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1 Background
Between 2011 and 2014, the Swiss Capacity Building Facility (SCBF) funded three projects
conceived to encourage financial inclusion in Morocco (Table 1). Two among these will serve
as reference for the following result study. The partner financial institution, Al Barid Bank
(ABB), is a spin-off of the Poste Maroc launched in 2010. The institution started by offering
cheques and savings accounts, and as of 2017 it offers the full range of retail banking services.
Under its mission statement, ABB contributes to financial inclusion of the low-income and rural
populations by relying on Poste Maroc’s extensive network and by offering financial services
at market-wide lowest costs.
Table 1: ABB projects financed by the SCBF
Partner
Financial
Institution

Project

SCBF
201105

Al Barid Bank

SCBF
201301

Al Barid Bank

SCBF
201308

Al Barid Bank

(Morocco)

(Morocco)

(Morocco)

Focus

Completion Date

Competence
Center

SCBF
Contribution

”Barid Cash” as an innovative
distribution channel of the Postal
Bank in Morocco

2011

Positive
Planet

CHF 229’565

Tailoring a Mobile Banking
Application to the Bottom of the
Pyramid

2013

Positive
Planet

CHF 47’400

Scaling up Mobile Banking:
delivering G2P (Government to
People) benefits to rural areas

Not
completed

Positive
Planet

CHF 144’790

Source: SCBF

Soon after its creation in 2010, ABB realized that money transfer services required a different
business model than the one prevalent in retail banking. The strategy put in place lead to the
creation of a new entity named Barid Cash (BC), fully owned by ABB. Barid Cash is a low-cost
financial institution with its own staff and with extended operating-hours. In its first project, and
through its implementing partner Positive Planet1, the SCBF contributed to ABB’s strategy by:
•
•
•

Developing a “geomarketing” study based on mapping and spatial tools to identify
locations for new BC outlets
Implementing a mystery shopper survey on other money transfer agencies
Designing a training-of-trainers programme for BC’s employees

With its second project, the SCBF contributed to the development of ABB’s mobile application,
Barid Bank Mobile. The launching of the mobile application required the support of an array of
participants, both local and international. Within this context, Positive Planet contributed to the
tailoring of the application ergonomics to fit the characteristics of the low-income segment of
the population.

1

Formerly known as PlaNet Finance.
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2 Research Methodology
The following report analyses the implementation of the SCBF’s funded projects at the sector,
institutional and client levels. The first two levels of analysis involved desk research as well as
open interviews with ABB and BC top management at the headquarters of the company as
well as other regional centres. The first interviews revealed that the mobile banking application
has not yet been a tool of financial inclusion but rather an additional channel to manage existing
accounts. This reality forced the research team to reassess the methodological approach of
its client level analysis, and opened new questions at the core of the financial inclusion and
digitalisation debate. Indeed, Barid Cash, with an extensive network of outlets provides a
platform for money transfer services and a new and convenient channel for G2P payments
and health care reimbursements, that while serving a wide array of the population, seems
particularly well suited to reach low-income people.
First, what precedes provides an advantageous platform to understand the financial practices
of the segment of the population that BC reaches. Second, access to the BC network allows
the study of how, why and when customers use the transfer services and the nature of the
social interactions within which they are embedded. On the one hand, this reveals the social
performance of the services provided. On the other, as money transfers are the main appeal
of functioning mobile money schemes in other parts of the world, any future project aimed at
digitalising banking services needs to take into account and accommodate the social
interactions at the core of the circulation of money. Third, mobile phone penetration rates in
Morocco are high2, and consequently the vast majority of Moroccan adults, including lowincome people, are connected to their solidarity networks and business partners. Thus, it is
important understand the way mobile phone is used in conjunction with, and complements the
transfer services Barid Cash offers.
Geographic Area Selection Criteria and Data Collection
In order to assess how the BC money transfer service fits the financial practices of its clients
and to what extent it is embedded in their business and solidarity networks, we focused the
sampling strategy along the sending and receiving ends of the system, with a special focus on
receiving customers. While no data on transfer corridors was available, the research team
obtained a list of net-sending outlets which we used to distinguish between the two ends of the
system and helped guide the selection of the fieldwork locations. This strategy enabled us to
reach sending as well as receiving customers. As there are no outlets in rural locations, we
carefully included urban centres of different sizes with varying economic profiles. Figure 1
shows the locations where the fieldwork was conducted. 8Annex III shows the geographical
distribution of the BC network.
Since no BC client data base was available, a four-step strategy was devised in order to reach
the customer base:
1.
2.
3.
4.

Relevant BC branches across the country were visited along selection criteria
Interviews with BC personnel3 and non-participatory observation at BC agencies
Interviews with BC customers in and around the agencies4
In-depth interviews with selected Barid Cash and Wafa Cash customers

While the sampling is not representative of the BC customers, our approach offers insights into
the range of behaviours, perceptions and attitudes of the clientele. The report provides the
frequencies of key responses in order to give a sense of magnitude of the answers received
as well as the characteristics of the sample. These numbers should not be interpreted with
statistical purposes or generalised to the wider BC clientele. During the course of the field
work, conducted between October 19th and November 28, 2017, the research team conducted
37 interviews with key BC and ABB personnel, 112 structured interviews as well as 26 in-depth

2

See 8Annex I for trends in mobile phone penetration and rates in Morocco.
See 8Annex XVII for Barid Cash employee questionnaire.
4
See 8Annex XVII for client Survey.
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client interviews and visited 19 visits Barid Cash agencies in 15 cities and towns across
Morocco.
Limits
First and foremost, lack of aggregated market data limited the sector level analysis. Second,
operational issues arising from the arrangements between Barid Cash and its franchise
operators meant that the research team had no access to partner operated BC branches.
Contrary to most BC’s own branches, partner outlets are not contiguous to ABB. Visiting these
agencies would have added an additional layer of contextual diversity. Finally, while ABB has
kindly provided a wide range of MIS data, time constrains in its delivery meant that the research
team could not exploit this information to the fullest extent possible.

Figure 1: Fieldwork locations

3

3 Sector level5
3.1

Money Transfer Market: Barid Cash

The highly competitive Moroccan money transfer sector is dominated by three main players:
Wafa Cash, Cash Plus and Barid Cash, and a new entrant in the market, Chaabi Cash. With
the exception of Cash Plus, these companies are all subsidiaries of some of the most important
financial institutions in the Kingdom. Table 2 presents an overview of their respective networks
and parent groups.
The main barrier of entry into opening new money transfer businesses seems to be the
capacity to deploy a critical number of branches throughout the main transfer corridors, to
ensure maximum convenience for customers. On the other hand, interviewees mentioned
neither authorisation from the Central Bank nor a minimal capital requirement as obstacles.
This could possibly be attributed to the fact that all but one of the main money transfer networks
are subsidiaries of recognized financial institutions, and therefore already have an established
relationship with the Central Bank. Similarly, capital requirements might be less of an issue,
since under the current legislation these businesses are not allowed to accept deposits.
Table 2: Major Money Transfer Institutions and their parent group
6

(Launching year in brackets )

Group

Institution

No. of
Branches

Wafa Cash [1991]

1’300

Attijariwafa Bank

1’100

Cash Plus

1’200

Barid Cash [2015]

405

Al Barid Bank

1’907

Chaabi Cash

350

Banque populaire

1’422

Attijariwafa Group
-

Total Group

2’400

Barid Al-Maghrib Group

1’200
2’312

7

Banque populaire Group

1’722

Source: own elaboration, banks’ websites.

The deployment of BC stems from the decision of ABB to position itself in the growing money
transfer market. To do so, it opened agencies along the extensive network of Al Barid Bank
agencies, allowing BC to reach a critical number of outlets and contributing greatly to the
densification of the supply of transfer services in the country. Beyond this point, it is
nonetheless challenging to assess BC’s impact throughout the money transfer sector. On one
hand, BC is still in the process of extending its network. Perhaps more importantly, assessment
is further hampered by a lack of the historical macro data necessary to conduct a thorough
time-series analysis. While it might be difficult to quantify BC’s impact on the market, it is
important to note that it has significantly expanded the available options open to customers.
Indeed, customers benefit from an additional service provider offering the combined network

5

Unless otherwise stated, all comments in this chapter are based on interviewees comments.
http://fr.le360.ma/economie/attijariwafa-bank-plus-de-2400-agences-pour-le-paiement-de-la-vignette-59959.
http://fr.le360.ma/economie/al-barid-bank-seduit-de-plus-en-plus-de-clients-63902.
http://www.gbp.ma/Presentation/Pages/Visions.aspx. Last consulted on February. Interview Mr. Chraibi,
Commercial Director of BC, website Chaabi Cash.
7
Banque Populaire took over Tashilat, the money transfer section of M2T, in September 2015. According to the
website 500 agencies. Interviewees estimate this number too high.
6

4

of ABB and BC branches, with a strong presence in rural communities and far-flung areas (see
8Annex III for an approximation of ABB and BC network coverage).
Under its mission statement, BC is committed to providing transfer services at the lowest
prices. This, however, has not pushed for price alignments, indicating that other factors other
than price might determine clients’ choices. We discuss further Clients’ perceptions and
preferences in chapter 5.1. It is worth noting that Wafa Cash, Barid Cash’s main competitor, is
undertaking new efforts to expanding its network through so-called “kiosques”.8 This expansion
is possibly attributable to growing competition in the market, or in anticipation of the imminent
payment institution law that will drastically change the conditions under which businesses
operate. The new law and its implications are further discussed in the following section.9

3.2

Mobile Digital Financial Services

As the first institution to offer a full-fledged mobile banking application in Morocco, ABB kickstarted the industry-wide development of digital financial services. This is seen by the bank’s
management as having entailed increased risks and higher costs than its competitors. Notably
in terms of regulatory uncertainties around such new products, market rejection as well as
resistance within the institution itself. Nonetheless, this allowed ABB to reap first-mover
benefits that countered any of the previously mentioned frictions. Barid Bank Mobile (BBM) is
perceived as having succeeded thanks to accurate market research, technical collaborations
with international partners, among which the SCBF, and an all-encompassing plan giving BBM
high priority within the bank development strategy. Indeed, since launching the application they
have maintained a stable client base suggesting consistent demand for such mobile banking
services, however, as management repeatedly pointed out, increasing outreach has proved
itself challenging.10
Due to stiff market competition, banks jealously guard their mobile banking statistics. To
estimate the structure of the market in this challenging context, we followed ABB’s own method
consisting of taking the number of reviews and scores in the Google Play Store and analysing
them as a proxy of the number of each application’s users. The underlying assumption of this
method being that customers consistently rate and review all mobile banking applications in
the same proportion. While speculative, this approach allows the comparison of the mobile
banking applications along three dimensions: customers’ scores reflect approval ratings while
the number of downloads and reviews hints at the scope of the company’s reach and
corresponding market share.
The first dimension puts BBM, together with CAM Mobile and CIH Mobile11, as the most highly
rated applications. All three have a score of 4.3 out of 5. However, it is important to point out
that CIH Bank targets a different population segment, has far fewer reviews, and thus seems
to have significantly fewer customers than the first two applications. On average, mobile
banking applications in Morocco receive a score of 3.9 out of 5. Concerning market share
estimates, BBM has, with 4’445 reviews, the largest share of users with 26% of the total
marketplace. ABB’s application is followed by Attijariwafa Bank’s own app, Attijari Mobile, and
CIH mobile, both with 17% of the total market. BBM is also the first application to have reached
the 500’000 downloads on January 22, 2017.12 It was followed by ABB’s largest competitor,

8

https://www.medias24.com/MAROC/Quoi-de-neuf/176712-Wafa-Cash-lance-un-nouveau-reseau-de-points-devente.html, last consulted on February 2018. Chapter 3.3 further discusses the new law on payment institutions.
9
https://www.medias24.com/MAROC/Quoi-de-neuf/176712-Wafa-Cash-lance-un-nouveau-reseau-de-points-devente.html, last consulted on February 2018.
10
Barid Bank Mobile is further discussed in section 4.2 and 8Annex X, 8Annex XI and 8Annex XII.
11
CAM Mobile and CIH Mobile are the mobile banking of Crédit Agricole du Maroc and CIH bank respectively.
12
http://www.appbrain.com/app/barid-bank-mobile/com.saphir.baridbankmobile, as of 1 February 2018.
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Attijariwafa Bank, who attained the same number of downloads 10 months later.13 Table 3
summarizes our analysis.

Table 3: Mobile banking applications in Morocco14
Application

Bank

Launch

Score
(Max 5.0)

Number of
reviews

Estimated
market share

Low-income banks
Barid Bank Mobile

Al Barid

2014

4.3

4’445

26%

Attijari Mobile

Attijariwafa

2014

4.2

2’982

17%

Pocket Bank

Banque populaire

2015

3.4

2’362

14%

CAM Mobile

Crédit Agricole

2015

4.3

424

2%

Others
CIH Mobile

CIH

2016

4.3

3’021

17%

BMCE Direct

BMCE

2014

4.1

2’432

14%

Société Générale Maroc

Société Générale

2016

3.7

1’188

7%

BMCI Mobile

BMCI

2015

2.8

457

3%

Average

-

-

3.9

2’164

12.5%

Source: own elaboration, based on Google Play store data, http://www.appbrain.com

3.3

New Law on Payment Institutions

Seeking to address the evolution of the baking sector, as well as further encouraging financial
inclusion, the Moroccan central bank, Banque Al-Maghrib, passed a new law on June 10, 2016,
regulating “payment institutions”.15 When implemented in the course of 2018, this new law will
impact the operations of both of the projects the SCBF has contributed to launching.
First, the law introduces the status of “payment institutions”, referring to banking institutions
that offer limited services such as payment accounts and receiving deposits. The law makes a
distinction between three levels of payment accounts according to the maximum permissible
account balance. As shown in Table 4, each level has a different set of know-your-customer
(KYC) requirements. Since the services offered by these payment institutions will be limited,
their regulatory requirements differ from the ones of an ordinary bank. For example, payment
institutions do not need a full banking license and accordingly are subject to different capital
requirements.

13

http://www.appbrain.com/app/attijari-mobile/com.attijariwafabank.main as of 1 February 2018.
Google Play Store, as of 4 December 2017.
15
Law no 6/W/16 on Payment Institutions:
https://www.azariz.com/p/docs/Circulaire_BKAM_C6W16_Etablissement-de-paiement.pdf
14
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Table 4: New account regulation for payment institutions.16
Level

Maximum balance MAD per client

Identification

I

200

Moroccan mobile phone number

II

5’000

Official identity documents with a photo

III

20’000

Official identity documents with a photo
Proof of residency

Source: Banque Al-Maghrib

Level I accounts can be opened online or on a mobile phone. Anti-money-laundering concerns
in the form KYC requirements prevent a higher maximum balance. Level II and III accounts
require physical identification at the branch. While level III demands, in addition, a proof of
residency and an interview to have the documents properly verified by an employee.
Second, the new law also lays out the foundations for business correspondents, with the
intention of encouraging further decentralisation of financial services. The correspondents
network consists of contracted agents, for instance retailers such groceries or pharmacies,
authorised to open level I accounts, and to offer withdrawal and deposit transactions for all
three levels accounts. As stated by interviewees, the new landscape will greatly increase
proximity of financial services, and is expected to have a profound impact on financial inclusion.
The introduction of payment institutions and the agent network in the framework of the new
law also opens the financial services market for Mobile Network Operators (MNO). Established
MNOs such as Maroc Telecom and Orange are already likely to have their payment institution
requests under review and their authorisations will probably be among the first delivered.
Interviewees reported that they expected MNOs to start offering financial services as payment
institutions, and thus enter into competition with commercial banks and their subsidiary
payment institutions. Whereas this trend is seen elsewhere in Africa, Morocco is characterised
by a higher part of the population with access to formal financial services relative to other low
and middle-income countries. The financial sector in the country is well established and offers
a dense network of branches, and ATMs. The telecommunication market is competitive, with
no actor having a clear dominant position. On the other hand, international MNOs, like Orange,
have experience in successfully launching mobile payment services within 6–8 weeks,
including IT development, recruiting a network of agents and running a marketing campaign.
Thus, during the course of 2018 and shortly after the first Central Bank approval, Morocco
might see a series of mobile payment launches by MNOs accompanied by heavy marketing
efforts.
At the time of writing the present report, the Central Bank had yet to deliver any authorisations
to payment institutions. ABB management expects the first series of approvals to be delivered
simultaneously in Q1 2018 in order to ensure a level playing-field. Interviewees also expect
BC to be among the first institutions to receive an authorisation.
Once the Central Bank grants BC the status of a payment institution, Barid Cash will start
offering banking services in their branches through a decentralised agent network. Since its
competitors are also expected to become payment institutions, this new status will not be a
competitive advantage for ABB’s subsidiary. On the other hand, the new regulation is seen as
an opportunity to offer low-cost banking services, as well as increasing outreach through the
16

Law no 7/W/16 on exercising payment services: https://www.azariz.com/p/docs/Circulaire_BKAM_C7W16Services-de-paiement.pdf
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agent network. Interviewees expect the new regulatory framework to have positive knock-on
effects in terms of customer outreach, and ultimately assuring the provision of the financial
services the SBCF contribution intended to offer.
Similar to the implications for BC, mobile phone operators will also start competing with ABB’s
mobile application. Appropriate development capabilities will be necessary to assure adequate
responsiveness in an increasingly dynamic and competitive market. This new landscape is
expected to force ABB to reduce the time-to-market of BBM functionalities in order to ensure
its leadership. While challenging banks and their mobile applications, MNOs will stimulate and
contribute to the mobile digital environment and its development, of which BBM will ultimately
benefit as well.
On the demand side, clients are expected to benefit from an accrued competition and the
renewed set of offerings it will entail. However, to the extent to which people will handle their
financial activities through MNO’s is difficult to predict. In this sense, it is worth noting that cash
remains the preferred method of payment in the country, yet almost everyone has a mobile
phone. As a consequence, it is challenging to estimate to what extent the mobile services will
contribute to financial inclusion on the one hand, and on the other to what degree these new
actors will challenge established financial institutions like ABB.

8

4 Partner Financial Institution Level17
4.1

Barid Cash

As previously mentioned, BC increases customers’ choice of money transfer services.
Proximity, in combination with clients’ trust that the money reaches the beneficiary
immediately, are BC’s two unique selling points. Barid Cash is continuously working on
increasing its proximity to clients by expanding its branch network and the extended operating
hours as compared to ABB branches.18 While in September 2017 BC’s money transfer rates
increased, they remain on average 5% below its competitors.19 Management reports that the
increase had no impact in the number of transactions20 and explain that money transfers are
less price-elastic than commonly assumed.
During 2016, BC carried out 607’465 operations, while from January 1st to September 30, 2017,
it performed 1’749’070 transactions.21 Compared to 2016 and with three months to go, this
represents a rise of 288%. The spectacular increase can be explained by three main factors.
First, the growing network and the increased outreach it entails. Second, increased sales
promotions and third, the introduction of social welfare-benefits disbursements in Q3 2016.22
Disbursing social welfare-benefits was not offered from the outset because the government
was cautious to change established practices that could hamper the timely delivery of G2Ps.
In addition, BC had to first build-up its internal capacities, most notably its IT, to actually be
able to efficiently disburse social welfare-benefits.

Figure 2: Number of Barid Cash transactions 2016 vs 201723

2 000 000

1 749 070

1 500 000

1 000 000

transactions
607 465

500 000

0
2016

9.30.2017

Source: Own elaboration, on Barid Cash MIS data.

While entering the money transfer market has its own set of advantages, the launching of BC
also addresses service quality issues with ABB itself. Indeed, during certain periods the banks
17

If not stated differently, statements in this chapter are based on assertions made by management and by
analysis od MIS data provided by ABB.
18
0 compares the opening hours of money transfer institutions.
19
See 8Annex VII for a throughout comparison of money transfer rates.
20
We had no access to the latest transaction and MIS data to verify this statement.
21
Due to missing historical data, a time-series analysis cannot be undertaken.
22
No data was available to conduct a quantitative analysis.
23
As of 1 January 2017. Source: Barid Cash Presentation, 17 October 2017.
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serve a disproportionally large number of social transfer beneficiaries saturating their capacity
to properly provide financial services. These peak periods are monthly, e.g. the days after the
20th, quarterly and annually, e.g. beginning of the academic year. This situation contributes to
the low-quality service image that discourages passing customers from opting for ABB. By
becoming an alternative distribution channel for social payments ABB branches see their
resources freed-up to concentrate on their core business: offering financial services for
everyone.24 BC has been profitable since the beginning of 2017.25 The number of monthly
transactions is presented in 8Annex VI.

Figure 3: ABB and BC agencies in Hey Baraka, Casablanca

To the right of the image in organge, the entrance to the Barid Cash outlet. The
door to the left leads to the Al Barid Bank branch.
©Abel Gelman

SCBF contribution to the deployment of the Barid Cash network
We find mixed impacts regarding the three projects financed by the SCBF: (1) the development
of a geo-localisation tool for guiding the extension of the outlets network (2) the implementation
of an in-house training-of-trainers programme and (3) the training of BC staff in financial
inclusion strategies.
First, the geo-localisation tool was not used to expand the network for two reasons. Firstly,
proximity, which is essential in the money transfer business, requires a vast network of a critical
size, or as interviewees put it, “be present everywhere like Wafa Cash”. Secondly, and as
mentioned in the final report of PlaNet Finance, the legal opinion issued in Q1 2015 indicates
constraints for agent banking that will only be resolved with introduction of the law on payment
institutions previously discussed. BC started with only 41 of the 150 branches initially foreseen.
Most of these were opened beside existing ABB branches. Today, efforts are concentrated in
opening branches detached from the ABB’s network, with the objective of further improving
outreach among the low-income population segment. As of 31 October 2017, there are 405

24

We had not access to the data allowing to verify this statement.
This statement is repeated by different interviewees. However, we have not access to the data to verify this
statement.
25
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Barid Cash outlets through the country. 8Annex III shows an approximation of the geographic
distribution of the branches, while 8Annex V presents the forecasted openings for 2017.
Currently, BC’s network is 50% below its target size and is significantly smaller than its main
competitors. In comparison, Wafa Cash has been providing money transfer services for 26
years, and relies on a network of more than 1’800 branches. In order to continue increasing its
outreach, BC plans to run 520 branches by the end of 2017 and 1,000 branches by the end of
2020. This implies an average growth of 160 new branches a year, which interviewees are
confident they can achieve. The BC Cash strategy to quickly and efficiently increase its network
size lies in a system of franchise outlets that complement its own branches. It is important to
note that working with licenced partners is a common practice in the money transfer business.
Upon reaching its target, the overall share of BC’s own branches will decrease from the current
51% to about 30% of the total network. This will allow BC to focus on core activities such as
strategy and product development.
Second, we were not able to assess the implementation of the in-house trainers-of-trainer
programme. On the one hand, no training of new BC employees was scheduled during our
fieldwork and when questioned about the contents of their instruction, BC employees only
mentioned training on the technical aspects of their job. On the other hand, management
interviewees were unaware of the contents of the programme. Moreover, they acknowledged
there is a limited knowledge transfer from ABB to BC, and stressed that those involved in the
planning and development of BC, with whom PlaNet Finance interacted, are no longer involved
with BC. Perhaps more significantly, it is not possible to estimate the impact of the training on
financial inclusion, for the simple reason that BC’s offer is limited to pre-bancarization services
like money transfers, money exchange and cash-outs of social-welfare benefits. This, of
course, will change with the implementation of the law on payment institutions that was
discussed in the previous section.

4.2

Barid Bank Mobile

As mentioned, ABB was the first financial institution to offer a mobile banking application in
Morocco in 2014. Barid Bank Mobile (BBM) is free for download, and ABB’s pricing for its
mobile services are the lowest in the market. Functionality-wise, the application started by
offering services such as transfers between Al Barid account holders (peer-to-peer), as well
as transfers through the Mandaty Express network that can be cashed-out in any Barid Cash
outlet. As of today, BBM includes a set of additional services launched with third-parties
allowing utilities and tax payments, as well as mobile phone top-ups. Table 5 lists the services
available on BBM in chronological order of introduction.
Figure 4: The Past and Present BBM User Interface

Source: ABB
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Al Barid Bank has roughly 6 million account holders, of which 66% actively use their
accounts.26 In October 2017, BBM had 365,022 subscribers and in the course of the same
month, 43% of them verified at least once their account balance. Narrower still, only 20% of
subscribers made at least one transaction in the previous 30 days. This is, nonetheless, the
highest absolute and relative number of active subscribers since the launch of the application
in 2014, and according to interviewees, these figures are above international benchmarks. To
place these numbers into perspective, when BBM was launched, only 8% of all subscribers
executed a minimum of one transaction. The monthly development of BBM’s client base is
discussed in 8Annex IX. 8Annex IX analyses monthly operations and flows for BBM.
Memberships grew at a monthly average of 6%, while subscribers verifying their account
balance increased by 4% and transactions at went up by 9%. This clear upward trend, which
accelerated in Q1 2015 and Q2 2016, can be seen in 8Annex X. Interviewees attribute this
accelerated growth to tax payments due in Q1 and the introduction of phone bill payments in
March 2015. These two services were launched at a time when the app’s user interface was
rebuilt from scratch. Both, the new ergonomics and the introduction of the new services, were
accompanied by significant marketing campaigns. Today, BBM has a loyal customer base that
continues to expand albeit at a slower pace. Figure 5 presents these trends.

Figure 5: Barid Bank Mobile Number of Subscribers
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Source: Own realisation, ABB MIS data

The bank considers BBM as its flagship product and an essential vector towards its
digitalisation objectives. In addition, and akin to the underlying logic of Barid Cash, the
application is indented to improve the overall quality of ABB services as a whole by freeing up
capacities within its branches. To achieve these results, ABB has channelled significant
resources into creating and maintaining a functional mobile ecosystem that’s reliable and
available around the clock. This focus, however, means that the application has been
conceived to serve as an additional channel to manage existing accounts, rather than as a tool
intended to foster financial inclusion.
Excluding ABB’s previously mentioned strategies, the impact a mobile banking application
could possibly have in terms financial inclusion is limited due to factors beyond the bank’s
control. First, the current legal framework hampers the creation of a more complex ecosystem
allowing compatibility between financial institutions. In addition, even though interoperability
could allow the development of an application more efficiently adapted to real-life usages,
banks are reportedly reluctant to participate in a system they cannot fully control. While the
26

According to interviewees statements. The court of audits mentions of 5,7 million accounts in 2014
(http://www.courdescomptes.ma/upload/_ftp/documents/Barid%20Al%20Maghrib.pdf, p. 10).
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missing mobile banking ecosystem is an important impediment to its diffusion, the new law
business correspondents lays out the legal framework for the development of a more
comprehensive ecosystem. The positive effects of these changes will probably be encouraged
by the already falling prices for mobile services and devices.
Second, cash remains the preferred method to carry out financial transactions, particularly
within the population segment with no access to formal financial services. In this context,
mobile phone usage tends to be limited to traditional applications such as making phone calls
as well as sending and receiving messages. Changing these habits requires a long-term
strategy to create confidence and highlight the added value of digital financial services.
It is also important to note that owning a smartphone is not enough to run the application
smoothly. Besides habits, literacy, and proper network coverage, most of the smartphones
used by the targeted segment of the population seem to be entry-level models, where even
simple social media applications run at lower pace. In conclusion, they not only don’t see the
interest, it is also not so appealing given their devices. The possibility of handling personal
finances though a mobile device has to be developed not only in the mind-set of potential
clients, but also in making it appealing on such devices.

Table 5: Barid Bank Mobile offered services
Service

Launching date

Account-2-account payment

March 2014

Account-2-cash withdrawal at ATMs

March 2014

Account-2-cash withdrawal at branch

March 2014

Bill payment

March 2014

Cash-to-account transfers national (Mandati Express)

March 2014

Account-2-mobile (recharge mobile account)

March 2014

Mobile-2-prepaid card transfer

March 2014

Mobile-2-savings account transfer

March 2014

Order new PIN, show IBAN

March 2014

Phone bill payment

March 2015

Phone bill payment

March 2015

Account-2-cash withdrawal with prepaid card Bali Hani

November 2016

Cash-to-account international (Mandati Express)

February 2017

Source: ABB

Impact of the SCBF Contribution to the Development of BBM
While SCBF’s funded contribution was an important component during the development stage
of the application, its impacts on the long run are hard to pinpoint. Firstly, PlaNet Finance
intervention addressed a key, albeit limited element in the conception process of the
application. Secondly, ABB has long-standing relationships with an array of international
donors, such the Bill and Melinda Gates Foundation and World Savings Banks Institute, both
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of whom contributed significantly larger resources that the SCBF. In the absence of SCBF
funding, interviewees are confident that they would have been able to compensate SCBF
funding through an increase of existing donor funds or internal resources.

Table 6: Timeline of BBM Communications 27
Launch
March 2014
Print
Offline

Marketing
operational

Digital

Product

Print at
Point-of-Sales
(POS) network
TV, radio, outdoor
posted
advertisement,
press
Animation within
branches,
animation stand,
street marketing,
client guide, SMS
Digital content:
teasers, podcasts,
Tutorials on
YouTube and
Facebook, ABB
website
Functionalities

2015

2017

Print
Point-of-Sales (POS)
network
TV, radio, outdoor
advertising, press
SMS, calling,
mailing

Animation within
branches, animation
stand, street
marketing, client guide,
SMS
Campaign on
Whatsapp, Wifi bus,
paying on premium
sites: Google, Buzzef,
…

SMS, calling,
mailing

Functionalities

Ergonomics

Functionalities

Source: ABB

27

2016

As of 01 October 2017.
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5 Client level
Customers turn to Barid Cash to cash-in domestic money transfers or to cash-out national and
international remittances; and to receive social welfare payments as well as health insurance
reimbursements. Additional services linked to ABB include the “Bali Hani” prepaid debit card,
as well as a card conceived for government student grants called “Minhaty”. Other, less
frequently used services are the cash-out of micro-credits from Sofac28, foreign currency
exchange (only available at certain locations) and payment of car taxes (vignette automobile).
BC services are used by a heterogeneous clientele coming mostly from the popular segments
of the population. Figure 6 shows the distribution of the surveyed clientele as per their socioprofessional category29, in which we find a majority of employees with or without contract,
followed by women describing themselves as “house wives” (femmes au foyer)30.

Figure 6: Socio-professional categories of interviewed Barid Cash Customers

n=110
Source: own realisation. Customer survey data

From the financial inclusion perspective, 60% of the sample reported having a bank account.31
This figure is slightly lower than the Central Bank statistics that finds that 70% of the adult
population holds a bank account across the country.32 It is important to note that behind this
figure lies different patterns of bancarization rates between urban and rural settings33.
Accounting for this gap suggests that financial inclusion in urban contexts, where all BC outlets
are located, is higher than the national average. Thus, the sample distribution hints that Barid
Cash particularly attracts a segment of the population not yet included in the bancarization
drive of the last years, and is well suited to contribute towards their integration in the financial
system.
Among those in the sample with bank accounts, most declared being registered with the
Banque Populaire (35%) or ABB (29%) also hinting at the socioeconomic profile of the people
we interviewed, as these two institutions target specifically the popular segments of the
28

Sofac, is one the oldest credit institutions in Morocco, specialised in consumption credits
For compatibility peurposes, we used the socio-professional categories used by ABB and added the category
“House wife” (femme au foyer).
30
As mentioned in the methodology, the sampling was designed to offer insights into the range of behaviours,
perceptions and attitudes of the clientele. Frequencies of key responses are provided to give a sense of the
characteristics of the sample and they should not be generalised to the wider BC clientele.
31
See 8Annex XIV for client survey consolidated data on financial inclusion indicators as well as other related
informations.
th
32
‘Maroc: Le Taux de Bancarisation Passe à 71% En Juin 2017: MFW4A - Making Finance Work for Africa’., 27
November 2017. Accessed 12 December 2017.
33
Estimations on rural bancarizationrates puts this figure at between 10 and 20 %
http://www.infomediaire.net/taux-de-bancarisation-le-maroc-frole-les-70/
29
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Moroccan society. Among the reasons given for opening a bank account, people primarily
mentioned saving objectives and needing the accounts to receive their salary. The profile of
the customers without a bank account does not present any particular characteristic, other
than fitting the general category of being self-employed or working in the informal sector (e.g.
construction), or as expected, being either a house-wife or unemployed.

Figure 7: Reasons Given to Open a Bank Account

Source: own realisation. Customer survey data

With regards to the usage of credit services, 27% responded that they have borrowed from
formal financial institutions in the past, or were still repaying outstanding loans. Reported
amounts ranging from 5’000 MAD to 70’000 MAD. In most cases they concern housing (48%),
followed by consumption (15%), business-related and land purchases (11% each), and finally
ritual spending for the festivities of Aïd and Ramadan (7%). Among the reasons given for not
taking a loan, and independent of whether they declared needing one or not, people mentioned
being able to borrow money from friends and relatives under flexible terms and without
interests34 or lacking resources for repayment (10% each). In-depth interviews revealed
instances where the informal and unreliable nature of the revenue sources were perceived as
incompatible with the rigid repayment conditions of formal financial institutions. Interestingly,
from the 80 respondents that declared not having taking credits, only five mentioned religious
considerations as the main reason35.

5.1

Customers Perceptions of Barid Cash:

Barid Cash enjoys the trust people have in Al Barid Bank, an institution they know and are
familiar with. All BC employees we talked to suggest that customers do not necessarily see
any difference between BC and ABB, a fact that is reflected in some of the answers received
when clients were questioned about how long they have been using BC. Indeed, 17%
respondents answered “forever”, or gave a number of years corresponding to period beyond
the BC network’s existence. Within the agencies, this situation translates into people often
coming to make operations related to bank accounts that are only available at ABB branches
(and then sent to the nearest ABB), and as it was pointed out to us, the same occurs in the
ABB branches. In most cases, BC employees explained this by noting that both BC and ABB
share the same logo, the name “Barid”, and in most cases, the same building. In one instance,
in Laataouia, it was explained that the outlet was relatively new, and as time goes by it seems
people are starting to more clearly differentiate between the two entities. In other cases, the
confusion might arise from the fact that BC branches have opened in former post offices or
34

Latest Findex data from 2011 suggests that 40.9% of the Moroccan population has borrowed money from their
entourage. See 8Annex II.
35
This is consistent with existing academic evidence (see Morvant-Roux et al., 2014) as well as the latest
MIMOSA report from January 2018
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ABB branches, and have added the BC signage without removing the existing ABB one. This
is the case in Oulad Nema, in the Beni-Millal region (Figure 8) and Rabat Medina.

Figure 8: The Barid Cash outlet in Oulad Nema, Beni Millal Region

A Barid Cash agency at the former premises of ABB. Signage from the
postal service, ABB and BC contribute to clients perceiving these
institutions as one single entity.
©Abel Gelman

A close association of BC to its mother’s company is positive for building trust, but it comes
with an image of long lines and deficient customer service that many people in Morocco
associate with ABB. This is less of a problem for customers familiar with the service, while they
might not clearly differentiate the two institutions, they experience the distinctions between the
two in terms of service. On the other hand, this seemed to be more of a barrier to the people
that use competing companies and have not yet used BC services. For example, a cobbler
and a restaurant manager in Tanger, both of whom use Wafa Cash for their transfers,
mentioned service deficiencies at ABB branches as their reasons for not using BC.

5.2

Uses of money transfers: at the frontier between the formal and informal
sectors

The use of transfer services is usually associated with remittances within solidarity networks.
The most common image of all is of a migrant son or husband sending money to their families
back home. This proves true for most of the cases we encountered, but observations of
customer behaviour at BC agencies revealed other uses for the transfer services, locating
them on the frontier between the formal and informal sectors. The most prominent of these
formal-informal uses is what one employee in Casablanca called “paiement sur-le-champ”.
This involves two customers coming to the same agency together or within a short time interval
to make a payment through BC. In these cases, one customer pays the cash to the BC agent,
who then issues a transfer for a person either standing next to the first customer, or to someone
that comes moments later. While we could not interview customers directly involved with these
activities, BC employees report that these are carried out in order to create a record of the
transaction. It is important to note that people involved are not necessarily excluded from the
formal financial system. The rationale for choosing this system lies in its perceived simplicity
and immediacy, as opposed to an ordinary bank transfer that might require follow-up and does
not produce an immediate paper receipt. We identified rent and alimony payments as the most
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common example of this transaction. We cannot estimate the scale of this type of practice,
albeit all of the agents we spoke to were familiar with it and observed cases on a regular basis.
Other uses involve the payment of salaries in the informal sector. While interviews regarding
this subject gave ambiguous results, most mentioned that this is either done for practical
reasons (the employer and the employee are not in the same town and one of them does not
have a bank account) or to pay employees without a contract. Approaching this subject proved
itself to be more delicate than expected, as in one instance a concerned person denied
receiving his salary through this channel despite the fact that the BC agent affirmed to us that
he did. As with the previous example, we cannot estimate the scale of these cases, but they
are nonetheless common enough for BC agents in 5 of the 19 agencies we visited36 to know
of at least a few people coming to collect their salaries though this channel on a regular basis.
Similar to the previous example, transfers are also used to avoid depositing funds into a bank
account. In one instance, a shop owner in Laatauoia explained that while he and most of his
suppliers have bank accounts, often they ask to be paid though money transfers. Sending the
money though a bank would be indeed cheaper and more convenient, nonetheless this is done
in cases where the account is overdrawn and client fears their bank will retain their funds upon
reception.

5.3

Customer satisfaction and value

Perceived value for money and affordability
Data strongly points to the fact that in most cases the choice of the transfer channel is made
exclusively by the sender37 and is based on proximity rather than pricing. Our results seem to
contradict the argument that makes pricing an important criterion to attract and to build
customer loyalty. Indeed, pricing was mentioned only once in an open-ended question on the
reasons to choose BC, which might be explained by the fact that differences in terms of service
and affordability between BC and competing money transfer providers are perceived as
negligible38. The importance of proximity is enhanced by the density of competing services in
urban areas across the country, and we have found instances where the choice of BC was
measured in meters. All of the agencies that we visited were in places that had competing
transfer networks close by, which is consistent with other locations we saw during our travels
through the country39. In-depth interviews suggested the perceived added value of the BC
services, regardless of proximity lies on the strong link clients make between Barid Cash and
Al Barid bank, as well as on the building of trust relationships between BC agents and their
customers.
Operating Hours
Contrary to the idea that extended business hours of BC branches are a major element for
attracting a new clientele, observations revealed that outlets are systematically underused
between 5 PM and 8 PM and on Saturdays. This holds true for net-receiving as well as netsending agencies and was confirmed by BC management as being a general trend. Interviews
with BC personnel and customers suggested two central explanations. First, the persistence
of long standing habits places this type of transaction within a specific time of the day. The
close association with ABB, also means that people sometimes believe the BC branches close
at 4:30 PM, despite the fact that in all of the outlets we visited, business hours are clearly
displayed. Second, it is common to find people carrying out transfers on behalf of someone
else during normal business hours. For example, a person gives the money to an unemployed
36

This practice seems more prevalent in the center of the country. BC agents in Bengurir, Laataouia, Kella-deSraghna, Oulad-Nema and Beni-Millal reported cases where people receive their salaries through money
transfers.
37
Exceptions concern cases where ABB enjoys a monopoly, as it does on military bases, prisons, and in small
villages and their surrounding areas where ABB is the only formal option available
38
See 8Annex VII for a comparison of the pricing structure of money transfer services.
39
This is an instance where visiting partner operated agencies would have offered interesting contextual nuances.
From what we have seen during our travels, some of these agencies are located in places with a lower density of
money transfer options.
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friend or a colleague who then comes to BC to send the transfer. Other cases we observed
involved a manger sending funds to his employees’ families.
Link to Barid Bank Mobile
Among the services offered through the mobile application, users can send money transfers
through the Mandaty Express network that can then be cashed-out by the receiver in any Barid
Cash branch. From January to September 2017 and according to our estimates40, these
transactions accounted for 8% of the total volume of the network. The relatively high
percentage potentially means the Mobile Application could be a link between already
bancarized customers and the informal sector, and additional research would be needed so
as to further deepen our understanding of these practices. Unfortunately, delays in the
provision of MIS data meant that we could not possibly arrange interviews with users.
Interestingly, BC employees in almost all of the branches we visited mentioned cases where
clients use the application to send a transfer to themselves. The rationale for this action is to
access cash when the nearest ABB ATM is out of order or unavailable.
Complementarities With Informal Transfer Channels
Interviews in emission centres in the north of the country revealed other informal transfer
channels that people make use of in conjunction with BC or other formal services. Customers
sending money can send it by bus and taxi drivers that cover a set route several times a week.
The criteria for choosing this system seems to be a trade-off between cost, time and
convenience. Sending the money though this channel is less expensive than conventional
methods, but it takes longer to arrive and the frequency is limited to the departures of the
drivers (which can sometimes be irregular). On the other hand, customers expressed no
security concerns and there are instances where the drivers serve locations where there is an
absence of formal financial institutions (last mile). As an example, a waiter we interviewed in
Tanger uses this channel to send money to his mother in Taounate twice a week and he only
uses formal services (Wafa Cash) in cases of family emergencies. The informal nature of such
services makes it difficult to estimate their market share. It is nevertheless worthwhile noting
that all of our interviewees in the north of the country were familiar with this transfer method.

5.4

The Mobile Phone as a Tool of Financial Inclusion

Cell phone penetration rates in Morocco have attained 120% in June 201741. As elsewhere,
the ubiquity of the mobile phone has made it an essential part of peoples’ lives and it has had
an impact on the way customers use the money transfers. Almost 100% of the customers we
interviewed own a mobile phone, and a few owned more than one. The same was true for the
adult members of their families. Written and vocal messages, as well as pictures are used to
send and receive the transaction details, generally within seconds after doing a cash-in. In fact,
people usually speak with the recipient of the transfer while giving the money to the agent and
simultaneously dictate the code at the same time that they receive it from the agent. Other
cases involve people using their phone to take a picture of the receipt and send it to the receiver
before leaving the agency. On the receiving end, customers coming for a cash-out often hand
their phones to the employees with a picture of the code or a written message. In the case of
illiterate people, it is common for customers to give their phones to the employees for them to
speak to the sender and receive the detail of the transfer themselves. While we observed this
behaviour in all of the places we visited, it was more prevalent in branches closer to rural
locations (Laataouia, Benguerir and around Beni Millal).
Barid Cash also offers the possibility of sending free-of-charge confirmation messages to both
the receiver and the emitter of the transfer. These do not seem to be commonly used as people
often prefer to send the messages themselves.

40

The number BBM transfers into the Mandati Express network was approximated from the receipts given to
customers at BC agencies. The 8% figure was obtained by combining the previous number with the total number
of transactions as communicated by BC management (Annex VI).
41
See 8Annex I.
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In more general terms, the mobile phone seems to enable customers to use different transfer
services (formal or informal) as if they were a one and only system. In it, the communication
side is dissociated from the different channels available to circulate the funds. Customers’
behaviour leads the research team to believe that in fact usage dynamics of transfer services
resemble those of mobile money schemes.

5.5

Outcomes

The ubiquity of money transfer services in Morocco renders the analysis of the outcomes of
the deployment of the BC network challenging. This is largely due to the difficulty in attributing
a client to a single network, as customers have a plethora of competing services to choose
from, all offering virtually identical services at almost the same prices. Furthermore, while many
people declared themselves loyal BC or ABB customers, the choice of the transfer channel
falls mostly on the sender, who alternates service providers according to convenience.
Nonetheless, the deployment of the BC network had a range of impacts for its users, most
notably for low-income people receiving social welfare.
The strongest impact concerns the people with no bank accounts receiving social benefits.
The cash out of social services payments has been available at BC branches since 2016, and
it is only available for customers that do not have a bank account. These payments represent
an important part of the global transactions volume in most of the agencies we visited. The
types of payments people receive are multiple (see Figure 9) with the two most common being
retirement pensions and health insurance reimbursements. Whereas previously people had to
queue in line at ABB branches (sometimes for hours), customers now have the possibility to
cash-out their funds in minutes. This last factor, while significantly improving the delivery of
social benefits, does not allow us to infer improvements in perceived resilience. On the one
hand, and as previously mentioned, the delivery of these services is relatively new and no
enough time has elapsed to establish a correlation. On the other, and perhaps more
significantly, most of the social welfare paid through the service are retirement pensions for
individuals that for the most part do not work.
Figure 9: Mandati Express screen shot

The wide range of social payments is visible in the drop-down menu.
©Abel Gelman
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Access to Information
BC employees play an important role as meditators between the client and the organisation
they receive the funds from. As we have seen, records of payments show that the payment
dates are irregular. For example, an illiterate woman receiving a pension for her deceased
husband in a Duar close to Oulad-Nema showed us a receipt from the previous month dated
on the 5th. The interview was made on the 14th and to that date the pension for the current
month was not yet available. Furthermore, random checks on the BC system confirmed that
this is a regular occurrence for retirement pensions as well as health care reimbursements. In
this context, people often come to the office to verify whether they have received their money,
sometimes coming more than once a day. BC agents also actively play an informant role in
the context of ordinary P2P transfers, since as previously explained, they regularly help
customers with their transfer codes. Interviews revealed to what extent this service is
appreciated, especially among the elderly.
Improved Services
By separating the transfer services from the other banking services, the deployment of BC also
helped improve services at ABB. This was part of the management strategy and seems indeed
valued by customers we spoke to. For example, a BC employee in Beni-Millal who also
happens to have an account at ABB, noted a clear improvement in the handling of her account
and that of her retired father after the opening of BC branches in her city. In her case, this is
coupled with the usage of the mobile application that she uses solely to verify the balance of
her account a few times a month.
Added Value in Business Performance
In addition to migrant remittances, transfer services are commonly used in the context of
commercial relations. Customers that own small business (clothing, handicrafts, food)
mentioned the predominant reason for using BC was that the agencies consistently have
enough liquidity for their cash-outs. This appeared to be a strength of the BC network as
compared to the competition. For example, a shop owner in Fnideq explained that he started
to ask his business partners to use BC after several instances where the nearest Wafa Cash
did not have enough funds. These are examples where the contiguity to ABB branches is an
asset, and in that sense, it would have been interesting to see how partner-operated BC
agencies operate.
While we could not establish a strong link between improved business performances and BC
services, the constancy in the availability of funds appeared a central criterion for business
customers to choose the service.
Behavioural Changes
In the short term, and because of the difficulty of attribution mentioned earlier, we do not
observe significant behavioural changes that we can link to the deployment of the BC network.
That being noted, two trends are worth mentioning. First, we observed changes in cash-flow
management within close-knit solidarity networks sending funds on a regular basis through
informal channels. While regular remittances are delivered by bus and taxi drivers at varying
intervals, formal transfer services allow sending money more effectively in case of family
emergencies. In-depth interviews suggested improved responsiveness and interdependence
among family members living in geographically distant locations. It is important to note that
these changes are linked to the evolution of the sector and the ubiquity of the mobile phone
and are not solely link to Barid Cash. Nonetheless, the fact that BC contributes in a significant
way to the broadening of the offering makes this worth noting.
Second, with the inclusion of the welfare payments, the services reached a wider clientele that
can expect changes in the future. Most notably among family units where none of its members
have access to financial services, and BC is their first experience with such an institution. The
research team did not obtain figures on the number of households reached, but based on client
interviews carried out in rural areas around Beni-Mellal and Oulad Nema, we are led to believe
there is potential for growth. It is important to note that the deployment of the BC network is
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the first of a two steps strategy to increase customer outreach. Management understands that
competitive transfer services and a dense network of agencies are a prerequisite for customer
loyalty in the wake of regulation changes coming into effect in the near future, and that will
enable the provision of financial services at lower-costs through Baird Cash. These prospects
seem to open a series of opportunities that might well lead to behavioural changes in the
medium term.

6 General conclusions
Relevance of the SCBF funded projects
The relevance of both SCBF projects the present report analyses lies in their capacity to
contribute to financial inclusion by tackling some of the more commonly reported uptake
barriers: high transaction costs, physical distance to the service provider and lack of
appropriate information42. Both follow decentralisation strategies that if successful, contribute
to improving outreach among the low-income segment populations.
Accompanying financial inclusion strategies with the development of a mobile banking
application adapted to the needs of the low-income segment of the population (project SCBF
2013-01) is of outmost importance to make a tool that reflects real-life practices of the targeted
clientele. As elsewhere, the ubiquity of the mobile phone in Morocco could allow the provision
of financial services for low-balance accounts as well as reaching customers living in
communities not well served by brick and mortar financial institutions. From the perspective of
the PFI, the intervention contributed to ABB getting a head start over its competitors in the
provision of digital services, thus gaining crucial experience and expertise.
Concerning project SCBF 2011-05, our data clearly shows that proximity to the sender, above
any other parameter, is the most fundamental criteria to reach customers and gain their loyalty
in the competitive money transfer market. In this sense, the development of a geomarketing
tool enabling a systematic and scientific approach to the deployment of the BC outlet network
seems particularly relevant. On the other hand, to what extent this lined up with the strategies
and priorities of the PFI is difficult to assess. As mentioned, in order to assure a widespread
presence thought the Kingdom, BC branches were, for the most part, opened along the existing
ABB network, thus never putting the developed tool into practice.
Effectiveness
Whereas at first glance, the objectives of the interventions have not yet been achieved, the full
scope of their impact might only be perceived in the coming years. As previously mentioned,
changes in the regulatory framework will allow ABB to offer low-cost financial services through
the network of BC agencies as well as the mobile application. It is worth noticing that, although
not directly foreseen by the project objectives themselves, BC indeed reaches a nonbankarised clientele through the disbursement of G2Ps, potentially bringing beneficiaries
closer to the financial services the project intended to offer.
Sustainability
The Moroccan banking sector is arguably among the most developed and complex in the
region, and as a leading actor in this competitive market, Al Barid Bank has in place a highly
professional technical and managerial structure. In the view of the research team, the bank
has the human capital and technical capabilities to develop, launch and operate digital financial
inclusion projects in the future.
Based on management reporting, Barid Cash is a profitable enterprise since the beginning of
2017, thus ensuring the sustainability of the service in the future.
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Demirgüç-Kunt, Asli, and Leora F. Klapper. 2012. ‘Measuring Financial Inclusion: The
Database’. https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2043012.
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7 Recommendations
7.1

ABB
•
•

•

7.2

Strengthen financial inclusion discourse and develop a strong business case for small
amounts.
Strengthen digital capacities in order to free capacities for digital development and
become once again the digital banking leader in Morocco. Therefore, develop a
comprehensive digital agenda that goes beyond omnipresence, for instance digitalise
internal processes.
Use strength of being a young organisation, e.g. decrease time-to-market and
accelerate internal decision-procedures—both in order to avoid lagging behind
competitors due to the ongoing digitalisation and the new law with potential market
entries of MNOs. Again, develop a strong business case. Accelerate pace of global HR
programme, which aims at improving the service quality through establishing business
thinking among the staff.

Barid Cash
•

7.3

Create a digital profile including a website and actively use social media in order to be
coherent with the young staff.

Barid Bank Mobile
•
•

•
•
•

7.4

Cover the SMS fee for first time activation. Clients abandon when being told that the
application is free but then they face a one-time subscription fee.
Accompany clients during their first 2–3 transactions, e.g. (1) first subscribe to Barid
Bank Mobile and then do a transaction in the branch with the support of the staff and
(2) Ask clients at the counter whether they are subscribed. If yes, accompany them on
Barid Bank Mobile to satisfy their financial need. If no, subscribe first and then execute
transaction on Barid Bank Mobile.
Continue marketing activities to raise awareness. Also re-raise awareness among staff.
Highlight favourable pricing and delocalisation advantage, e.g. no transport fees, 24/7.
Make users aware of the call centre and create separate lines in the call centre for
Barid Bank Mobile users.
Reduce higher fees for mobile-to-mobile transactions to ensure incentives for using
mobile accounts

SCBF
•

•

•

Ensure ownership. First and in case of such first-mover projects, ensure internal
support at all levels and involved departments. Second, improve the contractual set-up
to ensure the efficient use of its funding. ABB has discretionary leeway due to missing
ownership. This hinders the collaboration with third parties like PlaNet Finance, Saphir
Management Information Systems or the team conducting this study. Tri-partisan
contract ABB might be a possible solution. ABB is an established financial organisation
that receives funding and technical assistance from other investors like the World
Savings Banks Institute, Bill & Melinda Gates Foundation, or Mastercard Foundation,
all of which contributing considerably higher amounts than the SCBF.
Reconsider timing. While it makes sense to conduct an impact study with some delay,
one must ensure a link. However, staff turnover and time passing by make it difficult to
trace the exact impact of the SCBF intervention, especially when there are other donors
and SCBF projects. Again, ensured ownership addresses this issue.
Consequently, force local partners to deliver a legal opinion regarding regulatory
feasibility of projects, like done for the SCBF G2P project 2013-08. Due to regulatory
constraints, BC starts with only 41 instead of the planned 150 branches. Similarly, BBM
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•

7.5

can offer mobile accounts due to the new law, which is not foreseen in 2014. Both
projects have an inherent to risk of failure due to not taking into account the legal
framework. This creates inefficacies and limit impacts of SCBF funded projects.
Maintain the option for partners to adjust the proposal according to the comments of
the project committee.

Household level
•

Social payments (pensions) in rural areas can potentially facilitate the financial
inclusion of the recipients’ younger family members. While we do not believe that
opening bank accounts to the illiterate elderly is in their best interest, the fact that they
turn to BC to cash-out pensions put the institution closer to their household members,
a rural population that does not seem to have been part of the bancarization drive.
Strategies to attain them could well be implemented at local branch level. For example,
maximising overlap in employees’ schedules by offering a service where BC personnel
calls recipients to inform them of the disposability of their pensions. While all clients
seem to have a mobile phone, it is common practice not to top-up its credit, hence it is
crucial to call customers as they cannot be expected to call themselves.
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8 Annexes
Annex I

Mobile Phone Penetration Rates

Source: Agence Nationale de Réglementation des Télécommunications (ANRT) — www.anrt.ma

Annex II

Key Financial Inclusion Indicators

Indicator—2011*

Morocco

Account at a financial institution (% age 15+)
Account at a financial institution, income, poorest 40% (% ages
15+)
Borrowed from a financial institution (% age 15+)
Borrowed from a private informal lender (% age 15+)
Borrowed from a store by buying on credit (% age 15+)
Borrowed from family or friends (% age 15+)
Borrowed from family or friends, income, poorest 40% (% ages
15+)
Source: World Bank. Global Findex Data. Retrieved 15.09.2017
* 2011 is the latest available data for Morocco
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World

39.1
27.3

Lower middle
income
28.7
20.0

4.3
1.9
2.2
40.9
39.2

7.3
5.2
8.2
26.4
27.9

9.1
3.4
7.5
22.6
24.4

50.6
41.4

Annex III

Geographic distribution of ABB and BC branches*

* Address geocoding made with QGIS, Open Street Map Web Services. Due to transliteration issues with
Arabic names and inaccuracies in the address database, the geocoding was based in third administrative
level data. Geolocations are therefore not necessarily accurate and are provided for indicative purposes only.
Sources: own realisation. ABB and BC data.
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Annex IV
Barid Cash Geographical distribution of Own and Partner
Branches43

The economic centres of the country account for 40% of the branches, with Casablanca 21%, Rabat 16% and El
Jadida 13%, of Barid Cash branches.
Sources: Own realisation, ABB and BC data

43

As of 1 January 2017. Source: Barid Cash Presentation, 17 October 2017.
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Region

Own

Share own

Partner

Share
partner

Total
Region

Share
Total
Region

Casablanca

41

22%

38

21%

79

21%

Rabat

25

13%

36

20%

61

16%

El Jadida

31

17%

16

9%

47

13%

Tanger

20

11%

19

10%

39

11%

Fès

14

7%

14

8%

28

8%

Méknès

14

7%

12

7%

26

7%

Marrakech

14

7%

11

6%

25

7%

Oujda

12

6%

9

5%

21

6%

Agadir

15

8%

15

8%

30

8%

Laayoune

1

1%

14

8%

15

4%

Total

187

100%

184

100%

371

100%

80
70
60
50
40
30
20
10
0

Own

Annex V

44

Partner

Total Region

Barid Cash Branches Opening Forecast 201744

Total Branches
Own Branches
Partner Branches

371
18
184

Identified Openings
Own Branches
Partner Branches

56
50
6

Planned Opening

80

As of 1 January 2017. Source: Barid Cash Presentation, 17 October 2017.
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Annex VI

Barid Cash Transactions January-September 201745
Actual

Objective

%

January

152,254

150,000

102%

February

107,074

110,000

97%

March

144,654

140,000

103%

April

149,677

160,000

94%

Mai

186,400

180,000

104%

June

187,068

220,000

85%

Total 1 term

927,127

960,000

97%

July

245,653

240,000

102%

August

333,017

280,000

119%

September

258,195

260,000

99%

Total

1,763,992

1,740,000

101%

st

350 000
300 000
250 000
200 000
150 000
100 000
50 000
0

actual

45

objective

As of 1 January 2017. Source: Barid Cash Presentation, 17 October 2017.
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Annex VII

Price Comparison Money Transfer and Additional Services46

All numbers in MAD.
Transferring Amount

<200

Barid Cash

Barid Cash

(until Sept 2017)

(since Oct 2017)

25

25

201 - 500

Cash+

37

28

30

501–1'000

30

35

1,001–2,000

35

40

2,001–3,000
3,001–4,000

Wafa Cash

37
47

47

57

57

45
40

4,001–5,000

50
55

5,001–10,000

50

65

67

67

> 10,001

0.4%

0.65%

0.67%

0.67%

3

3

(min. 50)

Additional services
SMS confirmation

Free of charge

Confirmation by post

10

Prepaid card

Bali Hani

Floussy

Emission

60 for 2 years

100 for 2 years

Deposits

10

10

Third person transfer

10

Same as ordinary
transfer

ATM withdrawal

Free at Al Barid Bank

Free at Attijariwafa

6 MAD others

6 MAD others

Daily withdrawal limit

2’000

6'000

Ceiling

20’000

60'000

46

As of 1 January 2017. Source: Barid Cash Presentation, 17 October 2017.
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Annex VIII

Week days

Saturdays

Operating hours of money transfer institution
Barid Cash

Wafa Cash†

8—8 pm

8—8 pm

8—5 pm*

8—5 pm

8—5 pm

8—5 pm

8—2 pm*

8—2 pm

Source: fieldwork
* in selected outlets
† Wafa Cash opening hours vary greatly

Annex IX
Barid Bank Mobile: Subscriptions, account balance and executing
transactions47
After a six-month pilot in two Al Barid branches, Barid Bank Mobile was officially launched on
25 February 2014. The following definitions are applied throughout this study:
i.

subscriptions

number of Barid Bank Mobile subscriptions (Al Barid and
mobile)

ii. Subscribers
verifying account
balance
iii. Subscribers
executing
transactions

number of subscribers that at least once verify their account in the
last 30 days with Barid Bank Mobile.
number of subscribers that have at least executed one transaction
in the last 30 days with Barid Bank Mobile.

Since executing a transaction requires verifying the account balance, subscribers executing a
transaction are a subsample former. Thus, the second indicator is a subsample of the first. The
third one is a subsample of the second and as such also of the first. The data does not
distinguish whether there is an underlying Al Barid account or Mobile account.
In March 2014, Barid Bank Mobile had 14’598 subscriptions of which 5’271 verified their
account balance at least once. 1’134 users conducted at least one transaction with the
application. 50% of the subscriptions come from the pilot. In October 2017, Barid Bank Mobile
had 365’022 subscriptions of which 157’354 verified they sold at least once and of which
72,921 conducted at least one transaction with the application. Figure 10 shows monthly data
for our indicators.

47

Data provided by Al Barid Bank.
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Figure 10: Barid Bank Mobile key indicators.
400 000
subscribers
300 000
subscribers
verifying
account balance
subscribers
executing
transaction

200 000
100 000
0

Figure 11: Barid Bank Mobile monthly growth rates.
50%
subscribers

40%
30%

subscribers
verifying
account
balance

20%
10%

subscribers
executing
transaction

0%
-10%

During the first 12-months, the subscriptions grew at a higher rate than the other two indicators.
The peaks in December and January are related to annual tax payments due in these two
months.
The three indicators grew on average 6–11% per months, as presented in the following table.
The average growth rate of subscribers executing transactions is driven by annual peaks.
Taking this bias into consideration, we also calculate the mean.
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Average and mean of monthly growth rates.
average

mean

8%

6%

account 6%

4%

Subscriptions
Subscribers
balance

verifying

Subscribers executing transaction

11%

9%

The third indicator’s higher growth rates can also be seen when comparing the relative share
of our three indicators. Figure 12 presents the relative share our indicators. Subscribers
represent 100% of the sample. Subscribers verifying their account balance stabilise in the
lower 40% of the overall subscribers after 12 months. On the other hand, the relative amount
of those executing a transaction shows a slow upward trend, since it grows at higher rate than
the other two indicators.

Figure 12: Barid Bank Mobile relative share.
100%

subscribers

80%
60%

% subscribers
verifying
account
balance
% subscribers
executing
transaction

40%
20%
0%
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Annex X

Barid Bank Mobile monthly transactions per service.

number of transactions

200 000

150 000

100 000

50 000

0

Order check book

Request new PIN, show IBAN

Account-2 branch cash withdrawal

Account-2-ATM cash withdrawal

Account-2-prepaid card (Bali Hani cash withdrawal )

Bill payment

Bill payment Fatourati

Airtime popup

Cash-2-account national (Mandati Express)

Cash-2-account international

Mobile-2-mobile transfer

Mobile-2-prepaid card

Mobile-2-savings account

Account-2-account
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Annex XI

Barid Bank Mobile monthly flows per service.

90 000 000

MAD

60 000 000

30 000 000

0

Order check book

Request new PIN, show IBAN

Account-2 branch cash withdrawal

Account-2-ATM cash withdrawal

Account-2-prepaid card (Bali Hani cash withdrawal )

Bill payment

Bill payment Fatourati

Airtime popup

Cash-2-account national (Mandati Express)

Cash-2-account international

Mobile-2-mobile transfer

Mobile-2-prepaid card

Mobile-2-savings account

Account-2-account
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Annex XII

Barid Bank Mobile monthly clients base and loyalty48

Creating a stable client base is a mentioned issue in the final report. Al Barid Bank has
addressed this issue. Figure and Figure present monthly data regarding clients’ loyalty. The
bars in the two figures show the subscribers executing at least one transaction in month
-

N
N-1 and N
N-1, N and N+1

(current month)
(last and current month)
(last, current and next month)

The third bars represent the most loyal clients.
The line in Figure 13 presents the percentage of clients having executed a transaction in month
N-1, N and N+11 in relation to all clients executing a transaction in month N.
The line in Figure 14 presents the percentage of clients having executed a transaction in month
N-1 and N 1 in relation to all clients executing a transaction in month N.
The loyalty of the client base shows an upward trend since Q1 2015. This might be a lagged
effect of introduced MNO bill payments in March 2015. We expect this upward trend to continue
until the ecosystem with agent banking and real-time payment is fully installed.
.

48

Data provided by Al Barid Bank.
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Figure 13: Barid Bank Mobile monthly client base over 2 months period

.
Figure 14: Barid Bank Mobile monthly client base over 3 month period
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Annex XIII

Barid Bank Mobile current design
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Annex XIV

Consolidated client survey data

Sample size n=110

Sample demographics
Age and Gender distribution of the interviewed customers
30%
25%
20%
Male

15%

Female

10%

Female
41,8%

Male
58,2%

5%
0%
15 - 25

26 - 35

36 - 55

56 - 65

> 65

Maximum level of education attained
Whole sample

41

Female

Male

Marital situation
Ages—gender

Single

Divorced

Married

Widow

Total

15 - 25
Men

4.5%

Female

5.5%

1.8%

6.4%
5.5%

26–35
Men
Female

15.5%
5.5%

1.8%

11.8%

27.3%

4.5%

11.8%

36 - 55
Men
Female

0.9%

18.2%

1.8%

20.0%

12.7%

3.6%

17.3%

56 - 65
Men

4.5%

Female

3.6%

4.5%
0.9%

4.5%

2.7%

2.7%

9.1%

100.0%

> 65
Female
Total

30.9%

2.7%

57.3%

Is the interviewee the household chief?
Is Household chief

Men

Yes

40.0%

10.0%

50.0%

No

16.4%

31.8%

48.2%

1.8%

0.0%

1.8%

No data

Female

Total

Socio-professional categories
Socio-proffesional category as per ABB criteria

% of sample

Employee—Employé

21.82%

House wife — Femme au foyer*

15.45%

Merchant, retailler — Commerçant Détaillant

10.91%

Unskilled manual labourer — Ouvrier non qualifié de type artisanal

5.45%

Self-employed—Auto-entrepreneur

4.55%
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Students—Elèves, étudiants

4.55%

Unskilled industrial worker - Ouvrier non qualifié de type industriel

3.64%

Small scale farmer — Agriculteur sur petite exploitation

2.73%

Public servant - Fonctionnaire

2.73%

Cleric — Imam, religieux

2.73%

Breeder — Éleveur

1.82%

Qualified industry worker - Ouvrier qualifié de type industriel

1.82%

Teachers - Professeurs d’école, instituteurs

1.82%

No profession — Sans profession

1.82%

Others—Aures

9.1%

No data

9.09%

*No category for “house wife” exists. It is added here to reflect respondents answers.

BC usage
Used BC service

Yes

No

Sends national transfers regularly

51.8%

48.2%

Receives national transfers regularly

42.7%

57.3%

Receives international transfers regularly

35.5%

64.5%

Receives G2Ps at BC outlets

17.3%

82.7%

Sends and receives domestic transfers
Sends transfers regularly
Receives national transfers
regularly

Yes

No

Total

Yes

19.1%

23.6%

42.7%

No

32.7%

24.5%

57.3%

Total

51.8%

48.2%

100.0%

Receives domestic and international transfers
Receives international transfers
Receives domestic transfers

Yes

No

Total

Yes

13.6%

29.1%

42.7%

No

21.8%

35.5%

57.3%

Total

35.5%

64.5%

100.0%
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Financial inclusion

Has a bank account

Yes

No

63.7%

30%

Had previously
6.3%

Has a bank account—Age and gender distribution
20%
18%
16%
14%
12%
Yes

10%

No

8%

Had previously

6%
4%
2%
0%
Men

Female

15 - 25

Men

Female

26 - 35

Men

Female

36 - 55

Men

Female

56 - 65

Banks where customers have their main account
Bank

% of the sample

Banque populaire

34.2%

Al Barid Bank

28.5%

Attijariwafa

11.4%

BMCE

10%

CIH

7.1%

Société Générale

2.8%

No answer

1.4%

Other

4.2%
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> 65

Reasons to have opened an account
Given reason

% of the sample

Receive salary

31.2%

Saving

23.4%

Access to credit

3.9%

Receive G2P

2.6%

Multiple uses

7.8%

Other

2.6%

No data

28.6%

Has taken credit from a formal financial institution

If yes, from which institution?
Credit institution

% of the sample

Al Amana

23.33%

Sofac

36.67%

Autre

6.67%

No data

33.33%

Reason to have taken credit
Reason
Business

% of the sample
7.14%

Consumption

21.43%

Housing

42.86%

Land Purchase

14.29%

Ritual

7.14%

To repay another credit

3.57%

Other

3.57%
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Yes

No

27.2%

71.8%

No data
0.9%

If the interviewee has not taken credit, why?
Reason

% of the sample that declared not having taken a credit

No need

45.1%

No money for repayment

15.7%

Can borrow from family and friends

13.7%

Haram

5.9%

No specific reason

5.9%

Believes does not meet the requirements

3.9%

Other

9.8%

Demographic profile of the non-bankarised bracket of the sample
N: 40

Age and gender and age distribution
30%
25%

Man
42%

20%
15%

Female
58%

10%
5%
0%
15 - 25

26 - 35

36 - 55
Male

56 - 65

> 65

Female

Maximum level of education attained
Whole subsample
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Female

Male

Socio-professional categories of the non-bankarised segment of the population
Socio-professional category

% of the sample

House wife—Femme au foyer*

30.0%

Employee—Employé

15.0%

Students—Elèves, étudiants

10.0%

Merchant, retailler — Commerçant Détaillant

10.0%

Unskilled manual labourer — Ouvrier non qualifié de type artisanal

10.0%

No profession — Sans profession

2.5%

Other

15.0%

No data

7.5%

Usage of BC services among the non-bankarised segment of the sample
Used BC service

Yes

No

Sends national transfers regularly

25%

75%

Receives national transfers regularly

55%

45%

Receives international transfers regularly

42.5%

57.5%

Receives G2Ps at BC outlets

17.3%

82.7%

Al Barid Bank Mobile
n=110

Do you have a mobile phone

Yes

No

96.36%

0.91%

What type of mobile phone do you have?

No data
2.73%

Smart phone

Feature phone

52.83%

47.17%

Yes

No

No data

Have heard of the Barid
Bank Mobile

21.8%

77.3%

0.9%

Uses
Barid
Mobile*

6.3%*

17.2%

76.3%

Bank

*Among the 7 respondents that declared using the mobile app, all said using it solely to
verify their account balance.
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Annex XV

Article on Attijariwafa Bank

In Jeune Afrique: Spécial Finance 2017, special edition.
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49

50

Divorcé(e)

Marié(e)

Femme

Etude ABB

Par 3 Mois
Par semaine

23. De qui

22. Dernier reçu2

Vous pouvez cocher plusieurs cases (2 au maximum).

21. Frequence
Par mois
Occasionnelle

20. Depuis Quand1
Wafa cash
BB

Par 3 Mois

Non

Non

par mois
Par An

Non

29. Depuis quand

Autre

BMCE

BP
Vous pouvez cocher plusieurs cases (2 au maximum).

51. Quelle banque
Attijari
CIH
SG
Autre

50. Compte bancaire
Oui

Compte bancaire

45. Montant

44. à qui

43. Dernier envoi

Vous pouvez cocher plusieurs cases (2 au maximum).

42. Fréquence
Plusieurs fois par mois
Par 3 Mois
Occasionnelle

41. Depuis quand3

Aller à '50-Compte banc' si Env mand = "Non"

40. Envoie des mandats
Oui

Envoi des mandats

Aller à '59-particp Daret' si Compte banc = "Non"

28. Lieu de réception des mandats internationaux
Barid cash
Wafa cash
Cach plus

Par An

Avant

Aller à '40-Env mand' si Réception mandats organismes = "Non"

35. Réception mandats organismes
Oui

34. Ou se trouve elle

33. Mantant1

32. Quand1

31. Dernier reçu de qui

Vous pouvez cocher plusieurs cases (2 au maximum).

30. Frequence
Par mois
Occasionnelle

UNIGE-SCBF

Aller à '35-Réception mandats organismes' si Recep mand inte = "Non"

Cash plus

Primaire

OCT-NOV 2017

27. Réception des mandats internationaux
Oui
Non

Vous pouvez cocher plusieurs cases (2 au maximum ).

26. Lieu de reception
Barid cash
Autre

25. Montant

Aller à '27-Recep m and inte' si Recept mand nat = "Non"

18. Autres informations personnelles

17. Personne qui répond chef de famille
Oui
Non

16. Nombre d'adultes dans le ménage

15. Nombre de jeunes dans le ménage

14. Nombre d'enfant dans le ménage

24. Quand

Par An

>500m

Veuf(ve)

Coranique
Supérieur

13. Nombre de personne dans le ménage

12. Niveau d'instruction
Analphabète
Secondaire

11. Depuis quand2

Questionnaire client

19. Réception des mandats nationaux
Oui
Non

Réception des mandats

10. Source principale du revenu du ménage

9. Depuis quand

8. Occupation principale

7. Distance de la banque la plus proche
<100m
entre 100-500m
entre 500-1000
>2000m

6. Lieu de résidence

5. Statut
Célibat

4. âge

3. Sexe
Homme

2. Date et heure

1. ID

Informations personnelles

UNIGE-SCBF

BB

Wafa cash

Par 3 Mois

Vous pouvez cocher plusieurs cases.

Autre

entre 100-500m
54. Au nom de quelle personne
Enquet

53. Distance de la banque
<100m

La question n'est pertinente que si Banq = "Autre"

52. Si 'Autre', précisez :

49. Pourquoi vous avez changé

Vous pouvez cocher plusieurs cases (4 au maximum ).

>500m

48. Qu'est ce que vous utilisiez avant pour faire des transferts
d'argent
BB
Wafa cash
Cash plus
Moneygram
Autre

47. Depuis combien du temps utilisez-vous Barid Cash

Autre

Par An

OCT-NOV 2017

Cach plus
Vous pouvez cocher plusieurs cases (2 au maximum ).

46. Lieu d'envoi
Barid cash

39. Montant

38. A quelle fréquence
Par mois
Occasionnelle

Vous pouvez cocher plusieurs cases (4 au maximum ).

37. Si Oui, Lesquelles
Aide à la scolarisation
Retraite
Assurance
Autres
Bourse d'études
Salaire
Pension des femmes veuves

36. Si 'Oui', précisez :

Etude ABB
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Une femme de la famille

La question n'est pertinente que si paiemnt telep = "Oui"

72. Si 'Oui', précisez :

71. Faites-vous des paiements avec votre portable
Oui
Non

La question n'est pertinente que si envoi unité = "Oui"

70. Si 'Oui', à qui :

69. Envoyer vous des unités de téléphone pour d'autres personnes
Oui
Non

68. Qui a un téléphone portable dans votre famille

Vous pouvez cocher plusieurs cases.

Non

Aller à '83-Si 'Non', pourquoi1' si Cédit = "Non"
Aller à '83-Si 'Non', pourquoi1' si Cédit = "Non"

78. Avez-vous déjà emprunté de l'argent à une banque ou à un
organisme de microcrédit
Oui
Non

La question n'est pertinente que si app barid = "Oui"

77. Utilisez-vous cette application
Oui

76. Connaissez-vous l'application BARID MOBILE
Oui
Non

La question n'est pertinente que si Transfrt telep = "Non"

75. Si 'Non', pourquoi

La question n'est pertinente que si Transfrt telep = "Oui"

74. Si 'Oui', précisez :

Feature phone

Aller à '75-Si 'Non', pourquoi' si Transfrt telep = "Non"

73. Faites-vous des transferts avec votre téléphone
Oui
Non

65. Autres informations sur les services financiers

La question n'est pertinente que si particp Daret = "Non"

64. Si 'Non', pourquoi2

67. De quel tpe
Smart phone

Non

Carte Crédit

La question n'est pertinente que si particp Daret = "Avant"

63. Si 'Avant', pourqoui

58. Type de Carte
Carte Débit
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Aller à '78-Cédit' si téléphone = "Non"

66. Avez-vous un téléphone portable
Oui

Réseau mobile

62. Pour quoi faire1

61. Depuis combien du temps

Vous pouvez cocher plusieurs cases (2 au maximum).
La question n'est pertinente que si particp Daret = "Oui"

60. Si Oui, qui
Personne enquêté
Un homme de la famille

Aller à '64-Si 'Non', pourquoi2' si particp Daret = "Non"

59. Quelqu'un de votre ménage participe à une DARET
Oui
Non
Avant

Autres pratiques financières

56. Date d'ouverture du compte

57. Pour Quoi faire

Etude ABB

La question n'est pertinente que si Au nom de quelle personne = "Autre"

55. Si 'autre', qui

UNIGE-SCBF

81. Montant emprunté

La question n'est pertinente que si Cédit = "Oui"

82. Si 'Oui', à quelle occasion

La question n'est pertinente que si Cédit = "Oui"

85. Autres informations

84. Avez-vous une assurance1
Oui
Non

La question n'est pertinente que si Cédit = "Oui"

La question n'est pertinente que si Cédit = "Non"

83. Si 'Non', pourquoi1

Etude ABB

80. Si 'Oui', date d'emprunt

Banque

La question n'est pertinente que si Cédit = "Oui"

79. Si oui, quel organisme?
Amana
Sofac
Axa
Autre
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4.2 - Axes routiers :

4.1 - Transports publics :

2 – Agence ABB à proximité :

38 – Tranche d’âge :
39 - Proportion hommes/femmes :
40 - D’où viennent-ils/elles ? Vivent-ils/elles dans les alentours de l’agence ?

20 - Expériences professionnelles antérieures :

21 - Formation reçue lors de l’engagement :

22 : raisons pour lesquelles il/elle a choisi BC ?

18 - Attaches locales :

16 - Chez Barid Cash depuis :

Clientèle

15 – H__F__

37 - À votre connaissance, y a-t-il des clients qui utilisent Barid Bank Mobile ?

36 - D’autres membres de votre entourage l’utilisent ils/elles ?

35 - Si non, la connaissez-vous ?

19 - Formation initiale :

17 - Originaire de :

14 - Âge :

13 – Fonction :

Trajectoire collaborateur/rice 1

12 - Proportion des mandats nationaux/internationaux :

34 - Si oui, quels services utilisez-vous ?

28 - Attaches locales :

33 - Utilisez-vous l’application Barid Bank Mobile ?

Barid Bank Mobile

32 : raisons pour lesquelles il/elle a choisi BC ?

31 - Formation reçue lors de l’engagement :

30 - Expériences professionnelles antérieures :
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26 - Chez Barid Cash depuis :

11 - Proportion de cash in/out :

9 - Shifts :

25 - H__F__

29 - Formation initiale :

27 - Originaire de :

24 - Âge :

Étude ABB

10 - De combien estimez-vous le nombre de transactions par jour ?

8 - Nombre de collaborateurs :

7 - Agences proposant des services similaires à proximité :

6 - Date d’ouverture :

5 - Comment sommes-nous arrivés :

4 - Accessible par :

3 - Adresse :

1 – Agence propre / partenaire

23 - Fonction :

D.: __/__/____ T.: __:__

ID : _____
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Informations sur la succursale
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Trajectoire collaborateur/rice 2

Étude ABB

Questionnaire personnel Barid Cash
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53
Étude ABB

OCT/NOV 2017

47 - Si oui, qui collecte l’argent ? H/F

53 - quelle est votre perception de l’avenir de BC ?

52 - Quels sont ses points faibles ?

51- Quels sont les atouts de Barid Cash par rapport d’autres réseaux (Wafa Cash) ?

50 - Quel est votre principal concurrent ?

49 - Collecte des crédits (Sofac, autres) :

48 - Quelles sont les mandats organismes le plus souvent collectés ?

46 - Y a-t-il des bénéficiaires Tayssir ?

45 - Jours de la semaine et du mois, où il y a le plus clients qui passent par l’agence :

44 - Quelle est votre stratégie pour attirer les clients ? Susciter leur confiance ?

43 - les clients vous font-ils fait confiance ? pourquoi ?

42 - La clientèle fait la différence entre les services proposés par Barid Cash et Al Barid
Bank ?

41 - quelles sont leurs sources de revenus principales ?
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57.3 – Autres :

57.2 – Sociales :

57.1 – Économiques :

56.3 – Autres :

56.2 – Sociaux :

56.1 – Économiques:

55 - Nombre de ménages :

Étude ABB
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58 - Quels sont, à votre avis, les principaux besoins financiers des ménages ?

57 - Contraintes

56 - Atouts

54 - Nombre d’habitants :

Atouts et contraintes de la zone
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