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Research Participants

Respondent Groups
Number of 

respondents

Women entrepreneurs 31

Women operating home-based business 12

Employed Women (working government, 

private sector, NGOs etc)
19

Other (retired, unemployed or student) 14

Men (including entrepreneur, student, 

retired or employed)
47

Total respondents 123



Traditionalist

o The traditionalist conducts smaller home-based businesses so 

as not to detract from her familial responsibilities and  stays within 
an industry that is deemed an acceptable business or profession 
(Kindergarten, teaching, nursing, salon, cooking and/or cleaning) if 
she works. She has children and has attended high school.

o She has low trust in formal financial institutions and sees them as 
unnecessary or haram. 

o Traditionalists tend to be influencers themselves both within their 
families and  their community and often serve as community 
gatekeepers of information. 

o The traditionalist tends to be compliant and adhere to many of
the norms and often perpetuate the norms into future generations. 



Pragmatic Provider

o The pragmatic provider is married with a medium income 

level. She has children. She was put into the role of an 
entrepreneur out of necessity but is now exceling in her business. 

o She is somewhat financially capable but has not been encouraged 
to be a financial decision maker within the household. 

o Now that she earns an independent income she wants to avail 
financial services, starting with opening a bank account, but is 
limited by her own confidence, education and norms around her 
opening an account. She would only go to a bank to learn about 
the products and services with someone she trusts and would only 
be interested in products that are Sharia compliant. 

o She is cost and price sensitive and would be open to look at better 
priced services at a non-Islamic Bank.



Striver

o The striver tends to be early in her marriage or even single. She has been 

educated at university, is employed,  skilled and knows how and where  to 
access information. She is medium to upper income and is capable of 
making financial decisions but not encouraged by her husband or family. 

o She manages her money from her salary mostly un-noticed by her family. 
She is cautious and calculated in her risk tolerance, but willing to take risk to 
attain her goals. 

o She prefers starting with opening a bank account for savings and would 
prefer products that are Sharia compliant. Her husband believes she should 
not have a private account. She is technologically savvy and uses online tools 
such as purchases and payment services, and has experience with money 
transfers.



Entrepreneur

o The Driven Entrepreneur is self employed, earning her own income 

and has established herself as a business owner and leader in the 
community. She may be married or divorced, as her marital status is 
irrelevant once she is an established business owner.

o She is not only financially capable but making most of the financial 
decisions as it pertains to her business and household. She sees the power 
and potential of a range of financial services and  has become more trusting 
in banks. She manages her income and expenses effectively and avoids 
taking on additional debt in the form of credit, though this is from a deeper 
desire to protect her business as she does not want her business to fail.

o At times, she has been perceived as a threat to men as she is seen as too 
autonomous and a threat to women as she is perceived as too confident. 

o The entrepreneur themselves can be influencers, but do feel the influence 
of the community at large in particular at the onset of her business. 



Traditionalist

Savings: in gold or in other informal 
entities like savings association 
(Jumiyat).

Investment: into a business 
or buying shares into a 
property. 

Islamic financial services: She 
believes strongly in Islamic finance 
principles and would only go to a 
bank to avail murabaha (cost plus 
financial product). 

Name: Dania

Age: 45 

Marital Status: Married

Education: High School degree

Income level: Low to middle income level

Employment status: Small home-based 
business making macramé, allows for 
flexibility to tend to family needs

Children: Yes

Access to information: Through her savings 
association or other trusted members of the 
community, male members of her family

CURRENT USAGE OF FINANCIAL SERVICES



Traditionalist

“If a woman decided to take a loan 
without her husband’s consent or with 

interest, then people might not deal with her 
(won’t buy her products) or visit her business. 

“Why would I want to manage a bank 
account?  I don’t want to learn, that’s why 

I have a husband—he should do 
everything.”



Traditionalist FINANCIAL DECISION MAKING AND AGENCY

Dania has low to no financial decision 
making power or agency. She expresses 
that she has little interest in making 
decisions as it impacts the household, 
but this is due to influencers such as 
husbands and community at large. 

KEY INFLUENCERS 

1. Mother-in-law (Even if the MIL is no 
longer present her influence continues 
and perpetuates into future generations)

2. Husbands

3. Community 

MOTIVATIONS FOR USING FINANCIAL SERVICES  

Dania would use financial services if needed for her 

family, but the service must be Sharia compliant. 

She would use services like murabaha in this 

instance. She does have strong feelings about 

inheritance and her ability to leave her wealth to 

future generations. She looks to products like 

musharakah (partnership venture with joint profit 

and loss). She does like to participate in a jumayiat

(rotating savings group) for social interaction and to 

have some sort of safety net. 

The traditionalist not only adhere to, but perpetuate norms around 
women’s roles as caregivers and will use her power as an influencer herself to 

enforce the consequences or sanctions if norms are broken in her views. 



Traditionalist PAIN POINTS

Dania has low agency to access information on banking 
services and low confidence on being able to manage 
accounts and finances in particular any digital services. 
This in turn makes her more dependent on others with 
regards to finances. 

FINANCIAL DECISION MAKING AND AGENCY

As an influencer, she strongly perpetuates the norm 
that women should not run their own businesses, nor 
have assets against their own name. Running their 
own business could distract them from their caregiver 
responsibility and could upset the dynamic of men 
being the provider. This serves as a critical barrier to 
women being able to access credit or loans to start 
any business ventures.

ACCESS AND USAGE OF FINANCIAL SERVICES  

Dania sees financial products as haram 
and either should not be used or should 
only be availed at an Islamic bank. 
Financial services are to support the 
household or husband, if using any 
services they must be sharia compliant. 
She does utilize a rotating savings 
association for a social outlet and will 
invest money into investment that can be 
inherited by children.

The traditionalist expects the norms around women as primary caregivers and most of 
the women that surround her follow this norm. She adheres to and expects those in her family 
and friends to not utilize services that bear interest nor should women have financial privacy.



Traditionalist

OPPORTUNITIES

Traditionalists serve as influencers in the 
community and within the family. They serve as 
sources of information, and model behaviors 
that could encourage their daughters or 
daughters-in-law to  start to adopt new 
financial behaviors. They can also serve as a 
new market segment with targeted products 
and communications strategies from the banks. 

Traditionalists can start on the trajectory 
towards well-being and capturing 
opportunities through building financial 
resources. 

OPPORTUNITY QUESTIONS

1. How might we use traditionalists to 
shape and shift perceptions around 
women’s access and usage of 
savings? Digital services? Investment?

2. How might this persona be leveraged 
as an information pathway in the 
future? 



Traditionalist

RECOMMENDATIONS FOR PRODUCTS

o Savings accounts (gold or silver)

o Murabaha (cost plus)

o Musharakah (partnership with 
sharing of profit & loss)

ENTRY POINT FOR ENGAGEMENT

o Targeted information campaigns through 
trusted local organizations or though 
jumiyat on banking services. 

o Incentivize them in their influencer role by 
providing information and incentivize 
(discounts at popular stores) to discuss with 
their husbands and family on banking 
services.

o Provide clear messaging on Sharia 
compliant products and services and what 
is and is not considered haram.



Pragmatic Provider

No current use of 
financial services, but 
has interest in a bank 
account. 

Name: Hanan

Marital Status: Married

Education: Grade school

Income level: Medium income level 

Employment status: Owns home-based kitchen and car 
service

Children: Yes 

Access to information: Receives information through 
services linked through an NGO or trusted group in the 
community, also through social media, friends
and family

No current use of financial services

CURRENT USAGE OF  
FINANCIAL SERVICES



Pragmatic Provider

“If the woman starts making 

money while they are married, the 

man will not feel needed . It is the man’s 

job to make money, if the wife makes 

more money than he does, then the

man thinks she does not need him”



Pragmatic Provider
FINANCIAL DECISION MAKING AND AGENCY

Hanan has moderate financial decision 
making power and her agency has evolved 
over time as her confidence has increased 
with her business and her husband’s reliance 
on her as the primary income earner. She 
has a desire to increase her decision making 
capabilities, but will do so slowly and with 
someone she trusts.  

KEY INFLUENCERS 

1. Husbands

2. Community 

MOTIVATIONS FOR USING FINANCIAL SERVICES  

While her view was that her husband should be the 

provider, they must work around this norm for their 

family livelihood. Hanan has moved into the role of 

primary income earner with her restaurant and car 

service business. Her business and demand for her 

services have grown requiring her to need more 

assets. She would like a safe place to save to be able 

to acquire new assets for her kitchen and transact 

as it related to her business finances. 

The Pragmatic provider had followed the norm on her role as a caregiver,
however there has been a shift as she has moved into the role of provider. Influencers 

have begun to relax some of these norms due to Hanan’s family’s current situation. 



Pragmatic Provider PAIN POINTS

Hanan would like to learn more about financial services but 
her low self confidence and comfort to access information 
inhibits her.  She is aware of financial services that could be 
appropriate for her but will rely on friend or trusted source 
within the community to secure information on products 
and services or go with her to a bank to get information. 

INFLUENCER IMPACT ON ACCESS AND USAGE

1. Husbands (strongest)—Her husband expects his wife to 
follow the norm that she should have not have financial 
privacy nor any assets to her name, however he is not 
able to enforce this.

2. Community (strong)—beginning to see her as a viable 
business owner and relaxing norms on usage of financial 
services

ACCESS AND USAGE OF FINANCIAL SERVICES  

Hanan sees the importance of financial 
services to run her business and protect her 
business finances. She sees the utility in a 
bank account to transact in, but is risk adverse 
and does not want to take a loan. If she sees 
an opportunity, she would be willing to take a 
loan but feels it should be a sharia compliant 
product, though Hanan would look at what is 
the best priced service. 

The pragmatic provider is willing to break some norms to benefit her business and her 
family. As she is gaining confidence as a entrepreneur she is willing to take more risk and may 

consider breaking or working around norms such as acquiring assets or taking a loan that

does bear interest if the service provides better terms and conditions.



Pragmatic Provider

OPPORTUNITIES

Pragmatic providers can serve as a model or 
influencer with their enterprises and within her 
community. As she becomes more successful in 
her business other men will see her as a model 
for what their wives could do as well. 

Pragmatic providers are progressing towards 
well-being through capturing economic 
opportunities and starting to think about how 
to protect business assets through building of 
financial resources and starting to build 
human capital. 

OPPORTUNITY QUESTIONS

1. How can pragmatic providers be 
used to influence men’s perceptions 
of women business owners?

2. How can partner FSPs develop 
strategies and models to better 
engage the PP and her network?



ENTRY POINT FOR ENGAGEMENT

o Bank relationship managers—both 
commercial and Islamic Banks have 
someone who is trained and able to 
engage with clients on products

o Clear messaging—on products and 
services including pricing

Pragmatic Provider

RECOMMENDATIONS FOR PRODUCTS

o Targeted information campaign into 
communities with appropriate cost 
information on services

o Basic transactional account with low fees

o Incentive scheme for referrals

o Ijarah (Sharia compliant leasing product)



Striver

Credit cards: Has used 
credit card

Digital services: Money transfers, 
online bill payment and online 
purchases

Savings: In gold with family

Name: Fatima

Age: 33

Marital Status: Single

Education: College degree

Income level: Medium to upper  income level

Employment status: Works at a local NGO

Children: No

Access to information: Receives information 
from social media, radio, friends and colleagues 
or would go to a bank to get information 
directly. 

CURRENT USAGE OF  PRODUCTS



“No one should say there is no 
work, it is an issue of women 

holding themselves back.”

“Men think that entrepreneur women 
or working women are contagious—

they don’t want their wives to hang out 
with women entrepreneurs.”

Striver



Striver
FINANCIAL DECISION MAKING AND AGENCY

Fatima has a strong sense of financial decision 
making capabilities but her sense of agency is not 
strong. She did build her understanding around 
terms and conditions after having some issues 
with using a credit card, so she wanted to ensure 
she did not make financial mistakes again. She 
believes in making joint decisions with her family, 
but does conceal how much money she makes for 
fear of losing financial decision making power and 
independence. 

KEY INFLUENCERS 

1. Family (mother and brothers in particular)
2. Community (friends)

MOTIVATIONS FOR USING FINANCIAL SERVICES  

Fatima contributes a portion of her salary to her 
family for bills and food, however she is goal 
oriented and wants to save money to enhance 
her training for future employment or future 
entrepreneurial ventures. She conceals her 
monthly salary amount so she is able to put a 
portion aside for her own savings. She would 
prefer to do this with a bank, but is fearful that 
someone may see her going into the bank and 
therefore keeps it hidden at home. 

While family is one of the striver’s highest priorities, they also serve as one of the 
largest influencers that women should not own a business and women cannot fail in business. 

The striver is pushing against some of the stronger norm barriers around financial privacy, 
as she sees the benefit outweighing the consequence to attain her goal.



Striver PAIN POINTS

She often feels that if she were to open an account it would need to 
be in her brother’s name, and is fearful that having a private account 
could be misconstrued as not being honest with her family and 
sharing her salary. Her mother is very influential  and she chooses 
not to share how much her monthly salary is with her family.

While she knows where to access information she is fearful of going 
into the bank and possibly being taken advantage of as she 
had a previously bad experience with credit cards. She is also worried 
that people within the community will see her and tell her family. 

INFLUENCER IMPACT ON ACCESS AND USAGE

Family (Strongest)—Fatima is fearful of her family’s sanctions if 
they were to find out about her account, however her friends 
(weak influence) have encouraged her to continue to save for her 
goal and have influenced her positively to push against this norm.

ACCESS AND USAGE OF 
FINANCIAL SERVICES  

Fatima sees financial services as 
a means to an end for goal 
attainment and wants to open a 
basic account that allows her to 
save safely and a layer of financial 
privacy. She would like to have 
online services as she feels that 
this would aid in her privacy but 
nothing on her mobile. 

The striver does not adhere to the financial privacy norm and allows the norm 
around failure to inhibit her ability to interact with a financial institution. 



Striver

OPPORTUNITIES

Strivers can serve as a model for planning and 
having a vision or goal if taking measured and 
calculated steps over time. Strivers can have 
positive influencers and in turn can turn into 
a positive influencer on pushing norms that 
aid in attaining a goal. 

The Striver is earlier in her journey toward well-
being by planning how to capture economic 
opportunities. She sees the power that both 
investing into human capital as well as building 
financial resources can play for her. 

OPPORTUNITY QUESTIONS

1. How might we use the striver to 
shape or shift perceptions around 
women’s access and usage of financial 
services to achieve employment or 
entrepreneurial goals?



ENTRY POINT FOR ENGAGEMENT

o Promote privacy of products—financial 
service providers who can ensure account 
privacy and potentially cross-sell future 
products and services as she builds her 
confidence and trust in the bank 

o Financial education/messaging on 
product and services and managing debt 

Striver

RECOMMENDATIONS FOR PRODUCTS

o Savings account where she can 
opt out of receiving messages
from the bank

o Savings in gold or silver

o Term deposit accounts

o Online banking services



Entrepreneur

Loans

Investment into other 
businesses

Insurance for business

Online services (payments and 
transfers)

Leasing products (could be in 
the form of Ijarah) but willing 
to evaluate which FSP has the 
best terms and conditions

Name: Rania

Age: 41

Marital Status: Married

Education: University

Income level: Upper to high income level

Employment status: Entrepreneur in restaurant 
business

Children: Yes

Access to information: Goes to a bank to get 
information directly and has an established 
relationship. Also through social media and groups. 

CURRENT USAGE OF  PRODUCTS



“If a woman is an entrepreneur, the 
whole community scrutinizes every move 
of hers—they look for issues with the way 
her kids are raised, with her house looks, 
etc. even if the husband is okay with his 

wife working, this pressure from the 
community may change his mind”

Entrepreneur



Entrepreneur

FINANCIAL DECISION MAKING AND AGENCY

Rania is the primary financial decision maker as 
it relates to her business, anything that relates 
to the household is done jointly. She sees the 
importance of women having their own 
accounts to enable them to have their own 
financial independence. 

KEY INFLUENCER 

1. Community

MOTIVATIONS FOR USING FINANCIAL 
SERVICES  

Rania uses financial services to advance her 
business ambitions, to transact her business 
finances and to safely save for her children’s 
education. She also wants to grow and 
expand her business to further prove that 
she will not fail and that women can own 
large businesses. She sees the importance 
of using insurance to protect her business 
assets but not for her home. 

Rania has pushed on, worked around, through and had been willing to break norms that 
impeded her business venture and risked income that may be earned for her family. Norms around the 

role of women as caregiver and provider and that women should not fail nor own a large business,  
previously served as strong norms, over time the negative consequences have reduced. 



“Men have really changed their views on 
women and work since being away from 
Syria, the surrounding environment and 

family pressures—men take care of 
children, help out at home, women are 

starting more businesses; they have been 
forced to this but women have seen the 

positive change”

Entrepreneur



Entrepreneur PAIN POINTS

Rania is sometimes challenged by getting the 
right information on services from the bank 
when she wants to select the services to meet 
her financing needs. She often feels she is being 
“upsold” on services and wonders if it is 
because she is a woman. 

INFLUENCER IMPACT ON ACCESS AND USAGE

Community (Weakest): Rania still seeks the 
respect of community members and is cautious 
who she shares information about her business 
with. She is very cautious about the bank 
information she gets as she does not want to 
appear to make poor financial decisions. 

ACCESS AND USAGE OF FINANCIAL SERVICES  

Rania will use banking services to keep her 
business and personal money separate. She 
would prefer services that are online as that 
helps to keep things separate and the ease and 
efficiency that banking services provide in her 
day-to-day life. 

In the case she would need a loan she would 
prefer to go to a commercial bank as the rates 
are better than an Islamic bank in her view. 

Rania serves as a norm breaker pushing on the community and familial assumptions 
that women must adhere and follow the 8 identified norms. Since she has become successful, 

men within the community and her family value her opinion on financial services and 
see her as having a strong business acumen. 



Striver

OPPORTUNITIES

Entrepreneurs can serve as a powerful agent 
of change and could become an influencer 
within the community. She can be seen as a 
first mover for friends and family who observe 
her account opening and active usage of 
services as well as a successful business owner. 

The Entrepreneur continues to work on 
building financial resources and human 
capital as well as improving her own 
physical capabilities through digital services, 
improving her and her family’s overall 
well being.

OPPORTUNITY QUESTIONS

1. How might we use the entrepreneur to shape 
or shift perceptions around women’s access 
and usage of financial services to achieve 
entrepreneurial goals?

2. How can this persona be leveraged as a source 
of information and communications on norms, 
and available services?

3. How can this persona be used to engage men 
and other influencer groups?



ENTRY POINT FOR ENGAGEMENT

o Highlight women-owned business success 
through local organizations and financial 
institutions

o Incentivize small business owners to participate 
in local business networks to share positive 
messaging

o Promote cross-selling of services to appeal to a 
range of personal financing and business needs

o Clear marketing material with terms and 
conditions so she can make an informed decision 
on appropriate services

Entreprenuer

RECOMMENDATIONS FOR PRODUCTS

o Flexible business account to 
frequently transact

o Digital services

▪ Payments; Purchases;  
Transfers



Thank you!


