BEHAVIOR CHANGES IN
DIGITAL FINANCIAL
SERVICES
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Commercial Bank of Africa (CBA) and Vodacom Tanzania partnered with Arifu to

digitize financial literacy training and deliver content via an interactive SMS chatbot.

ARIFU’S
VALUE-ADD

The project tested the effects of digital learning on behaviour change towards the

uptake of mobile money on the M-Pawa platform.
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M-pawa customers were able to learn the importance of savings and debt management. Users who participated on the Arifu
platform were able to save larger amounts on a frequent basis as well as those who took loans made repayments nine days
earlier compared to the control group. Arifu users not only performed better than the control group, they also changed their
behaviour by saving larger amounts and those who took loans repaid them earlier compared to their behaviour before

accessing the Arifu platforms.
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Fact-based: Arifu as a Platform 465 8.8

Fact-based: Arifu as a Trainer 519 11.1 M ESSAG I NG

Social Norm: Arifu as a Platform 464 8.8 Loss Aversion: Users are
more likely to act when

Social Norm: Arifu as a Trainer 463 9 they perceive they may be
losing out on an

Narrative: Arifu as a Platform 503 10.1 opportunity.

Narrative: Arifu as a Trainer 448 114 Social Norms: Call to
action based on what

Single Lesson Training 112 51 their peers are doing.

The narrative trainings variation had the highest average interactions. For each Mental Models: Based on

program variation pairs, the content that introduced Arifu as a trainer had between field research insights into
15% to 25% higher interactions than Arifu as a platform. user interests.

Cognitive Load:
Describing how the
product can lighten the
user’s daily stress load.

Price Savings: Offering
high value training for

free.
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https://certificate.arifu.com/learnerdemo
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