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Financial exclusion is a challenge for developing economies. Inclusive financial services are critical for excluded groups to 
actively contribute to and benefit from economic development. In recognising the importance of inclusion, Papua New 
Guinea has invested in increasing financial inclusion through national policy and strategies. This paper reports on the 
findings of a case study of the Women’s Micro Bank Limited (Mama Bank) by exploring the notion of inclusive financial 
services through the lenses of customers in terms of access, usage and quality of financial services. Data were collected using 
a questionnaire administered face to face in Port Moresby over two weeks in August 2023. Data were then entered in Kobo 
Collect and then analysed in SPSS to run descriptive results. The main findings show that information for access to account 
opening with Mama Bank has largely been obtained through informal sources. Usage of accounts for savings and access 
to credit are facilitated by Mama Bank’s innovation in developing a range of loan products and services that are suitable 
for customers dependent on low income and informal incomes. The study concludes with several recommendations for 
building on the good practice of Mama Bank to provide inclusive financial services to the bulk of the excluded across the 
country.
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Financial inclusion is critical for enabling people to actively participate in improving individual and family livelihoods 
and wellbeing as well as contributing to the growth and development of the wider economy (Kopel, 2020). Despite its 
importance, achieving marked levels of inclusion has been a major challenge for many developing countries including Papua 
New Guinea (PNG) and levels of financial exclusion continue to remain very high (Alliance for Financial Inclusion [AFI], 
2010) and millions of people in the world remain financially excluded (Demirguc-Kunt et al., 2018). Exclusion remains 
very high in many countries with about 90 percent of the world’s financially excluded population living in the Third World 
(Demirguc-Kunt et al., 2018; Shafi & Medabesh, 2012; Alliance for Financial Inclusion [AFI], 2010). Further, important 
gaps remain between men and women, rural and urban areas, rich and poor, employed and unemployed in developing 
economies (Demirguc-Kunt et al., 2018). 

PNG had the highest levels of financial exclusion in the Pacific Islands with 75 percent of its population being excluded 
(GoPNG, 2014). The country’s first intervention initiative to improve financial inclusion commenced in 2013 with its 
first year of implementation in 2014, which is only a decade ago. In recognising financial exclusion as a major barrier to 
economic empowerment and social welfare, PNG Government, through the Central Bank, actively promotes and co-
ordinates financial inclusion activities. A series of Strategies were developed since 2014 and implemented (GoPNG, 2023, 
2016, 2014) with the adoption of a National Financial Inclusion Policy in 2019 (GoPNG, 2019). Refer to Kopel (2020) 
for a brief overview of the government’s key interventions in financial inclusion. 

Financial exclusion refers to the proportion of people without access to financial services. The financially included are the 
proportion of individuals that have access to formal financial services including access to savings and deposit accounts as 
well as access to a full range of appropriate financial products and services (payments and remittance facilities, savings, 
loans, and insurance services) at an affordable cost (Kopel, 2020; Agarwal, 2007). 

Inclusion is influenced by both supply and demand side factors but most often policy intervention over focuses on the 
supply side (Kundu, 2015).  This paper is based on a case study that investigated the impact of the implementation of 
financial inclusion initiatives. Demand side studies focus on consumers of financial services regarding access, use and quality 
of existing services and supply side factors are considered from the perspective of increasing availability and provision of 
services by financial institutions. National financial inclusion policy and strategies aim to address barriers to inclusion and 
facilitate growth of the financial sector by ensuring regulation and compliance. 

This is a demand side study to understand inclusion from the perspective of customers regarding the extent to which 
inclusion is being realised for them based on three dimensions: access, usage, and quality of services using the case study of 
the Women’s Micro Bank Limited (WMBL). We also wanted to better understand the barriers which continue to impede 
customers from using financial services. The study contributes to understanding the impact of financial inclusion activities 
of WMBL by benefiting previously excluded populations. The findings of the study would be useful to key government 
agencies, donor partners and researchers interested in deepening financial inclusion and growing the SME sector. The 
findings would also benefit WMBL to improve and expand its services to reach most of the PNG’s financially excluded 
population.

The paper is organised in four sections of which the first provides a brief overview of the Women’s Micro Bank as a social 
organisation with the focus on lifting women out of poverty and expanding financial inclusion. Section 2 provides a brief 
review of relevant literature, and the third section outlines the methods used for data collection. Section 4 presents the 
results of the study and section 5 discusses the findings. The final section (6) concludes with policy implications.

Background to the case study: Women’s Micro Bank 

Introduction
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The Women’s Micro Bank Limited (WMBL), branded as ‘Mama Bank’ was established in 2014 by and for women of PNG 
(WMBL, 2021). ‘Mama’ is the PNG Tok Pisin word for mother, and it translates to mean Mothers’ Bank. The names 
WMBL and Mama Bank are used interchangeably throughout this paper. Mama Bank is the only women-focused bank in 
PNG and the South Pacific and the sixth women’s deposit taking bank in the world (WMBL, 2020). 

Purpose

WMBL’s parent company is PNG Women in Business Foundation, an association formed with the leadership of late Janet 
Sape to represent the interests of PNG women as a civil society organisation. The foundation recognised the key social 
and economic roles that women play in respective families, communities, and the country. Its objective was to alleviate 
women’s poverty by promoting and ensuring that women and their families become economically independent, so that 
they become equal partners in nation building through shared responsibilities with their male counterparts (WMBL, 
2021). It focuses on serving the financially excluded who survive on the margins of society: women, those on low income 
and rural inhabitant, largely dependent on the informal economy for livelihoods (Kopel, 2020) who comprise more than 
85 percent of PNG’s population (NSO, 2011). 

With its roots embedded in social concerns to improve the lives of women and their families through economic 
empowerment, Mama Bank recognises that financial inclusion is a crucial step towards alleviating poverty and promoting 
livelihood development activities. It has developed innovative products and services that directly address many of the 
longstanding barriers to financial inclusion and promote access to financial services, capacity building, and access to credit. 
It has a unique approach to banking with the aim to transform lives through inclusive development of women led family 
enterprises by enabling customers to access financials services at their convenience rather than waiting for people to come 
to the bank to access services. Through its products and services, it aims to empower individuals to manage their finances 
effectively and break the cycle of poverty.

Innovative products and services

The basic principle instilled in participants of capacity building and upskilling customers through Financial Literacy 
Training for the unbanked is that savings should be the first expenditure of income, not the last. It also teaches women the 
importance of planning, budgeting, and savings and of profitable investments. Business Development Skills Training is 
offered to take enterprises with potential forward to become sustainable of which some can transition to formal Small and 
Medium Enterprises (SME) businesses. 

Introduction of Self-Reliant Groups (SRGs) has enabled settlement and village women without jobs and regular incomes 
to access financial services by members providing security for the group through regular saving of small amounts until they 
are ready to obtain group loans. The members contribute to repay the group loan and from there, members open their own 
accounts and progress to access individual loans and other services. SRGs address the issue of having a prior history and 
reputation with the bank, encourage a culture of saving and usage of accounts. 

Loan products provide various options for customers ranging from those for informal entrepreneurs to the formally 
registered SMEs. Provision of affordable credit facilities enables businesses to improve and transition from informal to 
formal SMEs. Though Mama Bank was initially focused on serving women only, it has extended its services to men by 
recognising the importance of financial inclusion of the family unit.

Table 0 summarises several unique products and services that have been developed and are offered by Mama Bank in 
addition to generic products and services.

Background to the case study: Women’s Micro Bank



                           3

Table 0: Tailored products and services
Products Description Barrier addressed

Mama Access Point 
(MAP)

•	 MAP is biometric enabled transactions using 
agent model supported by donor partners.

•	 Other features: Use requires physical presence 
of customer; Use of tablets for real-time on 
boarding of transaction, customer issued with 
printed receipt of transaction, needs staff 
assistance for this service.

•	 Avoids literacy barrier
•	 Bypass brick and mortar issues, avoid set-up of 

branches with support services.

Self-Reliance Group 
(SRGs)

•	 Improve access to financial services by providing 
credit facilities and building capacity of women 
vendors through SRGs in 4 open markets. 

•	 Set up in markets takes the bank to customers, 
not only direct beneficiaries but many more 
indirect beneficiaries who access financial 
services through established MAPs.

•	 Women groups are also trained on economic 
empowerment to improve livelihoods and 
family’s financial status through Financial 
Literacy Training (FLT) followed by Business 
Development Skills Training (2 to 3 months 
after they receive certification).

•	 Addresses need for customers to travel to bank.
•	 Avoids the need for vulnerable financially excluded 

women to work alone to access and use accounts, 
the group offers members support and security 
until they are ready to financially stand on their 
own.  

Basic loan products •	 A range of different basic loan products are avail-
able for women and MSMEs including Private 
sector loan, Kwik loan, Meri Start-up loan, Meri 
business loan, Meri Market loan.

•	 Different types of loan meets different needs of 
customers.

•	 Interest burden relief with rebates for early 
repayment.

Sola loan •	 Loan advanced to purchase solar lights. •	 Addresses the issue of access to electricity as a 
priority for this government. 

MSME Credit 
Guarantee

•	 To improve access to financial services by 
providing credit facilities and building the 
capacity of women owners of MSMEs.

•	 Credit facility can be used by members to:
	» Start a new business, or
	» Invest in improving an existing micro-

business. 

•	 Addresses the barrier of access to credit by women-
owned MSMEs.

•	 Avoids stringent equity requirements imposed on 
small borrowers by commercial banks.

•	 Big banks don’t lend to small borrowers so Mama 
Bank fills that vacuum.

Agriculture 

Credit Scheme

•	 Improve access to credit facilities for women in 
the agriculture sector. 

•	 Provide support to open bank accounts, develop 
saving habits, and then provide credit facilities to 
grow their income level.

•	 Host farmer awareness camps and educate them 
about its products and services.

•	 Provide credit to purchase small farm machinery 
(payment to supplier by bank). 

•	 Repayments supported by wholesale buyer 
through deduction from farmer’s earnings.

•	 Provides easy access to training.
•	 Provides access to credit. 
•	 Working with machinery supplier and wholesale 

buyer avoids need for cash handling by customers. 

Export Credit 
Scheme

•	 Credit is offered at competitive rates of interest 
to MSME and women SMEs operating in the 
commodity sector.

•	 Addresses barrier of access to credit by informal 
micro MSMEs.

Higher interest paid 
on long-term savings

•	 To promote long term savings and facilitate 
growth of informal and MSMEs in the 
commodity sector, higher interest earning 
accounts are offered on savings.

•	 Provides an incentive for saving customers to save.
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A unique intervention introduced during the 2020 COVID period was mainly to maintain economic activities (of women, 
families and communities) and social welfare. This initiative involves creating partnerships with elected political leaders 
under which funding earmarked for services improvement of a province or district is parked with the bank for financial 
inclusion and Micro, Small and Medium Enterprises (MSMEs) activities. This funding is then used for financial literacy 
and business development skills training and lending to expand financial inclusion and MSMEs development activities for 
the constituents of respective provinces. When most businesses in the world were scaling down or closed during COVID 
pandemic in 2020 to 2021, this small initiative proved to be very useful in increasing and maintaining informal, micro 
and MSME businesses. Further to that, it kept some of the weakest members of society afloat and thereby, quickly gained 
popularity. It is now expanding with other provinces and districts coming on board and currently, WMBL has partnerships 
in 12 out of the 22 provinces. Partnerships enable WMBL to expand its services to provinces and rural districts and serves 
the financially excluded population in those communities.

Literature review 
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The rationale for increasing financial inclusion is based on the premise that inclusion has the potential to reduce poverty, 
improve social wellbeing and contribute to economic growth (Sotomayor et al., 2018). Financial inclusion can be used as 
a policy tool to reduce poverty and to stimulate inclusive growth (Cicchiello et al., 2021; Sanjaya and Nursechafi, 2016). 
It is, therefore, essential to promote inclusion through policies that facilitate inclusive financial services. At the micro level, 
financial inclusion enables households and individuals to manage consumption spending, access credit and insurance and 
savings leading to improved welfare (Cicchiello et al., 2021; Mader, 2018). 

Research evidence from Africa (Agymang-Badu et al., 2018) and the Indian subcontinent (Hendriks, 2019; Siddik, 2017; 
Sibley, 2007) demonstrate the impact of financial inclusion on reducing poverty, inequality, and economic empowerment 
of previously excluded populations, especially women, young people and other disadvantaged people like minority groups 
(Ajide, 2020; Hendriks, 2019; Siddik, 2017). Ultimately, financial inclusion promotes, facilitates and enables the set-up 
of innovative economic enterprises, the growth and expansion of existing MSMEs creating employment and increasing 
national revenue. 

In recognition of the benefits of expanding financial inclusion, the United Nations started discussion to address inclusion 
in 2003 (UN, 2006; UNCDF, 2005) and economies have integrated it as part of their national policies and strategies 
(AFI, 2010). Many countries including Papua New Guinea (GoPNG, 2014) have adopted interventions that are aimed 
to improve inclusive financial services, extend services to previously underserved and excluded regions and populations 
to achieve inclusive development (Cicchiello et al., 2021). Despite its importance, levels of exclusion remain extremely 
high due to various barriers (Cicchiello et al., 2021; Demirguc-Kunt et al., 2018). Financial exclusion is closely linked to 
issues of social instability; deepening income inequality (Wang and Guan, 2017) and social exclusion (Caplan et al., 2021) 
which further encompass multiple levels and types of inequality and deprivation. Sotomayor et al. (2018) concluded that 
‘access to financial services and credit requires comprehensive policies, which go beyond the scope of the financial system, 
aimed at eradicating poverty, improving the level of income and access to other basic services, such as education and 
telecommunications. Cicchiello et al. (2021) further noted that increase in financial inclusion is associated with education 
and literacy, employment and urbanisation and suggest innovations in banking and financial systems improve financial 
inclusion, increase growth and reduce poverty. 

A comparative analysis of macro and micro factors affecting financial inclusion in Kenya and Ethiopia by Bekele (2023) 
reveals that higher levels of inclusion were determined by macro factors such as financial liberalisation policy, Gross 
Domestic Product and mobile money services expansion. Micro factors include characteristics like literacy rates, means of 
receiving payments, gender, age, employment status and owning a mobile phone have significant positive effects (Bekele, 
2023). Further,  issues such as lack of money, a family member has an account, cost of opening and keeping an account, 
distance to banks, lack of proper documentation, little trust in financial institutions, and opting not to use financial 
services for religious reasons are major barriers to inclusion (Barajas et al., 2020; Demirguc-Kunt et al., 2018). 

Additionally, Ozili (2021) indicated that wider economic factors influence financial inclusion: financial regulatory 
frameworks, the level of financial innovation, poverty levels, financial sector stability and state of the economy. In the case 
of Pakistan, Shah and Ali (2022) added to above list with other factors which determine inclusion – income, Information 
and Communication Technology (ICT), gender differences, economic conditions, and political features as influencing 
financial inclusion. While distance to access financial services is also a barrier as noted above (Barajas et al., 2020; Demirguc-
Kunt et al., 2018), this issue has been markedly reduced by the application of mobile money services as in the case of Kenya 
(Bekele, 2023; Demirguc-Kunt et al., 2018). 

Kundu (2015) argued that governments put in all efforts on the supply side to increase banking penetration and access, 
but demand side has not been addressed leading to little use of services. For instance, in Mexico 97 percent of adults are 
financially included in terms of account ownership, but usage rates remain low and 62 percent of adults (aged 18-70) do 
not have savings or credit due to lack of funds or variability of income and self-exclusion (Martinez et al., 2013). Similarly, 
Peru is internationally recognised for leading financial inclusion interventions, but most Peruvians still lack access to 
financial services (Martinez et al., 2013). By analysing the determinants of financial inclusion through access and usage of 
credit and deposit services, Sotomayor et al. (2018) found that proximity to banks increases the chances of using deposit 
accounts and usage of credit services is determined by good financial position, education, employment, and financial 
capability – being able to budget income and expenses. 

Women’s financial exclusion limits opportunities to improve their livelihoods and that of their families and constrains 
their economic empowerment (Ibtasam et al., 2018). In the Indian context, Govindapuram et al. (2022) suggest that 
while factors that shape inclusion function at multiple levels, micro level factors appear to be important powerful drivers 

Literature review
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of inclusion such as income, gender of household head and rural-urban location. The authors also observed that individual 
characteristics like informal gender norms around mobility, economic activity, and women’s ability to open accounts and 
access loans are also important.

In a review of research on barriers and interventions to promote women’s economic empowerment Saluja et al. (2023) 
revealed the main barriers to include patriarchal structures, psychological factors, low income/wages, low financial literacy, 
low financial accessibility and ethnicity. Many of these are interconnected and interact in complex ways to further widen 
the gaps between the privileged and the underprivileged. Major interventions that were introduced to promote inclusion 
include government and corporate programs/policies, microfinance, formal savings accounts and services, cash and asset 
transfer, self-help groups, and digital inclusion.

Financial inclusion in Papua New Guinea
PNG has the lowest level of financial inclusion in the South Pacific region at around 20 percent (Voigt-Graf & Cornford, 
2018; Pacific Financial Inclusion Programme [PFIP], 2017). As noted elsewhere (Demirguc-Kunt et al., 2018), levels of 
inclusion are even lower for women, rural dwellers (GoPNG, 2014), youth, and minority groups like refugees (Kopel & 
Barak, 2024). Financial inclusion research in PNG is in its infancy (Kopel, 2020) with very few studies (Hoy et al., 2022; 
Eves & Titus, 2017) on demand or supply-side concerns. Policy interventions to promote financial inclusion have been 
focused almost entirely on access from the supply-side through the adoption of the National financial inclusion strategies 
(GoPNG, 2023; 2016; 2014) and National Financial Inclusion Policy (2019) and very few studies have been focused on 
the demand perspective (Hoy et al., 2022; Kopel, 2020; Eves & Titus, 2017; BPNG, INA and World Bank, 2015). 

The PFIP benchmarking study (PFIP, 2016) of inclusion in Fiji, Solomon Islands, and Samoa, reveal key challenges that 
impede financial inclusion: distance, cost, and time to reach service points,  not having enough money, lack of identification 
documents and or someone else in the family has an account. Kopel (2020) notes further barriers including lack of trust 
in financial institutions, financial literacy, unfamiliarity with financial products and services, and cost of operating an 
account. The most detailed study of financial inclusion and financial capability in Morobe and Madang provinces was 
jointly conducted by BPNG, Institute for National Affairs (INA), and the World Bank (BPNG, INA and World Bank, 
2015). Eves and Titus (2017) investigated female coffee farmers in the Eastern Highlands Province and highlighted several 
issues affecting women’s access to financial services. Hoy et al. (2022) evaluated the impacts of a financial inclusion 
initiative in Wewak District following a financial literacy training workshop. Customers were given the chance to open no-
fee bank accounts with reduced administrative hurdles, and savings incentives. The impact assessment on financial literacy, 
budgeting and savings behaviour as well as ownership and use of accounts did not show any significant downstream effects, 
which led the authors to question the benefits of initiatives aimed to ‘bank the unbanked’ population in remote areas. 

Kopel’s (2020) findings of a study of market vendors in Port Moresby shows that 75 percent of entrepreneurs were 
financially excluded at that time with over 80 percent of vendors using personal and informal sources of funding to start 
informal businesses and most saving are kept in cash at home. Hubert (2010) highlights that traditional banking methods 
have not reached 85 percent of PNG population who live in rural areas who are largely dependent on the informal economy 
for livelihoods. Hubert (2010) supports the use of mobile banking to advance financial inclusion and achieve economic 
growth through creation of self-employment opportunities, enhanced with microfinance initiatives which provide the 
opportunity for the unbanked to make financial choices about spending, saving and/or borrowing. The use of mobile 
money has shown promising results of inclusion in other countries (Bekele, 2023) in addressing supply-side barriers posed 
by distance and lack of physical presence of banks.

Financial inclusion policy and strategies

PNG measures of financial inclusion has been depending mainly on supply-side criteria, that is number of accounts 
opened. However, it must be noted that supply-side measures are argued to be unreliable because one person can have 
multiple accounts (Kundu, 2015). The PNG National Financial Inclusion Strategy 2016 -2020 (BPNG, 2017) estimated 
inclusion to be at 25 percent. PFIP estimated that inclusion had increased to 37 percent in 2017 (PFIP, 2017) reflecting the 
impact of targeted interventions in improving financial inclusion since 2014 and the real extent of inclusion is unknown. 

Multipronged interventions to improve financial inclusion have been spearheaded by the Bank of Papua New Guinea 
(BPNG), setting the policy and strategic direction. In doing so, it established the Centre for Excellence in Financial 
Inclusion (CEFI) in 2013 to drive and monitor financial inclusion activities (GoPNG, 2014). Refer to Kopel (2020) for 
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a summary of the key developments in advancing financial inclusion. Since its establishment, CEFI has developed and 
implemented two National Financial Strategies; the first from 2014 to 2015, the second Strategy from 2016 to 2020 and a 
National Financial Inclusion Policy was adopted in 2019 under the guardianship of the National Treasury and the Central 
Bank. The current (third) National Financial Inclusion Strategy, 2023-2027, has recently been launched (GoPNG, 2023). 

Further, to facilitate and enable the establishment and growth of SMEs and promote inclusive development, the government 
has established the Small and Medium Enterprises Corporation 2016 (SME Corp). In recent years, to improve access to 
credit, government funding has been parked with various financial institutions: K100 million with the Bank South Pacific 
(BSP), K80 million with the National Development Bank (NDB) and K20 million with Department of Commerce Trade 
and Industry for lending to Micro Small and Medium Enterprises (Post Courier, 2021). However, funds parked with 
commercial financial institutions bypass those businesses in most need as informal and micro businesses are not able to 
meet stringent commercial lending requirements and criteria – to have a registered business and equity as collateral for 
borrowing. 

Microfinance is key to financial inclusion and Micro Financial Institutions (MFIs) play a key role in providing inclusive 
financial services to the bulk of the excluded population. With the recognition of the role of MFIs, the Central Bank has 
approved and issued licences to MFIs whose function is essential to improve and increase inclusion. 

This case study is of the WMBL, a Micro Finance Institution which was established for women and by women to improve 
their welfare and that of their families through financial inclusion and economic empowerment (WMBL, 2020). The next 
section outlines the methodology employed.
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Study location

The study was conducted in Port Moresby, National Capital District.  Two data collection sites were selected – the Mama 
Bank head office at Waigani Central, and Mama Bank Access Point (MAP) inside the Gordons Market. Port Moresby was 
selected for two reasons, with the first being financial limitations which did not allow the team to travel out of the city. The 
second reason is because Mama Bank has the biggest customer base in the nation’s capital.

Data collection instrument 
A questionnaire instrument was administered by interviewers in a face-to-face setting. The instrument was developed and 
circulated within the Culture and Society Research Program at PNG NRI and team members reviewed it. The edited 
version was further reviewed with the input of senior researchers. The final draft of the questionnaire was sent to Mama 
Bank management for their comments and additional inputs to ensure that the questions to be asked were consistent 
with the financial services and products the Bank is currently offering to their customers. Mama Bank management’s 
comments were then incorporated into the final version of the questionnaire. 

The research team comprised of three PNGNRI researchers, two former NRI Research Project Officers and four University 
of Papua New Guinea students (one final year and three honours students in Anthropology and Social Work). As all 
team members have prior research experience, so there after an introductory meeting the team leader ran through the 
questionnaire and research assistants had the chance to asked questions and seek clarification before the pilot. The pilot 
survey was done in one morning at the Mama Bank Headquarter Branch, Waigani Central. After the pilot adjustment was 
made from the comments and feedback provided by the enumerators, it was adjusted before the actual survey. 

Sampling and sample selection

The target population of the study were customers of Women’s Micro Bank (Mama Bank). As the survey was planned to 
be conducted within the bank premises, prior approval was sought from management and permission was granted by the 
management through the Chief Executive Officer. 

Data collection was done over 10 working days in two locations: Mama Bank Head Office Branch at Waigani and the 
Gordons Market Mama Access Point (MAP). At Waigani Branch, every second customer who entered the bank was 
selected to be interviewed. There were very few refusals mainly because customers were in a hurry. Both male and female 
customers were included in the sample, but all new and potential customers who came in to seek information were not 
included. 

At the Gordons MAP, systematic sampling was applied to select respondents. Most of the Mama Bank MAP customers 
are market vendors and they have stalls in the market. Vendors are part of registered groups which enables them to access 
financial services as part of a group and later transition to accessing individual services. Initially, the MAP coordinators 
identified the President of the Market Vendors’ Association, who in turn identified the group leaders. The group leaders 
identified members from their respective groups and those who were selling on respective days were systematically selected 
to be interviewed. The final sample comprised of 303 respondents. Women dominated the sample by 72.9 percent (n=221) 
and 27.1 percent (n=82) were men. Women’s dominance of the sample is because this bank was established for and by 
women (WMBL, 2021). 

Data entry and analysis 

The data entry was done using the KoboCollect software and exported to SPSS Software. Analysis was done in SPSS and 
the output of descriptive statistics (frequency tables, charts and graphs are used in this report.

Limitations 

There are two limitations to bear in mind. First, the study was conducted only in Port Moresby due to funding limitations 
even though the Bank operates in seven other provinces as well. The views represented in this report are not representative 
of the experiences of people in the provinces. Another limitation is that only those who used the bank over the two-week 
period were included in the sample, so the report does not capture the views and experiences of those who did not use the 
bank. 

Methodology
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The results of the study will be presented under three themes – access, usage, and quality of financial services. 

Access to financial services
Access to financial services focused on not just customers’ ownership of accounts but also access to services in addition 
to basic deposit accounts, including access to credit, send and receive money or access to micro insurance products and 
services. Information about access to other financial institutions was asked to understand how customers compare their 
experience of access to financial services of other financial service providers with that of WMBL (Mama Bank) services. 
Those customers/respondents who were previously excluded/never had a bank account prior to joining Mama Bank were 
unable to relate to a previous experience when making the comparison. 

Accounts held with other financial institutions.
Almost 75 percent (n=226) of the customers currently have accounts with other financial institutions while nearly 12 
percent (n=36) previously had accounts with other banks (See table 1 below). The remaining 13.5 percent only have an 
account with Mama Bank. These customers would have been financially excluded.

The above results mean that close to 87 percent of the customers in this study have had or currently have banking 
experience with other financial institutions to make a comparison in the assessment of access, use and quality of services 
offered by Mama Bank with that of other financial institutions. In gender terms, most men (76.8%) and women (73.8%) 
currently own and operate accounts with other banks. Overall, almost 75 percent of customers have an account with 
another financial institutions besides Mama Bank, compared to 13.5 percent who do not have any account with other 
banks.  

Table 1: Accounts held with other financial institutions (n=303)
Did or do you have an account with another financial institution?

Gender No account with any 
other bank

Used to have account/s with 
other banks

Currently have 
account/s with other 

banks
Total

n % n % n % n %
Male 11 13.4 8 9.8 63 76.8 82 100
Female 30 13.5 28 12.7 163 73.8 221 100
Total 41 13.5 36 11.9 226 74.6 303 100

Financial institutions where customers’ accounts are held (Multiple responses)
Most accounts are held with commercial banks. A total of 371 accounts are held in banks other than Mama Bank. Refer to 
Table 2. This figure exceeds the sample size because some customers have accounts with multiple banks. Over half (56.6%; 
n=210) of the customers have accounts with Bank South Pacific (BSP). Accounts with Kina Bank are held by 18.1 percent 
(n= 67) and 8.1 percent (n=30) of customers have accounts with Westpac. The number of people who have accounts with 
Micro Finance Institutions (MFIs) is much lower compared to commercial banks at 17.2 percent (n=64). Just 28 (7.5%) 
respondents have accounts with People’s Micro Bank, 26 (7.0%) account holders are with MiBank and 10 (2.7%) with 
‘Other’, especially Savings and Loans Societies.

Results
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Table 2: Banks where customer accounts held (Multiple Responses)
Responses

N Percent

Commercial Banks BSP 210 56.6%
Kina 67 18.1%
Westpac 30 8.1%

Micro Finance Institutions Peoples Micro Bank/NDB 28 7.5%
MiBank 26 7.0%
Other (Savings and Loans Societies 10 2.7%
Total 371 100.0%

Financial services accessed from other FIs (Multiple responses)
The most common services accessed from other financial institutions has been mainly to save customers’ own funds (44 
%; n=175) and for transmitting and receiving funds through their accounts by 43.4 percent of the customers (n=173). 
The least used services are credit by 9.3 percent (n=37) and access to insurance products by only 1 percent (n=4) 
customers. See Table 3 below.

Table 3: Types of services accessed from other financial institutions (Multiple responses)

Services
Male Female Total

N % N % N %

Savings account only 40 23 135 77 175 44
Send and receive money 53 30.6 120 69.4 173 43.4
Credit loan 14 38 23 62 37 9.3
Access insurance 1 25 3 75 4 1.0
Other services 4 44.4 5 55.6 9 2.3
Total 112 28.1 286 71.9 398 100

Ways in which information about Mama Bank was accessed
Interestingly, over half (53.8 %; n=163) of the customers access information about the Mama Bank informally through 
friends, family, colleagues and acquaintances. Promotional events hosted by the bank provided information for only 
22.1 percent (n=67) of the respondents. Refer to Table 4. Information from other advertisements was accessed by 
10.2 percent (n=31) while government sources provided information for 4 percent (n=12) and other avenues provided 
information for 6.3 percent (n=19) of respondents. These results show that person to person, informal networks of 
information are important in facilitating access to financial services among the population under study

Table 4: How customers found out about Mama Bank (n=303)

Source of information
Gender

Men Women Frequency Percent

Informally through family, friends/colleagues 53 110 163 53.8
Bank Promotion Event 11 56 67 22.1
Other Advertisements 13 18 31 10.2
Government sources 2 10 12 4.0
NGOs 0 2 2 .7
Donor Partners 0 3 3 1.0
Other avenues 3 16 19 6.3
Missing 0 6 6 2.0
Total 82 221 303 100.0
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When customers opened accounts 
The earliest accounts were opened in 2014 when the bank was established, by 5.9 percent (n=18) of the customers, which 
comprises some of the pioneer account holders of Mama Bank. Refer to Table 5. The number of account holders increased 
progressively from 2017, however; 53.2 percent (n=161) accounts were opened in the last three years (2021-2023). Also, 
services were extended to men in the last three years and this is reflected in the increasing number of accounts opened. See 
Table 5 below. 

Table 5: Year when customers opened account with Mama Bank (n=303)

Year
Gender

Percent
Women Men Frequency

2014 17 1 18 5.9
2015 5 1 6 2.0
2016 2 0 2 .7
2017 12 1 13 4.3
2018 12 2 14 4.6
2019 22 7 29 9.6
2020 23 6 29 9.6
2021 27 16 43 14.2
2022 45 17 62 20.5
2023 33 23 56 18.5
Can't remember 11 6 17 5.6
Missing 12 2 14 4.6
Total 221 82 303 100.0

Reasons for opening an account with Mama Bank
Two of the most common reasons given for opening accounts with Mama Bank are: less stringent lending rules as expressed 
by 15.6 percent (n=123), and because it is a women’s bank by 15.3 percent (n=121) of the customers interviewed for this 
study. See Table 6 below. Other common reasons given for opening accounts with this bank include: it allows for  small 
transactions; lower interest rates; offers innovative products and services; less stringent Know Your Customer (KYC) rules 
without compromising with Central Bank regulations; and it allows for groups to open accounts, save small amounts at a 
time and get loans. 

Table 6: Reasons for opening an account with Mama Bank (Multiple responses)

Reasons for opening account 
Responses

Percent
Male Female n

Closer to home 3 7 10 1.3%
Accessible, easy to reach 24 75 99 12.5%
Allows small transactions 18 46 64 8.1%
Lower cost of banking 15 36 51 6.5%
Less strict lending rules 41 82 123 15.6%
lower interest rate 28 37 65 8.2%
Higher interest on savings 11 21 32 4.1%
Innovative products and services 13 53 66 8.4%
It's a women's bank 8 113 121 15.3%
Less stringent KYC IDs 21 46 67 8.5%
Open group accounts to save and get loans 11 48 59 7.5%
Others 11 21 32 4.1%
Total 204 585 789 100.0%
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Use of financial services

Regarding usage, one-third (33%; n=100) of the customers use the bank as and when they need it. Of these, nearly half 
of them (16.2 %; n=49) are employed in formal jobs while 13.5 percent (n=41) are informal economy workers and 2.3 
percent (n=7) are SME owners. See Table 7.

Out of the 27 percent (n=82) monthly users, the biggest group (16%; n=49) are informal economy customers, while 8 
percent (n=24) are in formal employment and 3 percent (n=9) are registered SME owners. Most of those who use services 
on a fortnightly basis are in formal employment (10%; n=30 out of 52), though 6 percent (n=19) of them are informal 
entrepreneurs. While weekly users comprised of only 12.5 percent (n=38) respondents, most of them (7.6%; n=23) are 
informal business owners, 3 percent (n=9) in formal employment and 1.6 percent (n=5) have registered SMEs. Informal 
economy workers who use the bank weekly or fortnightly are the ones who save small amounts regularly and build their 
credit history to enable them access loans. 

Table 7: Frequency of use of banking services by employment (n=303)

Employment Status Weekly Fortnightly Monthly
Every 
few 

months

6-12 
months

Over 12 
months

As 
needed Missing Total

Formal employment 9 30 24 12 5 2 49 1 132
Informal 23 19 49 6 1 0 41 1 140
Registered SME 5 3 9 3 0 0 7 0 27
Other (e.g. NGOs) 1 0 0 0 0 0 3 0 4
Total 38 52 82 21 6 2 100 2 303

Type of accounts by education of respondents
As Table 8 shows, an overwhelming 90.1 percent (n= 273) of customers own only a passbook account and the remaining 
9.9 percent (n=30) have additional types of accounts such as loans, savings, or business accounts. The type of account a 
customer has does not seem to depend on education, as highly educated respondents were just as likely to have only a 
passbook account as informal entrepreneurs. 

Table 8: Type of account ownership (%)

Education of Respondent Only 
Passbook %

Other 
Accounts 

too
% Total %

University 46 15.2 3 1 49 16.2
College (TVET) 66 21.8 8 2.6 74 24.4
High School 82 27 9 3 91 30. 0
Primary School 54 18 7 2 61 20.1
Not completed primary education 2 0.7 1 0.3 3 1
Never been to school 22 7.3 2 0.7 24 8
Other type of education 1 0.3 0 0 1 0.3
Total 273 90.1 30 9.9 303 100

Use of credit services 
Over half (63 %; n=191) of the respondents have accessed credit from Mama Bank while 36.6 percent have not obtained 
credit. See Table 9. Comparing credit access by employment, nearly 69 percent of those who obtained loans are formally 
employed. This contrasts with 60.7 percent of those in the informal economy who have obtained loans, whereas 38.6 
percent have not obtained any loans.

Over half (52%; n=14) of the 27 customers with formally registered SMEs have accessed credit while the remaining 48 
percent (n=13) of SMEs have not yet access credit. 
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Table 9: Employment status by access to credit (%)

Access to credit 

Type of Employment by access to credit

Formal 
employment Informal Registered SME Other Total

n % n % n % n % n %

Yes 91 68.9 85 60.7 14 52 1 25 191 63
No 41 31.1 54 38.6 13 48 3 75 111 36.6
Missing 0 0 1 0.7 0 0 0 0 1 0.3
Total 132 100 140 100 27 100 4 100 303 100

Type of loan products accessed by respondents 
Even though 63 percent (n=191) of customers have accessed loans, as seen from Table 9 above, some of these customers 
accessed more than one type of loan product and that explains how the total figure of Table 10 below is 199. Mama Bank 
has adopted an innovative approach to offer different types of tailor-made loan products to suit low income and informal 
customers. 
In line with its mandate to serve women, four of the products were developed for women customers only: Market Meri, 
Meri Business, Meri Start-up and Self-Reliant Group (SRG) loans. However, some family loan accounts also include 
husbands and sons who support women’s business activities and, in such cases, couples can work together. The SME and 
salary loan products are for education purposes (school-related) and are open to both men and women applicants. 

Salary loans are the most common type of loan product accessed by 40 percent (n=79) of the borrowers. By name, salary 
loans are quick personal loans for employed customers and repayment is made by their employer through direct salary 
deductions. Customers distinguished salary loans from quick loans which are also accessed by informal entrepreneurs who 
may not necessarily be repaying from salaries. Market Meri loan product is for women operating informal enterprises 
such as market vendors and home table markets or stalls owners who are often financially excluded, therefore, it is quite 
promising to see that the Market Meri loan recipients comprise a quarter of those who obtained loans. Meri Business loans 
comprise 7 percent of the loan recipients, Meri start-up comprises 6.5 percent, Group Loan recipients comprise 6 percent 
of customers and 6 percent received SME loan.

Table 10: Type of loan products accessed (n=199)

Type of Loan products
Responses

N Percent (%)

Salary loan 79 40
Market Meri 50 25
Meri business 14 7.0
Meri start-up 13 6.5
Group loans (SRGs) 12 6.0
SME loan 12 6.0
Personal/quick loan 11 5.5
School related 3 1.5
Overdraft 3 1.5
Unknown/Missing 2 1
Total 199 100.0%
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Access to credit and financial literacy training
Financial literacy training was undertaken by 36.3 percent (n=110) of respondents and 24.1 percent (n=73) of them have 
accessed loans while 12.2 percent (n=37) have not. Refer to Table 11. However, 38.6 percent (n=117) out of all those who 
obtained loans have not undertaken any financial literacy training. The final group of 24.4 percent (n=74) customers that 
have not accessed any loans did not undertake any financial literacy training. These are the group of customers who may 
not be fully benefiting from financial services offered by Mama Bank. Access to loans is not dependent on financial literacy 
training as many customers have accessed loans without training, but training helps customers to increase their financial 
capability and is a useful skill to acquire. 

Table 11: Loan recipients by financial literacy training (n=303)

Obtained Loan/credit

Received financial literacy training.

Yes No Missing Total

N % N % N % N %

Yes 73 24.1 117 38.6 1 0.3 191 63
No 37 12.2 74 24.4 0 0 111 36.6
Missing 0 0 0 0 1 0.3 1 0.3

Total 110 36.3 191 63.0 2 0.6 303 99.9

Education by financial literacy and business development training
Being educated is not the same as being financially literate. Many educated people need financial literacy training as 
demonstrated by the following cross tabulation (Table 12). As seen in Table 11 above, a total of 110 customers have 
obtained financial literacy and or business skills development training. Out of that, the biggest group to have undertaken 
training are customers with high school education comprising 36 respondents, followed by those who completed primary 
school or below with 41 respondents. Regarding those with higher level qualifications who attended training, 20 of them 
are college graduates and 13 university graduates. 

Table 12: Education by financial literacy and business development training (n=303)

Education of Respondents
 Have you received any financial literacy training

Total

Yes No Missing

University 13 36 0 49
College (technical or vocational) 20 54 0 74
High School 36 54 1 91
Primary School 29 32 0 61
Not completed primary education 0 3 0 3
Never been to school 11 12 1 24
Other type of education 1 0 0 1
Total 110 191 2 303

Source of training
While most respondents have not obtained any financial literacy or competency training at all (63%), the common source 
of financial literacy training for those who have undergone training is Mama Bank at 24 percent. Refer to Table 13 below. 
Besides Mama Bank, training was also accessed by smaller number of customers from government, NGOs and education 
institutions. Yet, there are other organisations who provide training such as banks, private sector and development partners, 
though the numbers of those who underwent training are quite small. 
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Table 13: Organisations that offered training (n=303)

Organisations offered training Frequency Percent

No Training 191 63.0
Mama Bank 72 24
PNG Government (CEFI, SME Corp, NDB, 10 3.3
NGOs (Churches, Civil Society Organisations) 10 3.3
Education Institutions 7 2.3
Commercial Banks 4 1.3
Private Sector (Human development Institute) 4 1.3
Development Partners 2 0.6
Other Micro Banks 1 0.3
Missing 2 0.6
Total 303 100.0

Perceived quality of Mama Bank’s products and services

Perceptions of the usefulness of training provided by Mama Bank
Most of the customers, 22.4 percent (n=68 out of 72) who have received training from Mama Bank, have found it to 
be very useful or useful, acquiring important skills. It helps them to plan, budget and spend their income wisely. The 
not applicable category relates to those who have not received any form of training or those who were trained by other 
organisations. 

Table 14: Customers’ views of usefulness of WMBL provided training (n=72)

Responses Frequency Percent

Not Applicable 231 76.2
Very useful 38 12.5
Useful 30 9.9
Not sure 2 .7
Missing 2 .7
Total 303 100.0

Views of experience of the process of account opening
The process of account opening was viewed very positively and rated as the best or good experience by most customers 
(93%; n=282) as indicated in Table 15. About 3 percent (n=9) considered this the same as in other banks and only 2.6 
percent (n=8) viewed the process to be bad. The pattern of response is the same for both men and women customers with 
positive experiences of account opening indicating that customer services for account opening is excellent. 

Table 15: Customer views of account opening process (n=303)

Gender of Respondent

Customer views 

Total
Best Good Same as 

others Bad No Opin-
ion Missing

Male 46 26 6 2 2 0 82
Female 129 81 3 6 1 1 221
Total 175 107 9 8 3 1 303
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Perception of banking experience 
Customers’ rating of their banking experience reveals that Mama Bank offers the best or good quality of services for 83.5 
percent (n=253) of respondents and 7.3 percent (n=12) considered it to be the same as others. See Table 16. Only a 
minority of 4 percent (n=12) have had a bad experience and one had a very bad experience while 4.6 percent (n=14) have 
no opinion on this. Refer to Table 16 below. 

Table 16: Customer rating of banking experience (%)

Rating Frequency Percent

Best 118 38.9
Good 135 44.6
Same as others 22 7.3
Bad 12 4.0
Very Bad 1 .3
No Opinion 14 4.6
Missing 1 .3
Total 303 100.0

Customer rating of the fees charged 
The responses in Figure 1 indicate that 61.4 percent (n=186) of respondents rated fees to be either low or very low compared 
to other service providers, but 10.2 percent (n=31) viewed it to be the same as other banks. However, 19.2 percent (n=58) 
respondents considered Mama Bank’s fees to be high or very high and 7.9 percent (n=24) had no opinion. Noting that 
the question on fees did not distinguish between different types of fees such as account keeping fees, application fees and 
interest charges on loans, the answers covered individual rating of fees charged for different types of products and services.

Figure 1: Respondents' rating of fees charged by Mama Bank % 

Perception of the process of loan application 
In terms of access to credit, there was an equal split in that 49.8 percent (n=151) have received credit whereas 50.2 percent 
(n=152) have not obtained any credit or loans. Excluding the ‘Not applicable’ category of customers who have not accessed 
credit from Mama Bank, among the 49.9 percent (n=151) of those who have accessed credit, 45.2 percent have rated their 
experience to be the best or good while 2.3 percent  consider it to be the same as other banks. See figure 2. Only 2.4 percent 
(n=7) consider the process of loan application to be bad or worse than that of other banks.



                             17

Figure 2: Customers' rating of  the loan application process %

Views of interest rates charged by Mama Bank 
As indicated in figure 6, among the 49.8 percent (n=151) of respondents who have obtained loans, 33.1 percent (n=100) were 
of the view that Mama Bank loan interest rates are either reasonable, low or the lowest compared to other banks See figure 3. 
In contrast, 15.2 percent (n=46) of the respondents were of the view that Mama Bank’s interest rates were high or very high. 

Figure 3: Customer views of interest rates %

Customer Savings 
Having savings is vital for emergencies and meeting the cost of future needs. Savings can be held in various types of accounts. 
The results show that 78.9 percent of customers have savings, while 21.1 percent don’t have any savings. The question did not 
explore further the reasons for not saving, but from explanations, some of the reasons include unemployment, insufficient 
earnings, no bank account and don’t know how to save (Kopel, 2020:8).

Views of interest earned on savings 
The most common view of customers (34 %) with savings accounts is that interest rates are reasonable. This was followed by 
those who had no opinion at 24.8 percent. See table 17 below. Only 3.6 percent of the respondents are of the view that interest 
paid on savings is high, but those who perceive that interest is low/very low is a bigger group comprising 16.2 percent.  This 
indicates that interest on savings needs to increase to attract more savings from customers.   
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Table 17: Perception of interest rate paid on savings by Mama Bank (n=239)

Have savings with 
Mama Bank

Lowest Low Reasonable High Highest No opinion Missing Total

n % n % n % n % n % n % n % n %

Yes 23 7.6 26 8.6 103 34.0 7 2.3 4 1.3 75 24.8 1 0.3 239 78.9
No 0 0.0 0 0.0 0 0.0 0 0.0 0 0.0 0 0.0 64 21.1 64 21.1
Total 23 7.6 26 8.6 103 34.0 7 2.3 4 1.3 75 24.8 65 21.4 303 100.0

Views on customer services 
Customer services of Mama Bank held a positive light and rated as best or good by nearly 82 percent (n=248) of the interviewed 
customers. Refer to figure 4. This contrasts with 6.9 percent of those who perceive customer service to be the same as that of 
other banks and 9.3 percent (n=28) consider it to be bad or worse than that of other banks. Explanations for the poor rating 
are outlined in the description of the challenges below. 

Figure 4: Views of customer service of Mama Bank %

Perception of the usefulness of financial literacy and business management training
Customers who undertook financial literacy and or business management training were asked the question of how the training 
is benefiting them. Their responses were summarised under three themes: save, budget, equipped them with the skills to apply 
for loans and manage a business.

Saving: It enabled them to realise the importance of saving for future use, regardless of how much they earn, big or small 
amounts.

Budget: The training helped customers to plan and budget their income before they spend any of the earnings. 

Start business: For some customers, the training has helped them to learn the process of applying for loans, start and manage 
a micro enterprise. It has also showed them how they could save and or keep up with repayment of micro loans and build a 
positive credit record for themselves.

The following text box demonstrates some of the quotes from respondents to show how the training is benefiting them

	– ‘Helpful in terms of savings. We were taught the importance of savings and how to save. I have started saving 
with Mama Bank and the feeling is good’.

	– ‘Taught me to save and budget. To get a small loan, what qualifies me is a record with the bank, my passbook 
tells bank a story about me’.

	– ‘The training has taught us a lot on how to manage/protect and save our money. Previously, we carried our 
money in our bilums and the money was stolen or robbed’.

	– ‘No one teaches us what Mama Bank taught us. What they taught us is life skills. It will help me in saving my 
money to develop the little business I have started. I am thankful’.

	– ‘It helps me understand the importance of savings. I can also teach my children. These things are not taught in 
schools, and I am happy I was given such training with other women’.
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The rationale for increasing financial inclusion is based on the argument that inclusion can lead to reducing poverty, 
improve social wellbeing and contribute to economic growth (Sotomayor et al., 2018). Importantly, governments can 
use inclusion as a policy tool to improve wellbeing and stimulate growth (Cicchiello et al., 2021; Sanjaya and Nursechafi, 
2016). Consistent with this line of reasoning, the founders of the WMBL hand set up the roots of the bank in 2006 until 
its establishment in 2014 (WMBL, 2021), well before the PNG Government’s intervention to increase financial inclusion 
in 2013 (GoPNG, 2014). The findings of the study are discussed under themes of access, usage, and quality of financial 
services as perceived by customers as consumers of financial services.

Access to financial services
The number of accounts opened does not adequately reflect the true status of financial inclusion as many people have 
multiple accounts (Kundu, 2015). Usage of accounts helps to understand the full potential of the inclusion of those who 
have been previously unbanked (Hoy et al., 2022; Kopel, 2020). Key micro level factors that determine inclusion have 
been identified to include education, employment, income, gender, age, means of receiving payments and owning a mobile 
phone among others (Bekele, 2023; Cicchiello et al., 2021). 

Consistent with Bekele’s (2023) suggestion, customer characteristics of this study indicate that just under half (40.6%) 
of those interviewed are educated to levels of college or university. Though Micro Finance Institutions (MFIs) are meant 
to serve the grassroots, this finding partly indicates that the financial needs of educated people are not being met by 
commercial banks and they are turning to this sector.

Concerns may also be raised that elite access to financial services may potentially exclude those on low income and the 
unemployed for whom the bank was set up and exacerbate exclusion. However, the results show that more than half of 
the customers have little or no education, on low income or depend on the informal economy for livelihoods. A positive 
indication is that women undertaking informal businesses are benefiting from this financial inclusion initiative unlike 
the case of Mexico (Martinez et al., 2013) or Peru (Sotomayor et al., 2018) where over 90 percent of the population are 
financially included, yet most do not access financial services. This finding contrasts with the distribution for men where 
nearly 65 percent of males are formally employed compared to just 32 percent of males who are informal workers. Creation 
of an additional salary loan product as seen in the back section is proving to be an attractive product bringing in new, 
especially male customers.

Interestingly, information sources for accessing financial services plays a bigger role in who accesses financial services. 
In this instance, more than half (53.8%) of the customers have learned about the bank through informal sources such 
as friends, family, acquaintances or colleagues while only 22.1 percent learned through formal promotional events. This 
finding reflects a wider trend for role of informal sources of information in accessing services such as land and settlements 
in Port Moresby (Kopel et al., 2023). 

Usage of financial services
Usage is a crucial element of financial inclusion and genuine inclusion happens when consumers of financial services can 
benefit from a wide range of services as needed, beyond just account opening, deposit and withdrawal of their own funds. 
Kundu (2015) argues that though governments attempt to address supply-side concerns, the demand side has not been 
sufficiently addressed and this leads to little use of services leading to persistently high levels of exclusion. Research evidence 
shows that usage beyond account opening, and deposit and withdrawal of own funds remains low (Kundu, 2015; Martinez 
et al., 2013; Sotomayor et al., 2018) even in PNG (Hoy et al., 2022; Kopel, 2020; Eves and Titus, 2017).

Bekele (2023) highlights macro level factors that enable inclusion while Cicchiello et al. (2021) present micro level 
characteristics at  the personal level which have been noted to enable inclusion including documentation requirements, 
education, employment, financial  literacy and capability, gender, age, mobile phone ownership, and or having money 
among other factors. Some key factors that determine usage of accounts and financial services include account keeping 
fees, transaction costs, distance to banks, and trust in financial institutions (Bekele, 2023; Ozili, 2021, Kopel, 2020).  

To address exclusion, Barajas et al. (2020) suggest that it is essential to identify and address barriers that hinder financial 
inclusion. In this regard, Mama Bank’s services directly addresses some of the major barriers to inclusion (Bekele, 2023; 
Demirguc-Kunt et al., 2018) affecting low income and informal customers by being innovative in designing and offering 
tailor-made products and services. In doing so, it has become a micro finance institution of choice and stands out among 
MFIs. Examples of its products and services include focus on serving women, less stringent Know Your Customer (KYC) 
rules, less strict lending rules, lower interest rates for loans, higher interest on savings, allows small transactions, and allows 

Discussion
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groups of women to open accounts to save/borrow and lending to informal businesses. Products and services that directly 
address barriers to inclusion are more attractive for consumers and take up is much higher in terms of usage and as will be 
seen later, customers’ perception of quality is also positive.

Our findings show that out of 75 percent of customers who have bank accounts with other banks, most accounts are used 
mainly for saving and withdrawal of customers’ own funds and sending and receiving money. Out of the 398 accounts that 
have been previously or currently held in other financial institutions, a mere 9.3 percent of the customers have obtained 
credit and barely any customer accessed micro insurance products. This finding supports Singh (2021), Martinez et al. 
(2013), and Ndanshau and Njau (2020) who emphasised that access does not automatically lead to inclusion, that in fact 
credit and insurance products and services are least used. Use of credit and micro-insurance products are key determinants 
of inclusion (Sotomayor et al., 2018) and the use of credit services is influenced by good financial position, education, 
employment, and financial capability – being able to budget income and expenses. 

With a better understanding of the barriers to inclusion, Mama Bank has developed tailor-made products and services, 
and this enabled more than 60 percent of customers to access credit services. The study findings show that Mama Bank 
credit services were accessed by 63 percent of customers. By category, 69 percent of all customers with formal employment 
obtained credit, 52 percent of registered SME owners and 60.7 percent of informal entrepreneurs have accessed credit. Out 
of all those who obtained loans, nearly 40 percent were salary loans while 25 percent were market meri loans tailored for 
women market vendors operating in open marketplaces.

Further, just over 40 percent of the respondents were college or university graduates indicating that they are not quite 
as disadvantaged as the genuinely excluded segment of customers. These findings mirror previous research (Sotomayor 
et al, 2018) where educated and employed people are more likely to access and benefit from credit services (Martinez et 
al., 2013). However, our findings also show that the other half of the respondents on low income and living on informal 
economic activities are also accessing financial services.  This is largely due to the deliberate effort of the bank to ensure 
that women and informal economy participants benefit from its financial products and services. The least used product is 
micro insurance which is not yet offered by the bank.

Perceived quality of products and services
As seen above, regular usage of accounts and financial services, especially by those who were previously excluded depends on 
the initiatives undertaken by financial institutions to deliver innovative products and services that eliminate the underlying 
barriers. Such interventions incentivise customer usage of financial services and they hold a positive perception of the 
quality of products and services. This study finds that as a social institution, WMBL has made an important contribution 
to financial inclusion in increasing usage of accounts, not only for savings but also enabling customers to access credit. 

The interviewed customers’ perception of the quality of services is quite positive. This finding is contrary to the findings 
of Hoy et al. (2022) where beneficiaries of financial literacy training in Wewak, East Sepik Province, have not continued 
to use financial services for savings and credit. Having said that, Wewak is a rural community with limited opportunities 
for income generation and other barriers preventing regular usage of accounts as Govinkdapuram et al. (2022) suggest 
in the Indian context because the demand side barriers were not adequately addressed. In the current case, customers of 
Mama Bank find financial literacy training very useful as application of these skills is supported by innovative products 
and services making it an ideal opportunity to increase inclusion.  For instance, the adoption of biometric technology 
has eliminated barriers of exclusion due to illiteracy and improved access and increased usage. This starts with the process 
of account opening for access which can be a frustratingly slow, intimidating and alienating experience for people with 
limited literacy and numeracy skills as shown by Kopel (2020) in the case of women market vendors in Port Moresby.

In this study, customers’ experience of account opening has been very positive with over 80 percent of customers reporting 
the experience as best or great. Excluded women have been ushered in to get used to the world of saving and banking 
by the introduction of Self-Reliant Groups who gain experience in keeping accounts, saving and obtaining credit as a 
group before moving on individually to embark on the journey to financial inclusion. This process is crucial for excluded 
populations to slowly adopt a savings culture and build their credit history with the bank.
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This study investigated financial inclusion as determined by access, usage and quality of services through a case study of the 
Women’s Micro Bank Limited (Mama Bank). It is a demand-side study focused on analysing customers’ access to and use 
of products and services of the bank. Data were collected from a survey of 303 existing customers of Mama Bank in Port 
Moresby, National Capital District.

The rationale for increasing financial inclusion is based on the argument that inclusion can contribute to reduce poverty, 
improve social wellbeing and contribute to economic growth (Sotomayor et al., 2018).  It was precisely this objective to 
promote and improve women’s financial inclusion, economic empowerment and improvement of their wellbeing which 
led to the establishment of the Women’s Micro Bank Limited. Given its social objective, Mama Bank has identified and 
established innovative products and services which bypass common barriers to inclusion. By doing so, it increases access to 
financial services, usage and enhances customer experience and perception of the quality of services.

The main findings of the study show that access is open to both elite, better educated members of society, both men 
and women, as well as the financially excluded. The range of products and services offered by the bank are inclusive and 
accessible to both formal and informally employed, business owners or self-employed customers. User perceptions of the 
quality of services of this MFI are very positive. Customers’ concerns of the remaining barriers to increased usage are in 
the areas of developing micro insurance products as well as adopting card enabled banking services to be on par with other 
smaller banks. 

Recommendations
Financial inclusion interventions must be based on a thorough understanding of the challenges and barriers to inclusion. 
To be effective, interventions to promote and improve inclusion must be targeted to address specific barriers. Mama Bank 
has been able to develop innovative products and services to increase inclusion. 

1.	 Government 

•	 The Government should learn from the experience of this MFI to promote and improve financial inclusion in the 
country by identifying specific barriers and then develop interventions to address these challenges

•	 Establish appropriate regulations for MFIs to develop micro insurance products to protect the income and 
businesses of informal and low-income customers who are currently excluded and have no access at all. 

2.	 Mama Bank (WMBL) 

•	 Continue to be innovative and increase the types of products and services to serve other excluded groups such 
as value adding economic activities like downstream processing/manufacturing, importing tools and machinery.

•	 Consistent with government regulations, create a micro insurance product for informal and low-income customers 
to protect their businesses and income from loss or damage.

3.	 Limitations

•	 This study was conducted at the head quarter branch of the bank over a two-week period. This means that it only 
captured customers who were using the bank at that time and excluded customers who were not using the bank 
and those from outside of Port Moresby.

•	 The study was done on just one MFI, so it doesn’t provide a picture of the experience of customers of other MFIs 
to get a holistic perspective of the state of financial inclusion in PNG.

4.	 Research

•	 Researchers interested in investigating financial inclusion could conduct demand side studies at scale to determine 
the national state of inclusion.

•	 Research on monitoring and evaluating financial inclusion interventions should be encouraged, funded and 
facilitated by government, donor community and financial institutions, especially MFIs. 

•	 It would be great to do the same study in the other centres where the bank operates and on customers of other 
MFIs, but this is subject to availability of research funding.

 

Conclusion and recommendations
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