 2017 (n=3,088)

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker surveys, Wave 2 (N=6,000, Jseptéuhper 2014; Wave 3 (N=6,001, 15+), Atgeistenver 2015; Wave 4 (N=6,352, 15+), August
October 2016; Wave 5 (N=6,042, 15+), Aufestember 2017.
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NIGERIA

CUSTOMER JOURNEY TREND, BY LOCALE

In 2017, over seven in 10 adults (71%) in Nigeria lived in rural areas, and more rural than urban residents were fougabetafabe
customer journey. Rural residents are the source of the growth in nonusers, unregistered, and registered inactive 2HrS. since
Urbanites are overrepresented in the advanced user group, but the decline in advanced users since 2014 has been steefmmamong

adults compared to their rural counterparts.

Change over time in each segment of the customer journey, by urban/rural locale
(Shown: Percentage of Nigeria adults, by year and by locale)

19
19 15

11
3 3 3 3 2 1
l-_T_nl T TZ T | 4 | 0.6" 0.5 0.7 0.3

1 0.8 0.7 0.6*

NONUSERS ONiSelisa == Riei=zisy REGISTERED INACTIVE USE ACTIVE BASIC USERS ADVANCED USERS

Urban 2014 (n=2,269), 2015 (n=2,775), 2016 (n=1,784), 2017 (n=2,327)
¢ Rural 2014 (n=3,731), 2015 (n=3,226), 2016 (n=4,568), 2017 (n=3,715)

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker surveys, Wave 2 (N=6,000, Jseptéuhper 2014; Wave 3 (N=6,001, 15+), Atgeistenver 2015; Wave 4 (N=6,352, 15+), August
27

October 2016; Wave 5 (N=6,042, 15+), Aubestember 2017.
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DEMOGRAPHICS OF EACH CUSTOMER SEGMENT

A Women are the majority in the financially excluded, nonuser and unregistered user segments. Male gender is posititetly correla
with progress on the customer journey, 65% of advanced users are men.

A Adults living above the poverty line are much less likely to be nonusers and much more likely to be advanced userbéfan their
poverty counterparts.

A Rural residents are over half of the population in every segment, but their majority is the smallest in the advanceagbu$begro
nonuser group has the smallest proportion of urban adults.

2017: Demographic groups, by customer journey segment
(Shown: Percentage of Nigeria adults in each segment)

NONUSERS CINRECI == IR =Ry REGISTERED INACTIVE Ul ACTIVE BASIC USERS
DEMOGRAPHICS (n=3,554) (n=304) (n=73) -

Female 55% 59% 36% 59%* 35%

LOE I

Below poverty 73% 51% 56% 2296+ 34%

Urban 23% 28% 25% 33%* 46%

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&gguosber 2017. 28
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AGE GROUP SEGMENTATION

A Age is an important predictor of progress on the customer journey. Nearly half (49%) of advanced users are 35 year,didtor old
their share of the adult population overall is only 37%. Adults between the ages of 25 and 34 are 30% of the adult pagulation

make up more than 30% of all customer journey segments, other than nonusers.

A Nearly one in three (31%) adults in Nigeria are between the ages of 15 atite24éast likely age group to be financialljuded. As
such, they are overrepresented among nonusers and underrepresented in all of the other segments. Expanding financiml inclusio

this age group is crucially important to reaching national objectives.

2017: Age groups, by customer journey segment
(Shown: Percentage of Nigeria adults in each group in each segment)

*
21*

&

w = N

w N =

NONUSERS CIEel =z =iy, REGISTERED INACTIVE USE ACTIVE BASIC USERS
(n=3,554) (n=527) (n=304) (n=73)

m 15-24 years old 25-34 years old m 35-44 years old 45-54 years old m55 years and older

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&gguosber 2017.
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10

N [l
I\‘I

33

ADVANCED USERS
(n=1,584)
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NIGERIA

EDUCATION SEGMENTATION

A Those with secondary and higher education have made the most progress on the customer journey; 86% of adults who reached the
advanced user group had secondary or higher education. Yet, over half of unregistered users, anetioverodmenusers also
have secondary education. This finding suggests that education is not a barrier that prevents a large portion of tioa fropulat
becoming financially included.
Ab2ydzzaSNE FINB (GKS Y2ad tA1Sfte (G2 KIFEIGS y2 F2NXIf SRdAzZDENEA2Y S 2N 2yf & LINRYINEB S
education, which typically entails schooling in a religious madrassa.

2017: Education levels, by customer journey segment
(Shown: Percentage of Nigeria adults in each group in each segment)

4*
L 6*
10* 9
3 16
25 23
12*

13* T 10 -

23

NONUSERS UINREESIE=EpN 0S8 REGISTERED INACTIVE USE ACTIVE BASIC USERS ADVANCED USERS
(n=3,554) (n=527) (n=304) (n=73) (n=1,584)

m No formal education Primary education m Secondary education mHigher education m Other

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&gguosber 2017. 30
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DIGITAL READINESS SEGMENTATION

The proportion of the population with the ability to text, necessary ID, and phone ownership increases as one progig#ises alon
customer journey. Nonusers are the least likely to possess the necessary skills and resources to adopt formal ficagdiaiveever,

it should be noted that a large proportion of nonusers own a phone and have the ID necessary to register an accoustet] nssyist
are, however, much more likely than nonusers to have mobile money awareness, texting ability, and phone ownershiprdde last t
financially included segments have similarly high prevalence of readiness on the five indicators. Advanced users tdog tetinpar
high frequency of mobile money awareness, which suggests that this group is most ready to adopt mobile money.

2017: Readiness to adopt digital financial services, by customer journey segment
(Shown: Percentage of Nigeria adults in each segment)

24 95

NONUSERS CIEel =z =iy, REGISTERED INACTIVE USE ACTIVE BASIC USERS
(n=3,554) (n=527) (n=304) (n=73)

B Financial literacy ® Mobile money awareness | Texting ability m®Necessary ID © Phone ownership

*Fewer than 50 observations
Source: InterMedia Nigeria FIl Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.

www.finclusion.org

NIGERIA

98

ADVANCED USERS
(n=1,584)
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A Overall, financial health in Nigeria is low, but increases with progress on the customer journey. Only 33% of advaepedesers
having enough money to pay for living expergsén® highest proportion of any segment. 38%o0f all adults
A Financial health was lower in the registered inactive group compared to the unregistered and advanced user groups. aéeak finan paid their bills on
health is a likely reason for the lack of account activity among registered inactive users. time and in full

A Financially included adults were somewhat more likely to have funds to cover emergencies; 17% of nonusers and 16%reflunregist
users reported having emergency funds versus 25% of advanced users.

2017: Financial health, by customer journey segment
(Shown: Percentage of Nigeria adults in each segment reporting somewhat/strongly agree)

NONUSERS UNREGISTERED UEi=z6n, REGISTERED INACTIVE USE ACTIVE BASIC USERS ADVANCED USERS
(n=3,554) (n-527) (n=304) (n=73) (n=1,584)

Have emergency funds to cover unplanned expensssEnough money to pay for living expensem Pay bills on time and in full

*Fewer than 50 observations

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&gguosber 2017. 32
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NIGERIA

FINANCIAL CAPACITY SEGMENTATION

A Financial capacity is similar in all of the latter three, financially included segments, and higher among unregisttiraal users
nonusers. Nonusers are the least likely to be confident in their financial skills, to say that their income will grimwine tlaed to 38%of all adul
report that friends and family can rely on them for financial assistance. oof all adults

A The similar levels of financial capacity on two of the three indicators in the segments after nonuser suggests thatsfpaaitgial ;] f2 Z :J S )é/ i .i. g‘]f ?
helps an individual to start on the path to financial inclusion, but, in a market with few good options for meeting tloé theeds
average consumer, does not determine how far s/he will progress. through with their
budget plans.

2017: Financial capacity, by customer journey segment
(Shown: Percentage of Nigeria adults in each segment reporting somewhat/strongly agree)

70 78 ! d !

NONUSERS UNREGISTERED U=z REGISTERED INACTIVE USE ACTIVE BASIC USERS ADVANCED USERS
(n=3,554) (n-527) (n=304) (n=73) (n=1,584)

m Friends & family rely on me to help with their financess Have the skills & knowledge to manage my finances we'l Confident my income will grow in the future

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&gguosber 2017. 33
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NIGERIA
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reported having strong influence on final household spending decisions, versus 34% of women nonusers.
A While the advanced and active basic user groups scored highest on all empowerment indicators, the unregistered usks had simi

indicator scores to the three financially included segments. This suggests that, for women in Nigeria, the use of aibithlatacco
belongs to someone else creates similar gains in empowerment compared to using an individually registered account.

2017: Economic empowerment indicators, by customer journey segment
(Shown: Percentage of Nigeria women in each segment reporting somewhat/strongly agree)

NONUSERS UNREGISTERED Cisl=28 REGISTERED INACTIVE USL ACTIVE BASIC USERS ADVANCED USERS
(n 2,036) (n—300) (n=142) (n=34) (n=547)

m | have most/almost all influence on final decisions on household spending = Somewhat/very likely to voice disagreement with a spending decision if | disagree
m | make the final decision on how my money is spent/saved I am somewhat/very involved in deciding what financial services | use

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017. 34
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INCOME SEGMENTATION

A Selfemployment is the most common source of income for adults in Nigeria, particularly among unregistered and registeeed inacti

users, where 43% and 36%, respectivetye selfemployed in 2017.

A Advanced usemseremore likely to be salaried workers tharre adults in other segments (38%). Among nonusers, only one in 10
adultsweresalaried (10%).

A Whilethe largest proportion of advanced useed salaried incomed0%were seasonally employed in agriculture andia
irregular income from other sources, versus 13% of nonusers. This finding suggests that irregular income is not aami@or barri

financial inclusion in Nigeria. _ _
2017: Employment income, by customer journey segment
(Shown: Percentage of Nigeria adults in each segment)

33 10 43 14* 36 12+ 24  34*
NONUSERS UINEESI=REpN VS =N REGISTERED INACTIVE USE ACTIVE BASIC USERS
(n=3,554) (n=527) (n=304) (n=73)

m Irregular/seasonal Self-employed Salaried

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.

www.finclusion.org

NIGERIA

63%of all adults
earned income
from employment.

ADVANCED USERS
(n=1,584)
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NIGERIA
A Active use of a registered bank account is the key behavior that differentiates advanced users from the other
customer journey segments. Registered inactive users usedtoeuntsor saving, but not in the 90 days prior to 59%0f all alults
the survey. A small proportion of unregistered usargedusing an account registered to someone else. reported saving
A In 2017, savers in Nigeria often spread their savings across several financial instruments. Saving money in cash or money
property is common across all segments, and informal institutions are also used by nearly the same proportion of '

individuals in every group.

2017: Savings behavior, by customer journey segment
(Shown: Percentage of Nigeria adults in each segment)

45 38 59 44 66 BGIE 35 31* 200 3* 96 WLl 41

NONUSERS ChsEeiyr==priisi=sion, REGISTERED INACTIVE USE ACTIVE BASIC USERS ADVANCED USERS
(n=3,554) (n=527) (n=304) (n=73) (n=1,584)

Savers

m Save with formal institution (bank, mobile money, or MFI)

Save with cash or property (buying agricultural inputs, livestock, or other assets) B Save with informal institution (ASCA/VSLA,ROSCA/merry-go-round, SACCO, other people)

*Fewer than 50 observations

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017. 36
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BORROWING SEGMENTATION

A Borrowing is common in Nigeria, but from informal sources. While 46% of adults reported borrowing in the past 12 months, only

5% had a bank loan and 1% had a loan from a microfinance institution at the time of the survey.

A The three major reasons to borrayto pay for emergency expenses, daily expenses, and invest in a bgsimesseported by
approximately equal proportions of adults in all segments, with the exception of registered inactive and active basierasers w

borrowing was more common for all reasons. Registered inactive users reported the lowest level of financial health3@ee Slide
and borrowed the most often, mainly to pay for daily expenses.

2017: Borrowed in the last 12 months, by customer journey segment
(Shown: Percentage of Nigeria adults in each segment)

NONUSERS UNREGISTERED Ciei=ziey, REGISTERED INACTIVE USL ACTIVE BASIC USERS
(n 3,554) (n—527) (n=304) (n=73)

m Borrowed in the past 12 months

Borrowed in the past 12 months to pay for daily expenses
B Borrowed in the past 12 months to pay for emergency expenses m Borrowed in the past 12 months to invest in a business

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.

www.finclusion.org

NIGERIA

46%0f all adults
borrowed in the 12
months prior to

the survey
42 B¥E 26
ADVANCED USERS
(n=1,584)

37


http://www.finclusion.org
http://www.finclusion.org

FINANCIAL INCLUSION

APPLIED RESEARCH FOR  digital financial inclusion

INSURANCE AND INVESTMENT SEGMENTATION

A The majority (54%) of adults in Nigeria reported investing in their own business; a higher proportion than the 34%
who report being selémployed. Registered inactive users, unregistered users and advanced users are the most
likely to invest in their own business.

A Advanced and registered inactive users have the largest proportions that invest in other assets and have insurance.

2017: Insurance and investment behavior, by customer journey segment
(Shown: Percentage of Nigeria adults in each segment)

3 8 50 g* 21* 61 0.9c 11* pley
NONUSERS Chz=eiyr=s=priisi=zion, REGISTERED INACTIVE USL ACTIVE BASIC USERS
(n=3,554) (n=527) (n=304) (n=73)

m Have insurance Invest in other assets M Invest in own business

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.
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INFORMAL FINANCIAL ACTIVITIES SEGMENTATION

A Much like formal financial institutions, informal groups are used mainly for saving, less frequently for borrowingyand rarel
for investing. Nonusers are both excluded from formal financial institutions, and the least likely to belong to informal

groups.

A The unregistered user group had the highest proportion of adults who belong to informal groups, which suggests that
informal services may reduce the need to register an account with a formal institution, particularly for saving.

2017: Membership and uses of informal financial groups, by customer journey segment
(Shown: Percentage of Nigeria adults in each segment)

11 1* 31 WE 3 14 1* il 24 0.2*
NONUSERS OIN el sy ==i=pAlsisizieny REGISTERED INACTIVE USL ACTIVE BASIC USERS
(n=3,554) (n=527) (n=304) (n=73)

H Belong to informal group(s) Save through informal group(s) m Borrow through informal group(s) Invest through informal group(s)

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.
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NIGERIA NONWERS

NONUSERS, BY DEMOGRAPHIC GROUP

A Six in 10 adults (61%) in Nigeria do not use any financial services. Nonusers are more common in the female, tural, below
poverty, and youngethan-35 demographic groups relative to the male, urban, afpmxeerty and oveB5 groups.

A A large majority of women (68%) are nonusers versus a smaller majority of men (54%).

A Only in the urban and aboymverty demographics have more than half of adults progressed on the customer journey
beyond the nonuser stage.

2017: Nonusers, by demographic group
(Shown: Percentage of each demographic group who are nonusers)

Total population Female Male Rural Urban Below poverty Above poverty Younger 35 years
(N:6,042) (n:3,059) (n:2,983) (n=3,715) (n:2,327) (n:31088) (n:21954) than 35 and older
(n=3,375) (n=2,667)

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.
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NIGERIA NONUSERS

BARRIERS TO ACCESS AND REGISTRATION

A In 2017, the most often reported reason for not using a bank account was lack of money to use the account (72%).
The related reason of high fees and expenses for using a bank account was cited by 46% of bank nonusers. 389%0f aware nonusers of

A The top reasons for not using mobile money among those who have mobile money awareness was a lack in mobile money said they did not
knowledge of what mobile money is used for (62%) and a preference for cash transactions (62%). have the ID required to register

an account.

2017: Top reasons for not registering a bank account
(Shown: Percentage of bank nonusers reporting somewhat/strongly agree, n=3,613)

Lack of money to use th 9
account

2017: Top reasons for not using mobile money
(Shown: Percentage of mobile money nonusers who are aware of mobile money, n=883)

Don't know what mobile money

used for 62

Prefer to use cas 62

Don't have enough money to ma

o S transactions 54
Lack of official identification 47
other required document )
Don't have the required | 38
Fees and expenses for owni 16
an account are too hig Don't need to use mobile mon 38

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017. 42


http://www.finclusion.org
http://www.finclusion.org

FINANCIAL INCLUSION

APPLIED RESEARCH FOR _ digital financial inclusion www.finclusion.org

NIGERIA NONUSERS

REASONS FOR JOINING INFORMAL FINANCIAL GROUPS

A Nonusers join informal financial groups for a variety of reasons, including to have the opportunity to have a lump sum to use
(85%), to help with family unplanned emergencies (78%), and to gain access to loans or credit (63%).

A A large majority (70%) of nonusers who belong to informal groups perceive these groups as more accessible or easier to use
than formal financial institutions.

2017: Reasons to join an informal group
(Shown: Percentage of nonusers who belong to informal group, n=481)

1 1

To have a lump sum to use To help with family/ Easier to use/more accessible To have access to loans
when it's my turn unplanned emergencies than other financial service or credit when needed
providers

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.
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NONUSER SAVING BEHAVIOR

A Less than half (45%) of nonusers reported saving money. Saving at home in cash was the most common method of
saving, followed by informal methods, such as saving collectors and rotating credit associations (ROSCASs). Buying
agricultural inputs or livestock was a method of saving reported by 8% of nonusers.

A If marketed properly, agent banking and mobile money is likely to appeal to nonusers as a means of increasing the
security of savings by cheaply converting cash to digital stored value.

2017: Nonuser methods of saving
(Shown: Percentage of nonusers, n=3,554)

www.finclusion.org

NIGERIA NONUSERS

7% of
nonusers
savedwith a
ROSCA/
merry-go-round.

1* 0.9 0.4*
Savers At home, in cash Saving Agricultural inputs ROSCA/ In-kind assets, ASCA/VSLA Banks
collector/other or livestock merry-go-round such as gold

people

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.
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NONUSER ECONOMIC EMPOWERMENT, BY GENDER

Across the four empowerment indicators, nonusgib®th male and female reported lower levels of influence, voice, and autogam personal and

household financial decisions than advanced users. Compared to women nonusers, a larger proportion of women advanpedadsbes/iieg strong

influence on final household spending decisions. Yet, the gap between male and female advanced users is wider thargtipebgdéwden nonusers on

this indicator. Coupled with the narrower gender gaps among advanced users relative to nonusers on the other empoweatwes; ihdifindings

adZaA3Sad GKIFIG FAYFYOALE AyOfdzAA2Yy AY DAISNALF Aa Y2 NBtedfodes@ivdan@sto & Ay ONBIF &Ay3
make final decisions on household spending.

2017: Influence, voice, and autonomy on personal and household financial decisions
(Shown: Percentage of Nigeria adirteach group, by gender)

Advanced Advanced Advanced Advanced
Nonuser user Nonuser user Nonuser user Nonuser user

o o
© >

& @
@ 56 63 65
o y r
44
34
I have most/almost all influence on Somewhat/very likely to voice Somewhat/very involved in deciding I make the final decision on how my money is
final decisions on household spending  disagreement with spending decision what financial services to use spent or saved (somewhat/strongly agree)

n Male (Nonuser n=1,518, Advanced uset,037 Female (Nonuser n=2,036, Advanced user n=547)

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017. 45
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UNREGISTERED USERS, BY DEMOGRAPHIC GROUP

A Unregistered users of financial services predominantly use a bank account that belongs to someone else; mobile money and
NBFIs are used by few unregistered users.

A A larger proportion of women, and adults with incomes above the poverty line are unregistered users relative to the male
and belowpoverty demographic groups.

2017: Unregistered users, by demographic and service type
(Shown: Percentage of each demographic group who are unregistered users of each type of institution)

0.8" 0.3 0.8 " og 0.6 0.8" " o9 0.7 0.4 v 0.6 0.3 1t
Total population Females Males Rural Urban Below Above Younger than 35 35 years and olde
(N=6,042) (n=3,059) (n=2,983) (n=3,715) (n=2,327) poverty line  poverty line (n=3,375) (n=2,667)
(n=3,088) (n=2,954)
g Bank ¢ Mobile money ¢ NBFI
*Fewer than 50 observations
47

Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017.
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UNREGISTERED USER SAVING BEHAVIOR

A The majority (59%) of unregistered users reported saving money, mainly using cash at home. A slighting higher
proportion used informal groups such as rotating credit associations (ROSCAs) than banks.

A If marketed properly, branchless banking and mobile money is likely to appeal to unregistered users as a means of
increasing the security of savings by cheaply converting cash to digital stored value.

2017: Methods of saving
(Shown: Percentage of unregistered users, n=527)

40 15 13* 8*
Savers At home, in cash ROSCA/ Banks Agricultural inputs
merry-go-round or livestock

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&gguosber 2017. 48
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UNREGISTERED USER ECONOMIC EMPOWERMENT, BY GENDER

A Male unregistered and advanced users are more likely than their female counterparts to report having most or almost all
influence on final household spending decisions. This indicator shows a larger gender gap between advanced users than
between unregistered users, which suggests that progress to the advanced stage of the customer journey empowers more
men to make final decisions on household spending than women.

A Female unregistered users more often reported strong involvement in deciding what services to use than did their male

counterparts.
2017: Influence, voice and autonomy on personal and household financial decisions
(Shown: Percentage of Nigeria adults in each group, by gender)
Unregistered Advanced Unregistered Advanced Unregistered Advanced Unregistered Advanced

user user user user user user user user

Tl

88
79 o ©
65 73
(65 @ e % ’
—/
© ;
44
38
| have most/almost all influence on final Somewhat/very likely to voice Somewhat/very involved in deciding | make the final decision on how my money is
decisions on household spending disagreement with spending decision what financial services to use spent or saved (somewhat/strongly agree)

n Male (Unregistered user n=227, Advanced usdr,037 Female (Unregistered user n=300, Advanced user n=547)
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017. 49
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REGISTERED INACTIVE USERS, BY DEMOGRAPHIC GROUP

A Six percent of the adult population were registered inactive bank users in 2017. Very few adults were registered inactive
users of other financial institutions.

A Registered inactive bank users are more common among men, rural residents, adults living above the poverty line, and the
35+ age demographic than among women, urbanites, bptoyerty, and undeB5 adults.

2017: Inactive users of registered financial accounts, by demographic and service type
(Shown: Percentage of each demographic group who are registered inactive users of each type of institution)

0.5* 0.5*
Total population Females Males Rural Urban Below Above Younger than 35 35 years and olde
(N=6,042) (n=3,059) (n=2,983) (n=3,715) (n=2,327) poverty line poverty line (n=3,375) (n=2,667)

(n=3,088) (n=2,954)
9 Bank ¢ Mobile money © NBFI

*Fewer than 50 observations
Source: InterMedia Nigeria Fll Tracker survey, Wave 5 (N=6,042, 15+}D&ggusber 2017. 51
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