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3G Third generation of broadband cellular network technology, succeeding 2G and preceding 4G

App Application, a software program downloaded by a user to a mobile device

DigComp The Digital Competence Framework for Citizens

GSMA Global System for Mobile Communications Association

ICT(s) Information and Communication Technolog(y/ies)

ITU International Telecommunications Union

IVR Interactive Voice Response

OECD Organisation for Economic Co-operation and Development

RUDI Rural Distribution Network, program in India

SEWA Self-Employed Women's Association of India

SIM Subscriber Identity Module

SMS Short Messaging Service

UN United Nations

UNESCO United Nations Educational, Scientific and Cultural Organization

USAID United States Agency for International Development

Abbreviations
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Part I: 

Setting
the Scene
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Digital technologies have transformed lives
globally, yet many people, especially women, still
lack access to essential digital tools and skills. 

Women face greater challenges than men in
accessing mobile internet and digital services,
with 265–310 million fewer women using mobile
internet worldwide. This disparity reflects deep
structural and cultural inequalities, particularly in
the least developed countries, where the digital
gender gap is most significant.

Context

The What Works to Advance Women’s Digital
Literacy report is an output of the G2Px Initiative of
the World Bank Group. 

The G2Px initiative brings global
knowledge and expertise across
sectors to contribute to the
broader agenda of improving
government-to-person (G2P)
payments through digitization in
ways such that it accelerates
critical development outcomes
such as financial inclusion and
women’s economic
empowerment.

This document provides insights into the key barriers and promising
approaches related to women's digital literacy and digital financial capability. 

It is a practical guide to operational teams, program designers and policy-
makers for developing basic digital literacy programs for women in low- and
middle-income countries. This guide was developed alongside the What Works
to Advance Women’s Digital Literacy report which can be found here. 
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https://documents.worldbank.org/en/publication/documents-reports/documentdetail/099040225191054238


Click to read the
report in full.
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DIGITAL SKILL
ERACY

COMP

i. Key
Concepts and
Definitions
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Researchers and various organizations have tried to definite “digital

literacy” since the late 1990s. We have selected key definitions below. 

 

The term  “digital literacy” is often used interchangeably with “digital

competence”.

Digital Literacy

[Digital literacy is]…“the ability to access,
manage, understand, integrate, communicate,
evaluate and create information safely and
appropriately through digital technologies for
employment, decent jobs and entrepreneurship.
It includes competences that are variously
referred to as computer literacy, Information
and Communication Technology (ICT) literacy,
information literacy and media literacy.” -
United Nations Educational, Scientific and
Cultural Organization (UNESCO), 2018

“Digital competence” involves the confident, critical
and responsible use of, and engagement with, digital
technologies for learning, at work, and for
participation in society. It includes information and
data literacy, communication and collaboration media
literacy, digital content creation (including
programming), safety (including digital well-being
and competences related to cybersecurity),
intellectual property related questions, problem
solving and critical thinking” - European Commission,
2018

i. Key Concepts and
Definitions
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https://uis.unesco.org/sites/default/files/documents/ip51-global-framework-reference-digital-literacy-skills-2018-en.pdf
https://joint-research-centre.ec.europa.eu/digcomp/digcomp-framework_en
https://joint-research-centre.ec.europa.eu/digcomp/digcomp-framework_en


While there is no standardized definition of digital financial literacy, prior

research has underscored that digital financial literacy is specifically focused

on the use and application of digital technology for financial services and

products, and risks (Morgan et al. 2019).

Digital Financial Literacy

Digital financial literacy is
“a combination of financial
awareness, knowledge, skills,
attitudes and behaviors
necessary to make sound
financial decisions and
ultimately achieve individual
financial well-being”
- OECD 2022

Lyons and Kass-Hanna (2021)  developed a multidimensional framework that
identifies five core dimensions for digital financial literacy: 

(1) Basic financial knowledge and skills; 
(2) Awareness of available digital financial services;
(3) Practical know-how of how to use and operate digital financial services
applications;
(4) Ability to make appropriate financial decisions within the digital context; and 
(5) Self-protection from online scams and frauds

i. Key Concepts and
Definitions
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https://t20japan.org/policy-brief-need-promote-digital-financial-literacy/
https://www.oecd.org/financial/education/2022-INFE-Toolkit-Measuring-Finlit-Financial-Inclusion.pdf
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3873386
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3873386


ii. Relevant
Frameworks
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This is the most comprehensive, best-
known and widely-used digital literacy
framework. The framework describes
which competencies are needed by
citizens to use digital technologies in a
confident, critical, collaborative and
creative way to achieve goals related
to work, learning, leisure, inclusion and
participation in digital society.

ii. Relevant
Frameworks

The European Union’s Digital
Competence Framework for
Citizens (DigComp) 2.0
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DigComp 2.0 (EU)

i. Information and data
literacy 

ii.Communication
and collaboration 

iii. Digital content
creation 

iv. Safety

v. Problem Solving 

1.1 Browsing, searching and filtering data, information, and digital content 
1.2 Evaluating data, information, and digital content 
1.3 Managing data, information, and digital content

2.1 Interacting through digital technologies 
2.2 Sharing information and content through digital technologies 
2.3 Engaging in citizenship through digital technologies 
2.4 Collaborating through digital technologies
2.5 Netiquette (internet etiquette)
2.6 Managing digital identity 

3.1 Developing digital content
3.2 Integrating and re-elaborating digital content  
3.3 Copyright and licenses 
3.4 Programming 

4.1 Protecting devices 
4.2 Protecting personal data and privacy 
4.3 Protecting health and well-being 
4.4 Protecting the environment 

5.1 Solving technical problems 
5.2 Identifying needs and technological responses 
5.3 Creatively using digital technologies 
5.4 Identifying digital competence gaps 
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UNESCO’s Institute of Statistics refined the
EU DigComp to make it more appropriate
for low and middle-income countries and
developed the Digital Literacy Global
Framework. 

The Framework added two areas: (i)
fundamentals of familiarity with hardware
and software and (ii) career-related
competencies.

ii. Relevant
Frameworks

UNESCO Digital Literacy
Global Framework
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 Digital Literacy Global Framework (UNESCO)

The UNESCO Framework is identical to the DigComp in the competence areas 1 to 5; however, it has added two critical areas: 

(i) fundamentals of hardware and software (level zero) and (ii) career-related competencies (level six):

0. Fundamentals of
hardware and software

0.1 Basic knowledge of hardware such as turning on/off as well as charging
and locking devices

0.2 Basic knowledge of software such as user accounts, password
management, logins, and how to adjust privacy settings

vi. Career-related
competences

6.1 Career-related competences refer to the knowledge and skills required to
operate specialized hardware/software for a particular field, such as
engineering design software and hardware tools, or the use of learning
management systems to deliver fully online or blended courses. 
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Lyons and Kass-Hanna’s multidimensional
framework attempts to provide a more
comprehensive understanding of the
relationship and intersection between financial
literacy, digital literacy, and digital financial
literacy.

The framework identifies five core dimensions
for digital financial literacy: 

(1) basic financial knowledge and skills; 
(2) awareness of available digital financial
services; 
(3) practical know-how of how to use and
operate digital financial services applications; 
(4) ability to make appropriate financial
decisions within the digital context; and 
(5) self-protection from online scams and fraud. 

ii. Relevant
Frameworks

A Multidimensional
Framework for Digital
Financial Literacy
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Dimension Financial literacy Digital literacy 
Digital financial
literacy 

Indicators

1) Basic knowledge
and skills 

Basic financial concepts
(numeracy, compound interest,
inflation, risk diversification) 

Basic digital skills
(knowledge of digital
devices –computer,
tablet, mobile phone,
and the Internet)

Basic financial and digital
knowledge 

Basic financial knowledge: numeracy; compound interest; inflation; risk diversification 

Basic digital knowledge:
Basic knowledge of hardware: mobile phone, computer and tablet use, including turning
on/off, charging and locking devices 
Basic knowledge of software: creating user accounts and logging in, managing passwords,
and using privacy settings 

2) Awareness

Awareness of  financial products
(payments, deposits, savings,
credit etc) 

Awareness of positive financial
attitudes and behaviors
(budgeting, saving, responsible
borrowing, preparing for
emergencies, and retirement)

Awareness of  digital
solutions and
applications (apps)
(online entertainment,
e-shopping, virtual
education, telemedicine
etc) 

Awareness of digital
financial services (mobile
money and digital wallets,
online banking, peer-to-
peer lending, and
remittance services) 

Awareness of positive
financial attitudes and
behaviors

Awareness of available digital financial services 
Knowing about existing digital financial services providers
Knowing about the specific purposes of available digital financial services 
Knowing about the risk of borrowing (e.g., over indebtedness, abusive and predatory lending
practices
Knowing about certain financial behaviors, such as budgeting, saving, preparing for
emergencies and retirement)

Awareness of available digital solutions
Knowing about existing digital solutions
Knowing about the specific purposes of digital solutions (e.g., communication, productivity,
leisure) 
Knowing about the risks of using digital solutions (safety and privacy)

A Multidimensional Framework for Digital Financial Literacy
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Dimension Financial literacy Digital literacy Digital financial literacy Indicators

3) Practical
know-how 

Ability to use financial
services (know how to
make payments, how to
open a bank account,
etc.)

Ability to use digital
apps, platforms, and
software (know how to
search for information
online, use email, social
media and networking,
learn, shop online, etc.)

Ability to make digital financial
transactions (know how to use mobile
money applications, navigate menus,
make and cancel transactions, correct
transaction errors, access peer-to-peer
lending, use online banking, etc.)

Practical know-how of operating digital financial services applications
Knowing how to open an account on digital financial services
Knowing how to navigate a digital financial services menu
Knowing how to initiate and complete transactions
Knowing how to correct errors and cancel a transaction 

Practical know-how of operating other digital applications
Know how to open a web browser and search for information
Knowing how to create an email account and password
Knowing how to log-in to an email account and draft an email  
Knowing how to log-into a social media account 

4) Decision-
making
(attitudes and
behaviors)

Ability to make
appropriate financial
decisions (decide to put
money aside and
choose reliable deposit
and savings services,
borrow responsibly etc)

Ability to make
appropriate digital
decisions (decide to use
digital tools to improve
knowledge, skills, and
communication, take
advantage of new
opportunities, etc.)

Ability to make appropriate financial
decisions reflective of attitudes and
behaviors using digital financial services 
(decide to put money aside and choose
reliable digital financial services, send
remittances safely using said services,
rely on peer-to-peer lending, etc.) 

Positive financial attitudes 
Managing day-to-day finances while setting future goals
Preparing for emergencies and retirement
Deciding to put money aside and save
Making prudent and responsible borrowing decisions
Sending remittances through reliable challenges
Ability to select appropriate digital financial services for specific purposes (e.g., savings,
remittances and borrowing)
Ability to select reliable digital financial services providers 

A Multidimensional Framework for Digital Financial Literacy
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Dimension Financial literacy Digital literacy Digital financial literacy Indicators

5) Self-
protection 

Ability to avoid misleading
financial information and
advice, abusive practices,
and fraud

Ability to protect devices,
personal data, and privacy
(avoiding identity and data
theft, hacking attacks etc.) 

Ability to detect and avoid online
scams and frauds associated with
digital financial services

Self-protection from online scams and fraud 
Ability to understand the terms of conditions related to digital financial services and avoid
deceptive practices (e.g., unclear or unfair disclosure of fees, overcharging, subscription traps) 
Ability to detect and avoid scams and frauds associated with digital financial services (e.g.,
identity and credentials theft, malware, phishing attacks) 
Ability to keep Personal Identification Number (PIN) confidential if getting help from an agent
for a digital financial services transaction 

Self-protection related to digital devices 
Ability to set a password on a device
Ability to change privacy settings on a device 
Ability to keep passwords confidential
Knowledge to develop complex and different passwords for each account 

A Multidimensional Framework for Digital Financial Literacy

Note: Those areas that are underlined and highlighted in bold indicate areas that overlap with at least one of the other two areas (Financial Literacy and/or Digital Literacy). 
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iii. State of
Women’s
Digital 
Literacy
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State of Women’s Digital Literacy
Available data from the International Telecommunications Union (ITU)/ UN Women indicate notable
advancements in achieving gender parity in digital skills, although there remains much work ahead. 

The following figures illustrate the basic digital 
literacy of women and men in various countries, 
specifically their ability to move or copy 
a file; send emails with attachments; 
connect and install devices 
(e.g. modem, camera, printer); 
and send/receive 
digital payments.
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Figure 1: Youth and adults who can copy or move a file or folder, by sex (%)

Source: ITU/UN Women Sustainable Development Goals Indicator Dashboard 
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Figure 2: Proportion of youth and adults who can send emails with attached files, by sex (%)

Source: ITU/UN Women Sustainable Development Goals Indicator Dashboard 
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Figure 3: Proportion of youth and adults who can connect and install devices, by sex (%) (e.g. modem, camera, printer)

Source: ITU/UN Women Sustainable Development Goals Indicator Dashboard 

23



Part II: 

Overcoming
Obstacles to
Women’s Digital
Literacy 
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Key Barriers to
Women’s Digital
Literacy
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a. b. c. d.

Restrictive social
norms

Insufficient broadband
connectivity

Affordability
constraints

Low levels of
education

e. f. g.

Limited awareness and low
levels of digital confidence

Lack of appropriate design
and relevant content

 Limited online
safety and security

Key Barriers to Women’s Digital Literacy
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Insufficient Digital
Connectivity

a. The lack of network connectivity, end-user devices, and
reliable electricity severely limits women's access to digital
services, exacerbating the digital gender divide.

Even in areas where digital infrastructure is available, actual
usage by women is often low, especially in conflict-prone,
rural, and isolated regions, which further restricts their
digital participation.

Poor connectivity experience, due to the prevalence of 3G-
only handsets, is often more of a barrier to increased
mobile Internet use than to initial adoption.

Network performance also plays a role; while network
quality has improved globally, a significant gap remains
between high-income countries and low- and middle-
income countries.

Women are 15 percent less
likely than men to use mobile
internet in low-and middle-
income countries, and women
are 8 percent less likely to
own a smartphone (GSMA,
2024).

27



Affordability
Constraints

b. Limited financial resources significantly hinder women's
access to mobile Internet, especially in rural areas and low-
income households.

Globally, women have both lower labor force participation
and a higher likelihood of engaging in low-productivity
activities or informal employment, resulting in less
disposable income for purchasing mobile phones.

The cost of handsets, up to 54 percent of the monthly
income for the poorest 20 percent of people, and high
costs associated with data, SIM cards, and digital services,
further restrict women's access to and use of digital
technology. 

Women often have to opt for less sophisticated devices, or
access mobile Internet through someone else’s device,
limiting their ability to fully utilize mobile Internet services.

Limited financial resources
pose a significant challenge
to women's access and
utilization of mobile Internet,
particularly for those living in
rural areas or low-income
households, ultimately
hindering digital inclusion.
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Low Levels of
Education

c.

Worldwide, 119 million girls
are out of school.

In low-income countries, only
38% of girls complete lower
secondary school compared
to 43% of boys. 

The lack of access to education, driven by barriers like
poverty, early marriage, and safety concerns, especially in
conflict-affected areas, contributes to higher illiteracy rates,
hindering girls from developing digital literacy and skills.

Limited access to formal education and lower levels of
basic skills, like reading, writing, and mathematics, leave
girls at a disadvantage in developing the digital skills
necessary for engaging with technology.

Gender disparities in education translate into adult literacy
gaps between women and men, making it more challenging
for women to acquire digital skills and fully participate in
the digital world.

Studies have shown that women with higher levels of
education are significantly more likely to be online. Without
access to education, women are further excluded from
digital opportunities and the digital workforce.

29



Restrictive Social
Norms

d.

Social norms can restrict
women's access to and
proficiency in using mobile
technology. This can impede
their participation in the
digital age and their ability to
utilize digital services to their
full potential.

In many societies, women face restrictions on how they
can use technology. In societies with particularly
restrictive social norms, women may only be allowed to
use smartphones for communication with family members,
while men freely use them for socializing, work, and
entertainment.

Social norms often stigmatize women's use of mobile
devices and the Internet, associating it with negative
behavior. This causes women to internalize the belief that
these technologies are inappropriate, unsafe or socially
isolating.

In some regions, men act as gatekeepers, controlling
women's access to technology by forbidding or restricting
their use of mobile phones and the Internet. Lack of family
approval is a significant barrier to mobile ownership for
women in many countries.

30



Limited Awareness
and Low Levels of
Digital Confidence

e.

Limited awareness and
perceived lack of relevance of
technology among women
constitute major obstacles to
their access and use of mobile
phones. Women’s low levels
of digital confidence also
inhibits their use of digital
devices.

Women often have a lower understanding of the potential
benefits of the Internet, leading to a perceived lack of value
and reduced motivation to access digital technologies and
acquire digital skills.

Social norms contribute to women perceiving the Internet
and its content as irrelevant to their lives. Combined with a
lack of confidence in using mobile phones, this limits their
digital engagement.

Women with limited digital skills tend to restrict their use of
mobile applications, sticking to familiar ones due to
difficulty in transferring skills to new apps. Concerns about
security, privacy, and harassment also deter them from
using technology.

For women micro-entrepreneurs, limited digital literacy and
confidence pose significant barriers to using mobile
services like mobile Internet and mobile money. They are
often unsure of how these tools could benefit their
businesses or fearful of making mistakes.
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Lack of Appropriate
Design and Relevant
Content

f.

Inappropriate design,
irrelevant content, and limited
local language options on
end-user devices hinder
women from engaging with
technology. Limited access to
advanced mobile phones and
different usage preferences
further restrict women’s
ability to understand and
interact with content.

Limited access to advanced mobile phones, poorly
designed handsets, irrelevant content, and the lack of
diverse local languages on end-user devices and in content
create significant barriers for women.

Studies indicate that women tend to use mobiles and the
Internet differently than men, often relying on less
sophisticated devices and using a narrower range of digital
services, primarily voice and Short Messaging Service
(SMS) functions.

Women use digital services less frequently and less
intensively than men, with lower Internet access rates.

Research by Arifu found that women generally spend more
time completing digital learning modules and revisiting
content than men, highlighting the need for better-
designed, more relevant digital materials to enhance
women's digital skills. 32



 Limited Online
Safety and Security

g. Women face higher safety and security risks than men
online. A 2017 study in Pakistan revealed that 40% of
women encountered various forms of online harassment.
This is compounded by under-reporting, lack of awareness
about online rights, and not taking harassment seriously.

Social media is a major platform for abuse, with 68% of
online harassment against women occurring there. The risk
is particularly high in regions with strict gender norms.

59 percent of young women who experienced online abuse
say that it has affected their well-being and their
relationships, reduced their confidence in using the
Internet, and made them less capable than others. 

Since many women have lower levels of literacy, a smaller
social circle and less access to external information sources
than men, they often face an increased risk of
misinformation when online.

Women and girls face higher
safety and security risks than
men associated with online
and mobile access. These
concerns hinder women’s and
girls’ use of technology.
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What Works?
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What Works ?

i. Expand Inclusive Digital
Connectivity 

ii. Implement Gender-Smart Digital
Skills Training Programs 

Public Internet Access
Points

a.

b.

c.

End-user equipment and
device access

Improve affordability

a.

b.

c.

d.

e.

f.

g.

Provide relevant 
content

Engage gatekeepers

Combat restrictive social
norms
Facilitate access to role models and
mentors

Provide extra support (e.g
transportation, childcare, meals)

Prioritize mobile literacy

Improve online safety and
security 35



What Works? 

a .  I n c r e a s e  A c c e s s  t o  P u b l i c  I n t e r n e t  A c c e s s
P o i n t s

Public Internet Access Points are essential in many
countries to reduce financial barriers to Internet
access, with over 53% of countries offering free
Internet in public spaces as of 2022. 

These points introduce people to digital
technologies, which can later lead to Internet use at
home. However, challenges exist, particularly for
women in rural areas who may view community
telecenters as spaces for “others”, not for them. 

To address this, it is important to design gender-
sensitive spaces that consider women's needs, such
as those seen in India's Aadhaar enrollment centers,
which offer female staff and privacy
accommodations. Proper operational design,
including suitable opening hours and staffing, is
crucial for making these access points more
accessible and comfortable for women.

b .  E n a b l e  A c c e s s  t o  E n d - u s e r  E q u i p m e n t  a n d
D e v i c e s

Access to the Internet in low- and middle-income
countries is primarily through mobile phones due
to affordability, making these devices crucial for
digital connectivity. 

Providing free devices, such as laptops, tablet
computers, or phones, in developing countries has
been a common approach in several projects
aiming to bridge the digital divide and increase
affordability. However, past projects show mixed
results. 

A study in Ghana found that existing gender norms
and differences in leisure time can exacerbate the
digital gender divide, particularly in urban areas
where boys had more opportunities to gain ICT
skills compared to girls.

i. Expanding Inclusive
Digital Connectivity
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What Works?

c .   I m p r o v e  A f f o r d a b i l i t y  t h r o u g h  D e m a n d - a n d
S u p p l y - s i d e  M e a s u r e s  

Improved data collection has highlighted global ICT
affordability issues, leading to efforts to reduce mobile
broadband costs. Many countries aim to make 1GB of data
cost 2% or less of average monthly income, particularly
benefiting rural users and women.

 
In countries like Colombia, Nigeria, Pakistan, and Rwanda,
consumers prefer using personal savings for major
purchases like smartphones due to a lack of trust in
financing options, which are seen as unfamiliar and
potentially unstable.

The Pay-as-you-go financing model, which offers flexible
payments and lower interest rates, is a suitable and
affordable option for low-income individuals. It is most
effective when implemented alongside policy
recommendations including tax exemptions and direct
financing interventions to enhance device affordability.

i. Expanding Inclusive
Digital Connectivity
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What Works? 

a .  P r o v i d e  I n f o r m a t i o n  a n d  D e v e l o p  C o n t e n t
R e l e v a n t  t o  W o m e n ’ s  L i v e s

Digital skills training for women should be
tailored to their specific needs, focusing on how
they use and want to use digital services, while
addressing challenges like safety and security.

Linking technology adoption to health
information, such as in Mexico's Prospera Digital
program, can effectively motivate women to
learn digital skills.

Collaborating with women's organizations and
gathering feedback through surveys and
workshops when designing ICT training
programs ensures that they align with local
women's learning preferences.

b .  E n g a g e  G a t e k e e p e r s

Digital skills initiatives should include men and
boys in efforts to close the gender gap, as male
involvement is crucial for long-term success and
avoiding backlash.

Using innovative product concepts that
encourage men to support women in owning
mobile devices can increase the uptake of
women’s mobile phone usage. In India, Uninor’s
Project Sampark introduced a paired SIM
concept for couples to be used by women and
their partners, which allowed free calls between
the paired SIMs. The project increased the
number of women with mobile phones.

This approach also helps mitigate the risk of
intrahousehold conflict and gender-based
violence that may arise from women’s
smartphone ownership and usage. 

ii. Implement Gender-Smart
Digital Skills Training Programs

38



What Works? 

c .  C o m b a t  R e s t r i c t i v e  G e n d e r  S t e r e o t y p e s
a n d  S o c i a l  N o r m s

Gender stereotypes and roles linking men to
strong digital skills and women to reliance on
men can negatively impact women’s self-
perception of their ability. This is seen in studies
from Spain, Taiwan, and Jordan, where women
were viewed as less competent in ICT than men.

Linked to gender stereotypes, social norms and
gendered roles can prevent women from
acquiring digital skills and limit women’s access
to technology. 

Countering stereotypes can be achieved by
linking digital skills to feminine or neutrally
stereotyped fields, like creativity. It is also
important to reinforce the belief that skills can be
developed rather than being innate, which has
been shown to improve women’s performance in
tech-related areas.

d .  F a c i l i t a t e  A c c e s s  t o  R o l e  M o d e l s  a n d
M e n t o r s  

Sociocultural stereotypes affecting girls can be
mitigated when positive role models such as
mothers and female family members set positive
examples of technology use and encourage girls
to engage in tech-related studies and activities.

Competent female teachers and trainers enhance
girls' self-confidence in digital skills and inspire
tech careers. Studies show that female educators
and professors significantly boost female
students’ interest and performance in science,
technology, engineering, and mathematics
subjects.

Mentorship Programs: ICT mentorship programs
provide young women with role models and
support networks in the tech industry.
Additionally, peer-led mentorship boosts girls'
confidence and interest in computing.

ii. Implement Gender-Smart
Digital Skills Training Programs
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What Works? 

e .  P r o v i d e  T r a n s p o r t a t i o n ,  C h i l d c a r e ,  M e a l s ,
a n d  F l e x i b l e  S c h e d u l e s

Programs tailored for women often consider
location, transportation, and social norms, with
women-only classes and female trainers
important to encourage participation.

Avoid adding a double burden of domestic and
caregiving responsibilities by considering
women’s time constraints when designing
programs. Offer training in bite-sized chunks.

 
Scheduling is crucial. For example, classes for
stay-at-home mothers should be during school
hours and accommodate children or offer
childcare.

f .  P r i o r i t i z e  M o b i l e  L i t e r a c y

Most digital skills programs overlook mobile
training, despite it being the primary means of
Internet access. Emphasizing mobile skills
training could enhance digital access for women.

The widespread belief that “the Internet is not for
me” can be addressed by offering customers
skills training and supporting them to identify
why being online might be useful. 

Skills trainings, particularly those that teach
accessibility features of mobile devices, can also
have a ripple effect, where learners teach other
people what they’ve learned. This can increase
the learners’ learning retention and help them
support their networks of more low-income
women and people with disabilities. 

ii. Implement Gender-Smart
Digital Skills Training Programs
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What Works?

g .   I m p r o v e  O n l i n e  S a f e t y  a n d  S e c u r i t y  

Online violence against women and girls reflects gender
stereotypes and patriarchal norms in society. Women and
girls are increasingly targeted by threats through social
media, harassment, abuse, cyberbullying and revenge-
porn.

Women and girls face greater risks online due to lower
digital literacy making them more susceptible to
cyberattacks and privacy breaches. This can cause them to
hesitate about using digital technologies.

Enhancing digital and financial literacy, alongside
implementing safety measures and risk mitigation
strategies, can help reduce online risks for women.
Additionally, addressing gender inequalities and engaging
gatekeepers, household members, and policymakers is
essential for improving safety both online and offline.

ii. Implement Gender-Smart
Digital Skills Training Programs
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Part III: 

Designing
Women’s Digital
Literacy Programs
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Analysis of 100+ digital and financial
literacy programs being delivered to
women.

Through analysis, “design categories”
have been identified, to detail the
effectiveness of different program
features.

Each design category explores the
global evidence supporting it, as well
as good practices and promising
approaches currently being
implemented across the globe.

ii. Design
Framework 

A structured framework
to guide those designing
digital literacy programs
for women.
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DIGITAL LITERACY DIGITAL FINANCIAL CAPABILITY PROGRAMS
(SUPPLEMENTAL)

DESIGN
CATEGORY

1. DELIVERY CHANNELS

The different channels
through which content or
learning experiences are

delivered to learners.

2. INSTRUCTIONAL
APPROACHES

The manner by which
instructors and

learners interact with
one another to

enhance the learning
process.

3. LEARNING MODELS

The types of pedagogical
methods and strategies
that facilitate the actual

learning process.

4. WRAPAROUND
FEATURES

The holistic program
design features and

logistical mechanisms
that support and

facilitate the learning
process.

5. SECTOR-SPECIFIC
USE CASES

6. GENDER-INCLUSIVE
DIGITAL FINANCIAL

SERVICES

PROGRAM
FEATURES

Print Media (books,
articles, handouts,
flyers, newspapers)

Broadcast Channels
(television or radio)

Digital Channels (web,
video, interactive
voice response (IVR),
multimedia, mobile
applications, SMS)

Classroom-Based 

Group-Based 

Peer-Based

Training-of-
Trainers 

Learning-by-Doing

Bite-Size Learning

Gamification and
Edutainment  

Personalized Content

Nudges and
Behavioral
approaches

Mentoring

Community-Based
Interventions

Engaging
Gatekeepers

Providing
Transportation,
Childcare, and Meals

Entrepreneur-
ship and
Business Skills
Development
Programs

Social
Assistance
Programs 

Women-centered
Product and
Service Design

Women Agents

A Design Framework for Digital Literacy Programs
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Delivery
Channels

Global evidence on delivery channels
Large-scale randomized controlled trial conducted in Kenya
assessed the effectiveness of automated SMS-based
business training as part of the ARIFU SMS-based learning
platform (Fuchs et al. 2022).

Further research is needed to better understand if and how
digital delivery channels can effectively support women in
their basic digital literacy learning journeys. 

The different channels
through which content or
learning experiences are
delivered to learners.

Print media, including books, articles, handouts, flyers, or
newspapers; 

Broadcast channels, including television or radio; and 

Digital channels, including websites, videos, interactive voice
response (IVR), multimedia, SMS, and mobile applications. 

Delivery channels include:

45



 W e b

Website-based platforms
offer a flexible learning
environment with access
to diverse materials,
collaboration
opportunities, and
interactive features.

They can empower
learners to engage at their
own pace while fostering
interaction with peers and
instructors.

V i d e o

Audiovisual content
covering diverse training
topics utilizes visual
demonstrations and
engaging storytelling to
enhance learning,
accessible online or
through various platforms.

This approach captures
learners' attention and
makes the learning process
enjoyable, facilitating
better comprehension and
retention of information.

Delivery Channels

P r i n t  M e d i a

Toolkits, manuals, and
training curricula for
instructors predominantly
adopt a textual format,
which the instructors then
utilize in training programs.

Presenting content solely
in text-based formats
poses challenges for
women with lower levels of
digital literacy or who are
illiterate.
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Delivery Channels: Print Media

The GSMA Mobile Internet Skills
Training Toolkit is a set of free
resources for trainers to teach
people the basic skills to access and
use mobile internet. 

It uses a ‘train the trainer’ approach
and consists of short lessons
available in Portable Document
Format and video format that can be
easily adapted to local needs and
languages.

C a s e  S t u d y
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 W e b

Website-based platforms offer a
flexible learning environment with
access to diverse materials,
collaboration opportunities, and
interactive features.

They can empower learners to
engage at their own pace while
fostering interaction with peers and
instructors.

V i d e o

Audiovisual content covering
diverse training topics utilizes
visual demonstrations and
engaging storytelling to enhance
learning, accessible online or
through various platforms.

This approach captures learners'
attention and makes the learning
process enjoyable, facilitating
better comprehension and
retention of information.

Delivery Channels
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C a s e  S t u d y
Delivery Channels:Video

A collaboration between the World Bank, EQUALS Global Partnership, and
GSMA conducted a small-scale impact evaluation in Uganda, focusing on a
basic digital literacy training program for vulnerable women from host and
refugee communities. 

The program tested two training delivery approaches: one using animation
videos only on distributed smartphones, and the other supplementing the
videos with hands-on support from trained facilitators. 

The results showed promising outcomes, with 30 percent of participants from
the group receiving hands-on facilitation in addition to the videos
demonstrating basic smartphone functions post-training, compared to only 5
percent before the program. This was nearly double the success rate of the
group who learned with animated videos alone (16.5 percent). 

The findings suggest that different learning approaches, particularly those
incorporating video elements and hands-on support, can meaningfully
improve digital literacy among women.

Please click on the link
and scroll down to access

the videos. 
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I n t e r a c t i v e  V o i c e  R e s p o n s e  ( I V R )

IVR facilitates interactive communication
through voice commands and responses.

The system's structure ensures that
learners can select topics tailored to their
personal needs regardless of their
literacy level. 

Despite significant benefits, precautions
must be taken to address potential
safety risks associated with gatekeepers
assuming learners receive calls from
strangers. 

I n t e r a c t i v e  

Interactive elements promote
active participation and practical
learning, enriching the educational
experience.

Quizzes, games, and simulations
actively engage learners, assessing
knowledge, offering challenges,
and immersing them in real-life
scenarios.

Delivery Channels

50



C a s e  S t u d y
Delivery Channels: Interactive Voice Response

Hey Sister! Show me the Mobile Money’ implemented by
USAID and Strategic Impact Advisors, this IVR campaign
empowers women in Ghana, Uganda, Malawi, Rwanda,
Kenya, and Tanzania with digital financial skills. 

Featuring 25 interactive voice recordings, the campaign
covers various mobile money topics, offering informative
and visually appealing content. 

The audios, available in 16 local languages, showcase
everyday scenarios and transactions, enhancing women's
confidence in using mobile money services. 

The campaign effectively engages women through
relatable storytelling, making digital financial services
accessible and empowering. The video content and audio
is available in 16 local languages. 
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B r o a d c a s t

As well as for delivering digital
literacy training, broadcast
channels like television and radio
can also be utilized for educational
or edutainment purposes, such as
radio programs aimed at educating
children or adults. 

These delivery channels are mainly
used in relation to program
outreach and promotion efforts. 

A p p l i c a t i o n s  ( A p p s )

Mobile apps, a common online
channel, provide user-friendly
access to training content on
smartphones or tablets. 

Learners can easily navigate,
engage with modules, and
participate in activities through
these apps.

Learners often need to download
and install apps for access, though
many smartphones come with pre-
installed apps.

Delivery Channels
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C a s e  S t u d y
Delivery Channels: Mobile Applications 

The Knowledge is Power Initiative by the Vodafone
Egypt Foundation aims to enhance literacy in Egypt,
providing mobile and classroom learning
opportunities.

The initiative's Mobile Literacy App, available on
various devices, enables women to learn flexibly,
complemented by classroom sessions in community
locations. 

Since its launch in 2012, the program has
empowered over 360,000 people, with 70 percent
being women, offering improved literacy for
individual empowerment and economic
participation.
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O n l i n e

Online channels use websites or
internet platforms for access to
training program content. 

This offers flexibility and
convenience, allowing learners to
engage at their pace and location.

Online channels often include
features like quizzes, forums, and
video integration, enabling
administrators to monitor learner
progress.

S h o r t  M e s s a g e  S e r v i c e  ( S M S )

SMS, a widely used online channel,
delivers training content and
reminders to participants' mobile
phones. 

It's effective for providing bite-
sized information, engaging
learners interactively. 

Push notifications further enhance
engagement, serving as reminders
or updates on program objectives,
events, or deadlines.

Delivery Channels
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C a s e  S t u d y
Delivery Channels: SMS

The Self-Employed Women’s Association (SEWA) Rural
Distribution Network ‘RUDI’ program, launched in 2007,
empowers local saleswomen, known as "RUDI bens," to distribute
agricultural products in rural India. 

To overcome mobile literacy challenges, SEWA developed an
SMS-based mobile application, involving RUDI bens in the tool
development process. 

The application, optimized for feature phones, considered
literacy levels, using multiple-choice questions for ease of use.
Through workshops, manuals, and training, SEWA enhanced the
women’s skills, fostering effective communication and business
management.

In the pilot of 2,500 RUDI bens, 97% experienced customer
growth, demonstrating the program's success in leveraging SMS
technology to enhance women's livelihoods across seven
districts.
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Instructional
Approaches 

The manner by which
instructors and learners
interact with one another to
enhance the learning process.

Global evidence on instructional
approaches

A group-based approach, where digital training content was
supplemented by face-to-face support from a facilitator,
doubled positive outcomes in device ownership, skills,
confidence, and employment opportunities (Mboob et al. 2022). 

Peer-based learning is supported by an experimental study in
India, where women who attended a program with a friend had
enhanced outcomes.

Classroom-based
Group-based
Peer-based
Training-of-Trainers (ToT)

Instructional approaches include:
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C l a s s r o o m - B a s e d

Classroom-based delivery implies a
learning setting similar to schools or
training centers. It occurs in
dedicated physical spaces during a
set time with a instructor and
students. 

Instructors or trainers deliver content
in a lecture-style, teaching through
presentations. 

Participants actively engage by
attending lectures, participating in
discussions, completing assignments,
and applying knowledge and skills.

 G r o u p - B a s e d  A p p r o a c h e s

Group-based approaches are a
collaborative learning approach often
combined with a delivery channel.

A group is defined by both their shared
activities and their collective intention to
form a unit. 

Group-based approaches foster interaction
among participants and encourage
collaborative learning through activities.  

Trainers facilitate discussions and exercises,
guiding the groups by structuring the
program.

Instructional Approaches
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C a s e  S t u d y
Instructional Approaches: Group-Based Approaches

In 2020, the BRAC Shakti program began in rural
Bangladesh to empower women through digital
financial services.

It employed a gamification learning approach. Group
learning was found to be effective, leading to the
formation of supportive groups where women
learned together, shared experiences, and built
camaraderie.

These groups held regular discussions on saving
habits and household finances. 

The pilot phase, running for six months, reached
5,000 rural women in the Hoar region. Seeing
positive outcomes, the program plans to expand to
more regions. 58
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P e e r - B a s e d

Peers with advanced digital literacy
skills serve as effective role models
and mentors in this approach
utilizing the knowledge,
experiences, and expertise of their
community peers to facilitate
learning and skill development.

Women may find it more
comfortable to interact and learn
alongside peers who share similar
backgrounds and challenges. This
approach fosters a supportive
environment. 

T r a i n i n g - o f - T r a i n e r s  M o d e l

ToT employs a cascade approach,
training master trainers teaching
techniques and how to effectively convey
content. Trainers then pass on their
learning to the target audience, fostering
engaging and effective learning
experiences.

The cost-effectiveness of this method
explains its widespread use in training
and teaching. 

The risk of the declining quality of
training along the the delivery cascade
should be assessed. 

Instructional Approaches
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C a s e  S t u d y
Instructional Approaches: Peer-Based 

In Bangladesh, the (formerly Herfinance) RISE Digital
Wages program, led by BSR, Women's World Banking,
the Bill & Melinda Gates Foundation, and three
implementing partners, empowered women garment
factory workers to make person-to-person transfers using
mobile phones. 

Emphasizing peer learning, the program utilized hands-on
sessions during lunch and breaks on the factory floor,
facilitated by peer ambassadors. 

These ambassadors were trained and provide guidance
and ongoing support to their peers, fostering camaraderie
and trust among participants. 

By prioritizing peer learning, the program created an
empowering environment where women could learn from
each other's experiences and effectively utilize digital
financial tools.
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C a s e  S t u d y
Instructional Approaches: Training-of-Trainers Model 

The Gina Mata, Gina Al-Umma program, a World Bank initiative in collaboration with the
Digital Development Partnership (DDP) and the Human Rights, Inclusion and Empowerment
Umbrella (HRIE) Trust Fund (TF), aims to promote digital inclusivity and skills among
disadvantaged young women across six States in Northern Nigeria.

A key part of this activity is also to create a cadre of female trainers who can also serve as
role models within the community and ecosystem. 

Trainers received specialized training to deliver this curriculum effectively, empowering
young women with digital skills and rights awareness for economic empowerment and safer
online experiences. 

Partnering with private sectors, mobile operators, Nigeria's Universal Service Fund, and local
Non Governmental Organizations, the program integrates a rights-based curriculum,
addressing digital skills alongside women's and child rights, online safety, and social norms
training. 61
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C a s e  S t u d y
Instructional Approaches: Training-of-Trainers Model 

Please reach out to
receive access to the
video highlighting the

Training of Trainers
Program 

‘Gina Mata: Gina Al-
Umma’ 

62



Learning
Models

Global evidence on learning models
Edutainment was proven an effective learning model by a
study in South Africa, which found viewers of a soap opera
with financial messages had improved financial literacy.

SMS campaigns with behaviorally informed language were
shown to increase the likelihood of recipients engaging in
healthy financial habits in a World Bank study in East Africa. 

In Pakistan, an intervention sending customized, encouraging
SMS messages to encourage users to invite women resulted
in a 64 percent increase in new female customers. 

The types of pedagogical
methods and strategies that
facilitate the actual learning
process.

Learning-by-Doing
Bite-Size Learning
Gamification and Edutainment
Personalized Content
Nudges and Behavioral approaches

Learning models include:
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B i t e - S i z e  L e a r n i n g

Bite-sized learning breaks down training
program content into small, digestible
pieces.

Information is structured into simple and
understandable messages for easy
comprehension and retention.

Learners focus on one concept at a time,
gradually building understanding and
skills.

This method reduces cognitive overload,
enhancing learning effectiveness and the
overall experience.

P e r s o n a l i z e d  C o n t e n t

Tailoring content to women's needs
enhances reception and engagement,
particularly when targeting women as
the intended audience.

Incorporating relevant details like
characters, environments, and
languages that resonate with women's
lives.

Customization ensures training content
aligns with women's experiences and
needs in digital and financial domains,
making the training content more
relatable and meaningful.

Learning Models
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C a s e  S t u d y
Learning Models: Bite-Sized Learning 

The GSMA Tiga Rwanda Pilot for the Mobile Internet
Skills Training Toolkit trained sales agents who
delivered digital skills trainings to customers at the
point of sale. 

The number of times that the sales agent trained each
customer varied, as some customers came back
multiple times to learn new information or recap on
previous lessons.

The learning content was delivered in several sessions
and varied depending on the existing digital literacy
levels of customers. 

Customers ask for ongoing training from sales agents
on a wide range of platforms and functions. Customers
often return to the sales agents to learn more about the
Internet after the basic training. 65
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C a s e  S t u d y

This IVR campaign features the four different global archetypes
of women based on the findings of the “Women and Money”
program by IDEO.org and the Gates Foundation. 

Personalizing the content allows listeners to fully immerse in the
stories, while identifying and engaging with the learnings. 

The IVR series follows the story of Annette, who is expecting her
first child with her husband Kingsley. Kingley is the primary
breadwinner in their household.

Annette has periodic work as a cleaning lady, which she does
when her family's financial situation demands it. While Kingsley
makes decisions in their home, he supports Annette's interest in
learning about digital financial literacy. Annette is a member of a
savings group, has access to a feature phone, but is unbanked
and hasn't used mobile money yet.

Learning Models: Personalized Content
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Instead of passively receiving information, learners are
encouraged to apply their knowledge through hands-on
exercises, simulations, or real-world scenarios.

Direct experience enhances understanding and
problem-solving.

Active engagement improves retention of information.

Develops critical thinking skills for real-life application.

L ea rn i ng-by-Do i ng

Learning Models
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C a s e  S t u d y
Learning Models: Learning-by-Doing

The RISE Digital Wages program in Bangladesh, led by
BSR, Women's World Banking, and the Gates Foundation,
empowered women garment workers to make
independent person-to-person transfers using mobile
phones. 

The learning-by-doing approach emphasized the
convenience of digital transfers, with trainings conducted
at appropriate times in workers' salary payment schedule. 

Targeting women who withdrew their full salary, the
program aimed for recurring engagement. It instilled
confidence in women to perform transfers independently,
achieving comfort within just two transactions.

To address limited digital literacy, visual aids were used,
and peer ambassadors provided hands-on guidance. 
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N u d g e s  a n d  B e h a v i o r a l  A p p r o a c h e s

Behavioral design aims to make desired
actions appear the obvious and preferred
choice.

Methods like SMS messaging, reminders,
and default options guide individuals
towards beneficial decisions.

Behavioral design is cost-effective, enabling
scalability and reaching a large user base. 

Clear communication is crucial for
successful implementation, as unclear
messaging may cause confusion and erode
trust.

E d u t a i n m e n t  &  G a m i f i c a t i o n

This approach incorporates storytelling forms
like comics or telenovelas to deliver content in
a fresh format.

The objective is to enhance attention, recall,
and learning outcomes by making information
delivery entertaining and captivating.

Gamification utilizes game design principles to
make learning interactive and enjoyable.

Challenges, rewards, and competitions
motivate learners and enhance their
participation.

Learning Models
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C a s e  S t u d y
Learning Models: Edutainment and Gamification 

Edutainment refers to the combination of
educational content with elements of
entertainment, creating an enjoyable and
engaging experience for users.

ONOW Myanmar’s program supports learners to
engage with digital financial services and increase
their confidence through its chatbot and
animated learning series. 

After watching the video series, learners are
connected to the digital app to test the learned
content. The test is designed to be completed in
45 seconds and covers topics raised in the
animation. 

Please follow the link to access
the short animated video is

shared on the website
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Wraparound
Features

Global evidence on wraparound features
A study examined showed that exposure to same-sex STEM
experts significantly improved women’s self-concept,
attitudes, and motivation toward STEM careers.

Programs targeting gatekeepers also show promise. The
Bandebereho intervention for couples in Rwanda led to
improved shared caregiving and communication.

World Bank interventions providing women entrepreneurs
with services such as childcare and transportation in Pakistan
and Nigeria resulted in stronger business success.

The holistic program design
features and logistical
mechanisms that support
and facilitate the learning
process.

Mentoring and Role Models
Community-Based Interventions
Engaging Gatekeepers
Providing Transportation, Childcare, Meals, and Flexible
Schedules

Wraparound features include:
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C o m m u n i t y - B a s e d  I n t e r v e n t i o n s

Involving community members and
influential individuals in planning,
implementation, and evaluation
ensures program relevance and
responsiveness to community needs.
This approach recognizes the value of
community knowledge and
experiences. 

This approach fosters ownership and
participation, empowering community
members in decision-making. It aligns
the program with cultural norms and
values, addressing social barriers
hindering women's participation. 

E n g a g i n g  G a t e k e e p e r s

Gatekeepers refer to individuals (family,
leaders, religious figures) who have
authority or influence over women's
decisions and access to resources.

Gaining their endorsement is vital in
overcoming barriers that might hinder
women's involvement in digital literacy
programs. 

By addressing their concerns and
showcasing the program's advantages,
we can strive towards breaking down
gender norms and fostering an inclusive
environment that empowers women.

Wraparound Features

72



M e n t o r i n g  a n d  R o l e  M o d e l s

Mentors can play a crucial role in
boosting women's interest,
confidence, and intention to pursue
various fields of study or professional
development opportunities. 

Mentorship programs that are
specifically designed for women can
have a considerable impact in
improving women’s learning
outcomes.

Role models can inspire women to
explore and pursue training in areas
traditionally dominated by men.

P r o v i d i n g  T r a n s p o r t a t i o n ,  C h i l d c a r e ,  M e a l s ,  a n d
F l e x i b l e  S c h e d u l e s

When designing training programs, it is
crucial to consider the physical and
logistical barriers that may prevent
women from fully participating. 

Women often face additional
responsibilities, such as caregiving, and
incorporating support mechanisms into
programs ensures equitable access.

These elements help alleviate the
logistical burdens that women might face,
enabling them to focus on learning.

Wraparound Features
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C a s e  S t u d y
Wraparound Features: Mentoring

In Rwanda, the Digital Opportunities Trust and
EQUALS’ Digital Skills for Business program
recruited Digital Champions, who acted as
mentors for young female entrepreneurs.

By placing young women at the center of the
digital transformation in their communities, the
program aimed to highlight their potential as
innovators, leaders, and mentors, showcasing the
transformative power of their leadership. 

During the pilot young women reported feeling
more comfortable learning how to use technology
when the training was conducted in group
settings with other women who have similar
backgrounds, educational levels, and familiarity
with technology, making it easier for them to
relate to one other.
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DIGITAL FINANCIAL CAPABILITY PROGRAMS (SUPPLEMENTAL)

5. SECTOR-SPECIFIC USE CASES
6. DIGITAL FINANCIAL

SERVICES DESIGN FEATURES

Entrepreneurship and Business Skills
Development Programs

Social Assistance Programs 

Women-centered Product and
Service Design

Women Agents

Digital
Financial
Capability
Programs
(Supplement)
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Sector-
Specific 
Use Cases

Sector-specific digital financial
capability programs primarily target
women through entrepreneurship and
business skills trainings, or as
components of social protection
programs. 

These examples leverage relevant use cases, in
which the skills or knowledge being taught have
direct applicability and benefits for the
participants.
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E n t r e p r e n e u r s h i p  a n d  B u s i n e s s  S k i l l s
P r o g r a m s

Participants can unlock growth and
sustainability opportunities by leveraging
digital platforms effectively.

Business and entrepreneurship programs
are essential for building digital financial
capability.

They provide comprehensive training on
various digital finance aspects like mobile
banking and online payment systems.

 Digital tools enhance financial literacy and
streamline business operations.

S o c i a l  A s s i s t a n c e  P r o g r a m s

Social assistance programs frequently
integrate digital financial capability
training into their support packages.

Some programs offer financial assistance,
like cash transfers, alongside specialized
women's digital financial skills training.

With these initiatives, women learn to
manage finances using digital platforms.

These programs aim to improve financial
literacy, decision-making, and overall
financial well-being among women.

Sector-Specific Use Cases
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C a s e  S t u d y
Sector-Specific Use Case: Business Skills Programs 

Pro Mujer in Nicaragua provides financial literacy
training via a mobile app for female entrepreneurs.

Initially, many lacked email accounts to access the
app, prompting Pro Mujer to launch campaigns
promoting digital literacy and email creation.

 The aim is to empower women by improving their
internet skills for business opportunities, though
many had limited computer proficiency. 

To address this, Pro Mujer started with basic digital
training before advancing to more complex
modules. They offer Internet access and digital skills
training in their centers, but faced challenges with
smartphone sharing among women. 

To solve this, Pro Mujer introduced a loan product to
finance cell phone purchases for clients.
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C a s e  S t u d y
Sector -Specific Use Case: Social Assistance Programs

In 2017, the BOMA pilot project in Kenya aimed to lift ultra-poor
households out of extreme poverty through interventions including
cash transfers, business and digital financial literacy training, health and
savings support, mentoring, and life skills training. The project was
integrated into the government's social protection systems. 

A total of 1,526 women graduated from the program, utilizing SMS
financial literacy training. Among 1,600 participants, 1,350 were part of
group businesses, while 250 operated solo. Partcipants ‘graduated’
from the program when they met specific criteria including self-
sufficiency and resilience. 

Local mentors and community-based trainers provided technical and
life skills training, utilizing voice recordings of trusted mentors. This
approach significantly increased mobile money usage, doubling its
adoption rate and demonstrating the program's potential to lift
households out of extreme poverty. 79

https://boma.ngo/where-we-work/
https://boma.ngo/where-we-work/


Gender-
Inclusive
Digital
Financial
Services 

By introducing women-centered
services and products and training
female agents to cater specifically to
women, digital financial service
providers aim to increase women's
access to and utilization of digital
financial services.

Digital financial service providers have recognized the
need to bridge the gender gap in digital financial usage
and have taken proactive steps to develop targeted
digital financial capability programs for women. 
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W o m e n  C e n t e r e d  P r o d u c t s  a n d  S e r v i c e s

Mobile operators address low digital
literacy, aiming to bridge the digital divide
and empower individuals, especially
women.

Efforts include designing and launching
products and services tailored for women
to enable them to fully participate in the
digital economy.

Tailored offerings feature affordable data
plans, user-friendly mobile apps, and
accessible value-added services.

W o m e n  A g e n t s

Women agents play a key role in serving
underserved customers as they tend to reach
more marginalized communities than male
agents, particularly in rural areas. 

Several studies show that women agents can
outperform their male counterparts on key
performance indicators, provided that their
challenges are addressed with appropriate
support from both public and private sectors.

Customers are shown to prefer an agent of their
own gender, with female customers being 7.5
percentage points more likely to transact with a
female agent than a male one.

Gender-Inclusive Digital Financial 
Services 
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C a s e  S t u d y
Gender-Inclusive Digital Financial Services: Women-Centered
Products and Services

The Vodafone Idea’s Sakhi is a mobile-based
safety service that addresses gender-based safety
concerns and removes some obstacles that
women in India face in owning and using mobile
phones.

Features include an emergency alert that informs
pre-saved contacts about the user’s last location
and a private recharge option that blocks mobile
agents from obtaining the phone number. 

The research showed community leaders and
gatekeepers seemed to approve and appreciate
the service, once made aware of the service and
the convincing narrative of the importance and
shared responsibility of women’s safety. This
approval also extended to supporting women’s
ownership and use of mobile phones.
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C a s e  S t u d y
Gender-Inclusive Digital Financial Services: Women Agents

UN Women, with The Orange Foundation and the
National Peace Hut Women of Liberia, launched a
program (2022-2023) to empower women through
digital innovations, promoting gender equality. 

A key aspect of the program was a six-month in-
person digital literacy training program. Rural
women benefit, by attending classes at two
dedicated digital centers, enabling access to
information and markets. 

Following the training, over 70 women secured jobs
with Orange as agents and through the offered
capacity trainings an additional of 700 women were
trained and learned how to manage mobile money
accounts. 
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Part IV: 

Additional
Resources
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Curricula
Examples
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CURRICULA 

DESIGN CATEGORY 1. TECHNICAL SET-UP
2. APPLICATIONS &

SERVICES
3. MOBILE MONEY 4. SAFETY & SECURITY 5. RESEARCH DESIGN

LEADING USE CASES Understanding
phone features

Setting up the SIM
Card and PIN Code

Understanding the
Internet

Installing and navigating
Apps (Messenger etc.)

Sending & Receiving
Phone Calls

Sending & Receiving
SMS

Sending voice messages

Financial Education

Understanding Mobile
Money

Installing your Mobile
Money Application

Interacting with Mobile
Money Agents and
Services

Phone and PIN Safety

Safety and Privacy
Settings

Understanding the Internet

Installing and navigating Apps
(Messenger etc.)

Sending & Receiving Phone
Calls

Sending & Receiving SMS

Sending voice messages

A Design Category Framework for Digital Literacy Programs
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How to make and receive phone calls?
How to use video calls on Whatsapp?
How to install apps and understand their benefits ?

Applications and Services

The video format allows learners to pause,
conduct the activities or continue at a more
convenient time. 

This video is part of the GSMA Mobile Internet
Skills Training Toolkit, and provides animated
set-by-step instructions on how to use video
calls on WhatsApp.

Using short animated videos to
explain how to make a phone call,
and how to add and save a contact.

 
This allows learners to focus on the
voice and animation to learn the
task. 

This UN Capital Development
Fund toolkit provides a step-
by-step guide for facilitators
and explains, with illustrations,
how to make a phone call, send
messages and set up voice
recording. 87
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M a n u a l s
Financial education curricula can be taught by using
manuals, step-by-step guided instructions with trainers
or through mobile applications. 

However, it is important to align the resources and
materials with the financial capability levels of learners. 

V i d e o s  &  A n i m a t i o n s

Mobile Money
How to teach (digital) financial education ?

Mobilizing Myanmar uses video-based animations to
educate learners on their journey to use Mobile Money. 

88

https://www.uncdf.org/article/8301/a-financial-digital-literacy-toolkit
https://www.mobilizingmyanmar.org/


A u d i o  &  I V R

Using IVR supports learners to listen to the audio
content and engage with the learning activities
at their own pace and when convenient. 

The highlighted IVR solution (Hey Sister! Show
me the Mobile Money!) provides learning content
as audio files in several languages that can be
dowloaded for free. 

C h a t b o t s

Mr Finance is a Chatbot via Facebook Messenger
to teach users about financial management. In
the gamified novel users follow the journey of a
women starting her business.

Mobile Money
How to teach (digital) financial education ?
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V i d e o s  &  A n i m a t i o n s

This video is part of the GSMA Mobile Internet Skills
Training Toolkit, and provides a video explaining how
to open a Mobile Money Account. 

Using short, comprehensive and engaging videos, with
animations, allows learners to better understand the
content and apply the lessons on their own phones. 

S h o r t  A s s e s s m e n t s

Conducting a short assessment after each
session can help learners to retain the new
knowledge and support trainers in identifying
areas of difficulties for learners. 

Mobile Money
How to install Mobile Money Applications?
How to interact with Mobile Money Agents and Services?
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T r a i n i n g  E x c e r c i s e s
During training sessions, main concerns related to the
dangers and mistakes of mobile money use must be
addressed and appropriate safety measures shared. 

The International Organization for Migration Toolkit
provides learning content (including a comic series and
activity cards) on teaching and conveying digital
protection and safety measurements. 

T e s t i n g  l e a r n i n g

Safety & Security
How to keep your Mobile Money account safe and protected?

After watching the video series, learners are connected
to the digital app to test their learning. The test is
meant to be completed in 45 seconds and covers topics
raised in the animation. 
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Program
Dashboard
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Access
Annex here 

Appendix A: Global Mapping of Programs 

Table with summaries of 150+ digital and financial literacy programs.
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Click to read the
report in full.
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Would you like to share promising
approaches to advance women’s digital
literacy & digital financial capabilities? 

Or do you have any questions? 

Alicia Hammond 
ahammond@worldbank.org

Rim Melake 
rmelake@worldbank.org
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