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Abstract: (oaslll

Objectives: This study aimed to identify the factors
influencing physical activity among the elderly in the Al-
Kharj region, utilizing data analysis through the binary
logistic model.

Methods: The study followed a quantitative research
methodology, collecting data from random a stratified
sample of 500 elderly individuals from diverse socioeconomic
backgrounds.

Results: The findings revealed that health status is the most
significant factor, with healthy individuals being three times
more likely to engage in activities compared to those with
health issues. Additionally, income plays a substantial role,
with the likelihood of activity increasing by 96.2% with each
rise in income. Moreover, married individuals are 151.3%
more likely to participate in activities compared to unmarried
individuals, while males have a 58.9% higher chance of
participation compared to females. Finally, social support
showed a positive impact, increasing the likelihood of activity
by 72.1%.

Conclusions: The study recommends the development of
public policies and the improvement of infrastructure to
support the elderly and enhance their participation in
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Abstract: tuadell

Objectives: The study aimed to identify the impact of
spiritual leadership on organizational innovation at the Audit
Bureau in Jordan.

Methods: The study followed the descriptive analytical
approach; the study population consisted of all employees of
the Audit Bureau in Jordan, numbering (454) employees the
entire study population was considered the study sample and
the number of valid responses for analysis reached (370)
individuals.

Results: The study followed the descriptive analytical
approach, and the study reached several results, the most
prominent of which were: that the relative importance of
spiritual leadership and all its dimensions (vision, hope/faith,
altruism) was high, and that the relative importance of
organizational creativity and all its dimensions (fluency,
flexibility, originality, sensitivity problems) was high, and the
study also showed that there was a statistically significant
impact at the level (a < 0.05) of practicicing of spiritual
leadership in its dimensions (vision, hope/faith, altruism) on
organizational innovation in its dimensions (fluency,
flexibility, originality, sensitivity to problems) At the Audit
Bureau in Jordan.

Conclusions: Based on these results, the study recommends
to exert more efforts to deepen the concept of spiritual
leasership among administrative leaders at theAudit Bureau
and the mechanism of practicing it by holding training
courses that help achieving this and providing the related
literature in this field. As well, more efforts to be made by the
leadership of the Audit Bureau to survey employees’
opinions about the vision of the Audit Bureau, and this will
be done by opening and strengthening more than one channel
of communication and communication.

Keywords: spiritual leadership; organizational creativity; Audit
Bureau; Jordan.
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Objectives: This study aims to explore digital marketing
strategies, focusing on the integration of various digital tools,
including social media, search engine optimization (SEO),
content marketing, and data analytics. It also seeks to
understand the challenges marketers face in the digital
landscape, such as data privacy issues, constantly changing
algorithms, and the need to adapt to new technologies.
Methods: An analytical approach was employed to review
modern digital tools and strategies, assessing the challenges
faced by marketers through an examination of previous
literature and reliable scientific sources. Additionally,
opportunities arising from advancements in artificial
intelligence (AI) and machine learning were analyzed, with
an emphasis on personalized marketing.

Results: The study found that companies that effectively
integrate digital marketing tools and adopt technological
innovations, such as Al and personalized marketing, gain a
clear competitive advantage. However, issues like data
privacy and continuous changes in platform algorithms
remain significant challenges.

Conclusions: Businesses must adopt flexibility in their digital
marketing strategies to ensure success amid rapidly changing
technologies and digital policies. Al and personalized
marketing present significant opportunities for companies
seeking to enhance customer engagement and gain a
competitive advantage.
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1 Introduction

Digital marketing refers to the use of digital technologies and media to promote products and services. It
encompasses various tools and techniques to communicate with target audiences, build customer relationships,
increase brand awareness, and achieve marketing objectives. As digital technology evolves, businesses have
shifted from traditional marketing to digital strategies, fundamentally changing how they engage with
consumers.

Modern digital marketing strategies encompass tactics such as search engine optimization (SEO), pay-per-
click (PPC) advertising, content marketing, social media marketing, and email marketing. Each strategy plays
a vital role in enhancing brand visibility and fostering customer relationships.

However, rapid technological advancements present new challenges. Data privacy concerns, ad fraud, and
constant changes in digital platforms make it difficult for marketers to keep up. For example, stricter privacy
regulations, such as the General Data Protection Regulation (GDPR) impact how businesses collect and use
consumer data. Meanwhile, ad fraud can lead to wasted marketing budgets by generating fake engagement
metrics. These factors necessitate sophisticated tools and strategies to manage digital marketing effectively.

Despite these challenges, digital marketing offers vast opportunities. Artificial intelligence (AI) and big data
enable marketers to personalize campaigns and enhance performance. Emerging trends like mobile marketing
and omni-channel marketing are also creating new avenues for engaging with customers and driving
conversions.

In summary, digital marketing in the age of technology presents both challenges and opportunities. As the
landscape continues to evolve, businesses must adapt by implementing innovative strategies to remain
competitive and deliver results.

1.1 Research significance
Importance of digital marketing today’s business environment
In the contemporary business landscape, digital marketing has become indispensable due to several key factors:
¢ Global Reach and Accessibility: Digital marketing enables businesses to reach a global audience, breaking
geographical barriers that limit traditional marketing methods. Through online channels, companies can
target customers worldwide, expanding their market presence and potential customer base.

e Cost-Effectiveness: Compared to traditional marketing channels like print, television, and radio, digital
marketing is often more cost-effective. Platforms such as social media, search engines, and email marketing
offer affordable options for businesses to promote their products and services, particularly beneficial for
small and medium-sized enterprises with limited budgets.

o Targeted Marketing and Personalization: Digital marketing allows for highly targeted campaigns.
Marketers can segment their audience based on demographics, interests, and behavior, ensuring that their
messages reach the most relevant individuals. Personalization, such as tailored recommendations and
customized content, enhances user experience and increases the likelihood of conversions.

e Measurable Results and Analytics: One of the greatest advantages of digital marketing is the ability to
measure and analyze performance in real-time. Tools like Google Analytics and social media insights
provide valuable data on campaign effectiveness, user engagement, and ROI. This data-driven approach
allows businesses to optimize their strategies and make informed decisions.

¢ Enhanced Customer Engagement: Digital marketing channels, particularly social media, facilitate direct
interaction between businesses and their customers. This engagement fosters stronger relationships, builds
brand loyalty, and allows companies to address customer feedback and concerns promptly.

e 24/7 Presence and Convenience: Digital marketing ensures that businesses can be accessible to their
customers around the clock. With online platforms operating 24/7, customers can engage with brands,
make purchases, and access information at their convenience, leading to increased sales and customer
satisfaction.

e Agility and Adaptability: The digital environment is dynamic, and businesses must be agile to stay
competitive. Digital marketing enables rapid adaptation to market trends, consumer behavior changes,
and emerging technologies. Marketers can quickly adjust campaigns, test new strategies, and pivot based
on performance metrics.

e Brand Awareness and Visibility: Through various digital channels, businesses can enhance their brand
visibility and awareness. Content marketing, SEO, and social media presence contribute to building a
strong brand identity and increasing recognition among target audiences.
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e Competitive Advantage: Embracing digital marketing provides a significant competitive edge.
Companies that effectively utilize digital tools and platforms can outperform competitors who rely solely
on traditional marketing methods. Staying ahead of digital trends and leveraging innovative technologies
positions businesses as leaders in their industry.

¢ Consumer Behavior Insights: Digital marketing provides insights into consumer behavior through data
analytics and tracking tools. Understanding consumer preferences, browsing habits, and purchasing
patterns helps businesses tailor their strategies and offerings to better meet customer needs.

¢ Insummary, digital marketing is crucial for businesses seeking to thrive in the modern, technology-driven
marketplace. Its ability to offer global reach, cost-efficiency, targeted engagement, and measurable results
makes it an essential component of any successful marketing strategy.

1.2 Research Objectives

1. To Analyze Key Digital Marketing Strategies:
> lIdentify and evaluate the effectiveness of various digital marketing strategies, including SEO, PPC
advertising, content marketing, social media marketing, and email marketing.
> Assess how these strategies contribute to achieving business goals such as increasing brand awareness,
driving website traffic, and boosting sales.

2. To Examine the Challenges in Digital Marketing:
> Investigate the primary challenges faced by businesses in digital marketing, including issues related to
data privacy, ad fraud, algorithm changes, and market saturation.

> Explore how these challenges impact marketing effectiveness and the strategies businesses use to address
them.

3. To Explore Opportunities in Digital Marketing:
> ldentify emerging opportunities in digital marketing driven by advancements in technology, such as
artificial intelligence, big data analytics, mobile marketing, and omni-channel marketing.
> Analyze how businesses can leverage these opportunities to enhance their marketing efforts and gain a
competitive advantage.

4. To Evaluate the Role of Data Analytics in Digital Marketing:
> Assess how data analytics is used to measure and optimize digital marketing performance.

> Examine the tools and techniques employed in data analysis and their impact on decision-making and
campaign effectiveness.

5. To Investigate the Impact of Emerging Trends:
> Study the influence of new trends and technologies on digital marketing practices, including virtual
reality, augmented reality, and advancements in mobile marketing.
> Evaluate how these trends shape consumer behavior and marketing strategies.

6. To Assess the Integration of Digital and Traditional Marketing;:
> Explore how businesses integrate digital marketing with traditional marketing methods to create a
cohesive and effective marketing strategy.
> Investigate the benefits and challenges of maintaining an omni-channel approach in marketing.

7. To Identify Best Practices and Case Studies:

> Examine successful digital marketing campaigns and initiatives to identify best practices and strategies
that have proven effective.

> Analyze case studies to draw insights and lessons that can be applied to other businesses.

8. To Provide Recommendations for Enhancing Digital Marketing Efforts:
> Develop practical recommendations based on research findings to help businesses optimize their digital
marketing strategies.
> Offer guidance on overcoming challenges, leveraging opportunities, and adapting to technological
advancements.
These objectives will guide your research and provide a comprehensive understanding of digital marketing's
current landscape, helping to identify both opportunities and challenges in the digital age.
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1.3 Research Statement

The rapid advancement of digital technology has revolutionized the marketing landscape, presenting both
significant opportunities and complex challenges for businesses. This research aims to explore and analyze the
evolving digital marketing strategies that organizations are employing to effectively engage with their target
audiences and achieve their business objectives. It will investigate the primary challenges that companies face
in implementing these strategies, including issues related to data privacy, ad fraud, and market saturation.
Furthermore, the research will identify emerging opportunities driven by technological advancements such as
artificial intelligence, big data analytics, and mobile marketing. By evaluating the role of data analytics in
optimizing marketing performance and examining the impact of emerging trends, this study seeks to provide
a comprehensive understanding of the current digital marketing environment. The ultimate goal is to offer
actionable insights and recommendations that businesses can use to enhance their digital marketing efforts,
overcome challenges, and capitalize on new opportunities to gain a competitive advantage in the digital
marketplace.

2  Literature Review
2.1 Previous Studies in Digital Marketing: Strategies, Challenges, and Opportunities

Previous studies in the field of digital marketing provide valuable insights into the evolution of the field and
help identify research gaps that can enhance understanding. Here are some relevant previous studies:
e "The Impact of Digital Marketing on Consumer Behavior"
Abstract: This study explores how digital marketing strategies affect consumer behavior. It focuses on
techniques such as search engine optimization (SEO), social media marketing, and content marketing, and
evaluates their impact on purchasing decisions.
Source: Journal of Digital Marketing and Consumer Behavior.
¢ "Challenges in Digital Advertising: Data Privacy and Ad Fraud"
Abstract: This study investigates the challenges businesses face in digital advertising, including issues
related to data privacy and ad fraud. It provides strategies for addressing these problems and improving
the effectiveness of advertising campaigns.
Source: International Journal of Advertising and Digital Marketing.
¢ "Emerging Trends in Digital Marketing: AI and Big Data Analytics"
Abstract: This study reviews how artificial intelligence (Al) and big data analytics are transforming digital
marketing strategies. It focuses on how these technologies can be used to enhance targeting, personalization,
and data analysis.
Source: Journal of Marketing Technology and Innovation.
¢ "The Role of Social Media in Brand Building and Customer Engagement"
Abstract: This study examines the role of social media in brand building and enhancing customer
engagement. It highlights effective strategies and evaluates their impact on customer satisfaction and
loyalty.
Source: Social Media Marketing Review.
o "Best Practices in Content Marketing: Case Studies and Insights"
Abstract: This study presents best practices in content marketing through the analysis of successful case
studies. It reviews effective content strategies and provides recommendations for improving marketing
campaigns.
Source: Content Marketing Journal.
e '"Digital Marketing ROI: Measurement and Optimization Techniques"
Abstract: This study discusses how to measure return on investment (ROI) in digital marketing and employs
optimization techniques to increase effectiveness. It focuses on various measurement tools and their use in
performance analysis.
Source: Journal of Marketing Metrics and Analytics.
o "The Evolution of Mobile Marketing: Trends and Challenges"
Abstract: This study explores the evolution of mobile marketing, focusing on current trends and the
challenges companies face in this area. It discusses how to adapt to rapid changes in mobile technology.
Source: Mobile Marketing Insights Journal.
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These previous studies offer a comprehensive background on digital marketing strategies, challenges, and
opportunities. They can be used as a foundation for deeper research and to identify how your study can
contribute new insights to the field.

2.2 Digital Marketing Includes a Range of Activities such as:

e Online advertising: This involves using paid advertisements online to reach the target audience,
whether through search ads, display ads, video ads, or others.

e Social media marketing: It involves using social media platforms such as Facebook, Twitter, and
Instagram, to build relationships with the target audience and direct marketing messages to them.

o Content marketing: This includes creating and distributing valuable and engaging content online, such
as articles, blogs, videos, and images, to attract the audience and build trust and authority in a specific
field.

e Email marketing: It involves sending promotional and informational messages via email to the
customer base or target audience.

Digital technologies enable companies and marketers to target the audience accurately, measure the results of
marketing campaigns effectively, and analyze customer interaction with marketing messages. Digital
technology is a powerful tool for enhancing customer relationships and improving the effectiveness of
marketing efforts in general.

Types of digital marketing include a variety of strategies and techniques that can be used to promote
products and services through digital channels. Here are some of the prominent types of digital marketing;:

¢ Content Marketing: Involves creating and distributing valuable content such as articles, blogs, videos, and
images to attract and engage the target audience. This content is designed to be useful and engaging for
potential customers, helping them solve their problems or meet their needs.

e Online Advertising: Involves using paid advertisements online to promote products and services. These
advertisements may include ads on search engines, social media platforms, other websites, and customized
digital ads.

¢ Social Media Marketing: Involves using social media platforms such as Facebook, Twitter, and Instagram,
to interact with the target audience, direct marketing messages to them, and build strong relationships
with them.

e Email Marketing: Involves sending promotional and informational emails to the customer base or target
audience. Email is used to promote products and services, and inform customers about special offers and
updates.

e Search Engine Marketing (SEM): Involves using paid search ads and search engine optimization (SEO) to
increase the visibility of the website on search engine results pages for relevant keywords related to the
business activity.

e Social Customer Relationship Management (Social CRM): Focuses on using social media to manage
customer relationships, respond to their inquiries and feedback, and enhance their interaction with the
brand.

Digital marketing strategies vary and evolve continuously with the advancement of technology and changes
in consumer behavior.

These tools and techniques are an essential part of modern marketing strategies for companies and
organizations.

2.3 Importance of Digital Marketing in the Current Era

The importance of digital marketing in the current era lies in several key aspects that significantly affect the
success of companies and organizations in a competitive business environment. Among these aspects:

e Broad and effective reach: Digital marketing allows companies to reach a vast audience globally without
geographical restrictions. Small, medium, and even large companies can benefit from social media
platforms, search engines, and other digital marketing platforms to connect with potential customers
anywhere and anytime.

e Precise audience targeting: With the help of analytics and digital data, marketers can target the audience
accurately and deliver marketing messages to the target segment better. Digital marketing enables
companies to understand the needs and desires of customers better and offer them appropriate products
and services.
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e Performance measurement and data analysis: Digital marketing provides companies with a unique ability
to measure the performance of marketing campaigns and analyze customer-related data. Marketers can
track metrics such as visits, conversion rates, traffic sources, and other key indicators that help them make
better marketing decisions.

e Low cost and high return on investment: Digital marketing is more cost-effective than traditional
marketing. Companies can start digital marketing campaigns with much lower budgets than those
required for television advertisements or print ads. However, a very high return on investment can be
achieved through the right and effective digital strategies.

e Increased interaction with customers: Digital marketing allows companies to interact directly with
customers and respond to their needs and feedback quickly and effectively. Customers can engage with
content, provide feedback, and ask questions, which helps in building sustainable and strong relationships
with customers.

In summary, digital marketing is essential in the current era for any company or organization seeking success
and growth in the evolving and constantly changing digital business environment. Digital marketing helps
companies build and enhance their online presence, achieve their marketing objectives, and achieve positive
interaction with customers, ultimately leading to increased revenues and sustainable growth.

2.4 Digital Marketing Strategies

Digital marketing strategies are diverse and continuously evolving with the advancements in technology and
changes in consumer behavior. Below are some of the key strategies in the field of digital marketing;:

e Content Marketing: This strategy focuses on creating and distributing valuable and engaging content
targeting your audience. Content can include articles, blogs, videos, images, and more, aimed at attracting
the audience, building relationships, and enhancing brand awareness.

e Online Advertising: This strategy involves using paid advertisements online, such as search engine ads,
display ads, and social media ads. These ads can be precisely targeted to the intended audience, and their
performance can be accurately measured.

e Social Media Marketing: This strategy utilizes social media platforms such as Facebook, Twitter, and
Instagram to build relationships with customers, deliver marketing messages, and increase engagement
with content.

e Email Marketing: This strategy involves sending marketing messages and special offers via email to
potential and current customers. These emails can be personalized, and customer responses can be tracked.

e Search Engine Marketing (SEM): This strategy uses paid advertisements on search engines to increase the
visibility of the website in search results for relevant keywords.

e Video Marketing: This type of marketing focuses on creating engaging video content to promote products
or services across video platforms such as YouTube, Facebook, and Instagram.

e Interactive Content Marketing: This focuses on creating content that encourages users to engage with it,
such as quizzes, polls, and games, to increase interaction and build relationships.

e These are some of the key strategies in digital marketing, and companies should choose the strategies that
align with their marketing objectives and the needs of their target audience.

2.4.1 Content Marketing

Content marketing is a marketing strategy that focuses on creating and distributing valuable and useful content
to the target audience to attract attention and build relationships with potential and current customers. The
main goal of content marketing is to provide inspiring and interesting content that solves customer problems,
answers their inquiries, and provides added value.

Through content marketing strategy, companies can provide diverse and multi-format content, such as
articles, blogs, videos, images, infographics, etc., to meet the needs and interactions of customers. Content
marketing strategy includes the following steps:

e Goal setting: Content marketing starts with setting clear and specific goals such as increasing brand
awareness, increasing traffic to the website, increasing content engagement, and improving conversion
rates.

o Target audience identification: It is essential to set the budget and accurate identify the target audience,
and understand their needs, preferences, and problems, which helps in creating content targeted towards
the intended audience segment.
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¢ Content creation: This involves creating unique and valuable content that provides a solution to a specific
problem or offers useful and interesting information to the target customers.

e Content distribution: After creating content, the company needs to distribute it across multiple channels,
such as its website, social media platforms, email, partner blogs, discussion forums, etc.

e Performance measurement and analysis: Evaluating the performance of content marketing campaigns
and analyzing the data associated with content marketing is a crucial step. Tools like Google Analytics can
be used to measure the impact of campaigns, identify strengths and weaknesses, and make decisions based
on data.

e Continuous improvement: Content marketing strategy should be an ongoing process for continuous
improvement. Campaigns can be improved based on analytics and lessons learned from previous
campaigns.

Content marketing is an effective strategy for companies to build relationships with customers, increase brand
awareness, generate traffic to the website, enhance conversion rates, and thus achieve success and growth in
the digital age.

2.4.2 Online Advertising

Online advertising is a marketing strategy aimed at promoting products and services through various digital
media channels on the Internet. These channels include a variety of mediums such as search engines (like
Google and Bing), social media sites (like Facebook, Twitter, Instagram, and LinkedIn), publishing sites (such
as news websites and blogs), and video sites (like YouTube).

The importance of online advertising lies in several aspects:

e Wide reach: Online advertising allows reaching a vast audience globally, enabling companies to reach
potential customers across different parts of the world easily.

e Precise targeting: Digital advertisements enable companies to target the intended audience accurately,
where targeting criteria can be set based on age, gender, geographic location, interests, and other personal
preferences.

e Measurability: The performance of online advertising campaigns can be accurately measured using
various analytical tools. Click-through rates, conversion rates, share rates, and many other data points can
be tracked, helping companies improve their marketing campaigns.

o Cost-effectiveness compared to traditional methods: Typically, online advertising costs much less
compared to traditional methods such as TV advertisements or print advertisements, allowing companies
with limited budgets to use digital ads effectively.

e Audience engagement: Digital advertisements allow companies to interact directly with the audience,
where customers can engage with ads, provide feedback, and share content, helping to build relationships
and enhance brand loyalty.

Success in online advertising requires a deep understanding of the target audience, accurate data analysis, and
the creation of attractive and effective ads. Therefore, companies and marketers should develop integrated and
multi-channel advertising strategies to achieve the best results and meet their marketing objectives.

2.4.3 Social Media Marketing

Social Media Marketing is a marketing strategy that utilizes social media platforms such as Facebook, Twitter,

Instagram, LinkedIn, Snapchat, and others to interact with the target audience and convey marketing messages

to them. Social Media Marketing relies on creating engaging content and distributing it across these platforms

to increase brand awareness, build relationships with customers, and stimulate interaction and engagement.
Here are some key features of Social Media Marketing:

e Wide Reach: Social media platforms have a large number of users, allowing companies to quickly reach a
broad audience.

o Precise Targeting: Social Media Marketing provides the ability to target the desired audience with high
precision based on demographics, location, interests, and user behaviors.

e Interaction and Engagement: Social media platforms encourage direct interaction with customers, as users
can comment on posts; share them with others, and like them, enhancing interaction and engagement with
marketing content.

e Performance Measurement: Social Media Marketing offers analytical tools that allow for precise
measurement of campaign performance, including engagement rate, number of new followers, conversion
rate, and other important data.
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e Message Targeting: Social Media Marketing allows for effective targeting of marketing messages, whether
through paid advertisements or organic content, thereby enhancing brand awareness and increasing sales.
e Low Cost: Small and medium-sized companies can use Social Media Marketing at a low cost compared to
traditional advertising methods, allowing them to reach many customers on a limited budget.
Social Media Marketing is one of the most important digital marketing strategies in the current era, enabling
companies to interact with customers directly, build strong relationships with them, increase brand awareness,
and ultimately achieve success and growth in the market.

2.4.4 Email Marketing

Email Marketing is a marketing strategy aimed at communicating with potential and current customers via
email to enhance relationships with them, increase sales, and promote brand awareness.

This strategy relies on sending targeted and personalized marketing messages to targeted email lists,
including current customers and users interested in the products or services offered by the company.

Some features of Email Marketing include:

e Precise Targeting: Companies can target the desired audience accurately by compiling email lists
containing email addresses of potential customers who have shown interest in their products or services.

e Content Customization: Email messages can be customized to meet the needs and interests of each
recipient by offering special offers, discounts, and exclusive information, increasing the effectiveness of the
marketing campaign.

e Effective Communication: Email Marketing allows companies to communicate directly and effectively
with customers by sending marketing messages, advertisements, and notifications of special offers quickly
and directly.

e Performance Analysis: Companies can track the performance of email marketing campaigns accurately
by monitoring open rates, click-through rates, and conversion rates, allowing them to evaluate the
effectiveness of campaigns and continuously improve them.

e Low Cost: Email Marketing is a low-cost option compared to traditional marketing methods, making it an
attractive option for companies with limited budgets.

e Increased Interaction: Customers can interact directly with email messages by replying to them, sharing
content, or clicking on links, increasing the effectiveness of the marketing campaign and contributing to
strengthening the relationship with customers.

By effectively using Email Marketing strategy, companies can build strong relationships with customers,
promote brand awareness, and significantly increase sales.

2.5 Challenges in Digital Marketing

Although digital marketing offers tremendous opportunities for companies to communicate with customers
and increase sales, it faces many challenges that companies must effectively deal with.
Among these challenges are:

e Changes in Advertising Technology: The field of digital marketing is evolving rapidly, meaning that
companies must stay abreast of the latest developments and changes in digital advertising technology,
such as updates to search engine algorithms and developments in social media platforms.

¢ Intense Competition: With the increase in the number of companies using digital marketing, competition
between them is growing. Companies must innovate unique and creative strategies to differentiate
themselves from competitors and attract the attention of the audience.

e Target Audience Identification and Marketing Channels: Identifying the target audience and choosing
the appropriate channels for marketing through them is a critical challenge. Companies need to know
where their target audience is present and how they interact with digital media.

e Privacy and Legal Regulations: Companies must comply with legal regulations related to privacy and
data protection when collecting and using customer data. These regulations may impose restrictions on
how data is used and how marketing messages are targeted.

e Converting Visitors into Customers: Despite the increase in website traffic and social media page views,
converting visitors into actual customers can be challenging. This requires offering attractive offers and
content that convinces visitors to convert into actual customers.

e Data Analysis and Reporting: Analyzing data and evaluating the performance of marketing campaigns is
another challenge. Companies need to understand data properly and use it to make evidence-based
decisions to improve future marketing campaigns.
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Digital marketing faces multiple challenges that require companies to adapt and innovate continuously to
ensure success in the constantly changing digital marketing environment.

2.6 Changes in Search Engine Algorithms

Changes in search engine algorithms are an essential part of the digital marketing world, as they affect how
search results are displayed and ranked. These changes aim to improve the user experience and provide the
most relevant and high-quality results.

Among the notable changes that may occur in search engine algorithms are:

e Improvements in Interactivity and Content: Search engine algorithms constantly evolve to deliver more
interactive search results and high-quality content. Content quality is evaluated based on criteria such as
authenticity, reliability, and diversity.

e Focus on User Experience: Improving the user experience is an important part of search engine algorithm
changes. Websites that offer a good user experience, including fast loading times and user-friendly design,
are preferred.

e Voice and Mobile Search: With the increasing use of voice search and mobile devices, search engine
algorithms focus on improving search results for these devices and adjusting ranking criteria accordingly.

¢ Reliance on User Behavior: Changes in search engine algorithms also involve relying on user behavior,
such as bounce rate and time spent on site, to determine the quality and ranking of results.

e Improvements in Local Search: Search engine algorithms also focus on improving local search, including
providing more relevant results for local businesses enhancing display maps, and providing detailed
information.

e Focus on Trust and Credibility: There is a focus on improving trust and credibility for online websites,
with priority given to sites considered reliable and have a good reputation.

e The changes in search engine algorithms aim to improve the user experience and provide more relevant
and high-quality search results.

e Companies and marketers must stay informed about the latest developments in this field and adjust their
marketing strategies accordingly.

2.7 Increased Competition in the Digital Market

Increased competition in the digital market is an undeniable reality, as the number of companies and
individuals entering this market continues to grow. With the advancement of technology and the widespread
use of the internet, competition among companies for customers and users browsing the internet in search of
products and services increases.

Some of the challenges that arise due to increased competition in the digital market include:

e Price Pressure: Competition increases price pressure, forcing companies to reduce prices or offer deals and
discounts to attract and retain customers.

¢ Need for Differentiation: To excel in a competitive environment, companies must creatively think about
how to differentiate themselves from competitors, whether through quality, innovation, or user
experience.

e Increase in Ads and Noise: With the increase in the number of companies using digital advertising, noise
increases, making it more difficult to find suitable and trustworthy content.

e Performance and Efficiency Improvement: Companies must continuously improve their performance
and efficiency to survive in a competitive environment, requiring effective use of technology and
investment in innovation.

¢ New Technology: Companies need to be aware of the latest technological developments and use them
effectively to achieve competitive advantage and meet customer needs.

e Adaptation to Change: Increased competition in the digital market requires the ability to adapt to rapid
market changes and continuously update strategies and technologies.

e Increased competition in the digital market means that companies must be prepared for challenges and
continuously develop their strategies and technologies to survive and succeed in the changing digital
business environment.
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2.8 Privacy and Digital Security Issues

Privacy and digital security issues pose significant challenges in the age of interconnected internet and
advanced digital technology. With the increase in the volume of data exchanged and stored online, it becomes
necessary to focus on protecting personal data and maintaining digital privacy for users.

Here are some key issues in this regard:
Personal Data Protection: One of the most important challenges is ensuring that users' data is properly
protected and processed under data protection laws and regulations.
Cybersecurity Threats: This includes threats such as electronic hacking, malware, online fraud, phishing,
and other cyber-attacks targeting individuals and institutions.
Legislation and Regulations: Legislation and regulations related to privacy and digital security are
constantly changing, posing challenges for companies to comply with specific legal and regulatory
standards.
Trust and Transparency: Companies must build trust and transparency with their customers and users by
collecting data in a legitimate, clear, and professional manner, and providing clear information on how
data is used and shared.
Awareness and Education: Promoting awareness and education about privacy and digital security issues
is vital, as it empowers users to make informed decisions and control their data.
Innovation in Security Solutions: Addressing digital security threats requires innovation in security
solutions, including the use of advanced technology such as encryption, anomaly detection, and
comprehensive protection systems.
Overall, organizations and individuals must work together to address privacy and digital security
challenges by developing multifaceted strategies focusing on protection, compliance, and education.

2.9 Expanding Opportunities to Reach the Target Audience

Expanding opportunities to reach the target audience is an essential part of digital marketing strategy.

Here are some ways to achieve that:
Search Engine Optimization (SEO): By optimizing your website for search engines, you can increase the
chances of your site appearing in organic (unpaid) search results on search engines like Google. This
increases the opportunity to reach a new audience searching for information or products related to your
business.
Precise Targeting through Advertising: Using paid online advertising, such as search engine ads and
social media platforms, allows you to target a specific audience based on demographics, interests, and
behaviors, increasing the effectiveness of marketing campaigns and reducing costs.
Effective Use of Social Media: You can use social media platforms to interact directly with the target
audience, share engaging and relevant content tailored to their interests, and encourage engagement and
sharing.
Expansion into New Markets: You can use digital marketing to target new markets across geographical
borders, either by optimizing your website for search engines in multiple languages or by targeting paid
advertisements to specific countries.
Interaction with Active Audiences: Engaging in online communities with shared interests by sharing
useful content and participating in discussions can help establish a strong presence and expand reach to a
targeted audience.
Effective Use of Email: Email is an effective means of communicating with current and potential
customers. By using attractive and personalized email strategies, you can increase opportunities to reach
a wider audience.
By using these methods and others, you can effectively expand opportunities to reach a targeted audience
and increase the impact of your online marketing campaigns.

2.10 Customer Data Analysis and Enhancing User Experience

Analyzing customer data and enhancing user experience are essential components of successful digital
marketing strategies.

Here are some key points on this topic:
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e Data Collection: First, necessary data for analyzing user experience must be collected. This includes usage
data on the website or application, interaction with content on social media platforms, and other
demographic and behavioral data.

e Data Analysis: Using available analysis tools such as Google Analytics and others, collected data can be
analyzed to understand user behavior and identify strengths and weaknesses in their experience.

¢ Identifying Vital Points: After data analysis, vital points in the user experience, such as the most visited
pages, pages users leave early, and common behavioral patterns, must be identified.

e Improving User Experience: Based on analyzed data, user experience can be improved through various
methods, such as improving website or app design, simplifying the purchasing process, and providing
customized and personalized content.

e Utilizing Technology: Advanced technology like artificial intelligence and machine learning can be used
to analyze data more deeply and provide customized and innovative user experiences.

e Rapid Response: Quick response to data analytics and implementing necessary changes to improve user
experience can increase conversion rates and customer satisfaction.

¢ Continuity and Continuous Improvement: Companies must continuously monitor data analytics and
improve user experience. User needs and preferences change over time, and the experience should adapt
accordingly.

Analyzing customer data and enhancing user experience help companies better understand customer needs
and preferences, providing an excellent user experience that contributes to increased loyalty and improved
marketing and business outcomes.

2.11 Continuous Innovation and Development of Digital Strategies

Continuous innovation and development of digital strategies are critical to the survival and success of
companies in the digital marketing era.
Here are some important points on this topic:

e Monitoring Technological Developments: Companies must monitor technological advancements and
innovations in digital marketing, such as artificial intelligence, machine learning, and virtual reality,
analyzing how these technologies can be integrated into their strategies.

e Customer Interaction: Companies should actively listen to changes in customer needs, preferences, and
trends across various digital channels, adapting strategies and campaigns accordingly.

e Analysis and Learning: Companies should effectively use available data to understand the performance
of their marketing campaigns, analyze results, and extract lessons and learmings to improve future
strategies.

o Experimentation and Testing: Companies should continuously conduct experiments and tests to evaluate
the effectiveness of new strategies and discover the most effective methods and technologies for engaging
with the audience.

¢ Content Innovation: Developing engaging and innovative content that attracts and interest’s customers,
provides benefits, helps build strong relationships with customers, and enhances loyalty.

e Collaboration and Partnerships: Companies can explore collaborations with leading technology
companies and creative partnerships with digital agencies and experts to leverage advanced expertise and
knowledge.

e Adaptation to Changes: Companies must be flexible and ready to adapt to rapid changes in the digital
environment, adjusting their strategies based on new circumstances and challenges.

3 Methodology
3.1 Research Design

Descriptive and Exploratory Research: This study will use a descriptive approach to determine the current state
of digital marketing strategies, challenges, and opportunities. An exploratory approach will also be used to
investigate emerging trends and technologies in digital marketing.

3.2 Data Collection Methods

Literature Review: Conduct a comprehensive review of existing literature, including academic journals,
industry reports, and case studies, to gather background information and identify key themes related to digital
marketing strategies, challenges, and opportunities.
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Surveys: Design and distribute questionnaires to digital marketing professionals and business managers to
collect quantitative data on current practices, challenges, and perceived opportunities. The questionnaires will
include questions about digital marketing strategies, effectiveness, challenges, and opinions on emerging
technologies.

Interviews: Conduct semi-structured interviews with industry experts, digital marketers, and business leaders
to gain qualitative insights into their experiences and perspectives on digital marketing. Interviews will focus
on strategy implementation, challenges, and the impact of emerging technologies.

Case Studies: Analyze specific case studies of successful and unsuccessful digital marketing campaigns to
identify best practices, common pitfalls, and lessons learned.

3.3 Sampling

Survey sample: Target a diverse sample of digital marketing professionals, including those working in different
industries and at different organizational levels, to ensure a broad perspective.

Interview sample: Select industry experts and experienced digital marketers from different sectors to provide
a range of insights and expertise.

Case study selection: Select case studies that represent different types of digital marketing strategies and
industries to provide a comprehensive view of successful and unsuccessful practices.

3.4 Data analysis

Quantitative analysis: Use statistical methods to analyze survey data, identifying trends, patterns, and
correlations in digital marketing strategies, challenges, and opportunities. Use tools such as SPSS or Excel to
analyze the data.

Qualitative analysis: Apply thematic analysis to interview transcripts and case study reports to identify key
themes, ideas, and patterns. Use qualitative data analysis software such as NVivo or Atlas.ti if necessary.
Comparative Analysis: Compare results from surveys, interviews, and case studies to identify consistency and
inconsistencies in digital marketing practices, challenges, and opportunities.

3.5 Reporting and Recommendations

Synthesizing Findings: Combining quantitative and qualitative data to provide a comprehensive overview of
the current digital marketing landscape. Summarizing key findings related to strategies, challenges, and
opportunities.

Recommendations: Developing actionable recommendations based on research findings to help businesses
improve their digital marketing strategies, address challenges, and capitalize on new opportunities.
Conclusion: Providing a summary of the research, highlighting the implications of the findings, and suggesting
areas for future research.

3.6 Ethical Considerations

Informed Consent: Ensure that all survey and interview participants provide informed consent and are aware
of the purpose of the research and how their data will be used.

Confidentiality: Maintain participant confidentiality and anonymity by anonymizing survey responses and
interview data.

Data Integrity: Ensuring the accuracy and integrity of data collection and analysis processes to provide reliable
and valid research results. This methodology will provide a robust framework for investigating digital
marketing strategies, challenges, and opportunities, providing valuable insights for companies looking to
effectively navigate the digital marketing landscape.

4 Conclusion

Based on the research findings, it is clear that digital marketing has become an essential component of modern
business strategies. The integration of various digital tools such as social media, SEO, content marketing, and
data analytics has proven to be effective in reaching and engaging with target audiences. However, digital
marketers also face challenges in the form of data privacy concerns, rapidly changing algorithms, and the need
for constant adaptation to new technologies.

By continuously innovating and developing digital strategies, companies can seize new opportunities and
achieve success in a rapidly changing digital market. Through effective use of data and intelligent analysis, and
active communication with customers across various digital channels, companies can build strong brands and
move forward towards differentiation and success in the competitive digital market.
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4.1 Recommendations

To leverage the opportunities presented by advancements in artificial intelligence, machine learning, and
personalized marketing, businesses should consider the following recommendations:

e Invest in Data Analytics: Businesses should prioritize investing in data analytics tools and expertise to
effectively measure and optimize their digital marketing performance. This will enable them to make
informed decisions based on data-driven insights.

e Prioritize Personalized Marketing: With advancements in technology allowing for highly personalized
experiences, businesses should focus on delivering tailored content and recommendations to their
audience. This will enhance customer engagement and increase conversion rates.

e Embrace Emerging Technologies: Keeping up with emerging technologies such as virtual reality,
augmented reality, mobile marketing automation tools can provide businesses with a competitive edge.
By adopting these innovations early on or partnering with technology providers who specialize in these
areas can help companies stay ahead of the curve.

e Develop Omni-Channel Strategies: Integrating digital marketing with traditional marketing methods is
crucial for creating a cohesive brand experience across all channels. Implementing an omni-channel
approach allows businesses to reach customers through multiple touchpoints while maintaining
consistency across platforms.

¢ Adaptability is Key: Companies must remain agile by constantly monitoring changes within the industry
landscape, consumer behavior, technological advancements, etc. Flexibility helps marketers adapt their
strategies accordingly, seize new opportunities, overcome challenges and maintain competitiveness

e Focus on Customer Experience: Investing resources into enhancing user experience at every touchpoint is
crucial for building strong customer relationships. Companies should ensure that their websites are easy-
to-use, responsive and visually appealing. Providing exceptional customer service throughout all
communication channels contributes significantly toward success.

o Testing & Experimentation: Due to rapidly evolving nature of technology trends it's important that you
continuously test different strategies implementation evaluate results & refine your approach based on
lessons learned.

e Discipline and partnerships: forming strategic partnerships or cooperation with other producers in the
industry that allow companies to reach the experience and knowledge that you may not possess internally
to achieve better results in their campaigns

e In conclusion, digital marketing continues to shape business practices by providing unique opportunities
but also complex challenges that require constant adaptation, creativity and innovation using the latest
technological developments that rely on a deep understanding of consumer needs and preferences.
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1 Introduction

COVID-19 has caused fundamental disruptions in businesses, wherein not only has their supply chain been
tested to its capabilities, but their survival is also at stake. Consumers are analysing their purchasing behaviour
through renewed lenses, and this behaviour change might endure in post-pandemic scenarios. Hence,
marketers must apprehend this change in the consumers' buying behaviour to stay relevant for the customers
during and after the crisis. Marketers also need to comprehend this change in the basic orientations of customers
towards health, hygiene, society, and business so that they might adopt agile, responsive and responsible
strategies. The whole world came to a standstill due to the COVID-19 pandemic. The dreaded disease had
severe health repercussions, and the infectious nature of the disease resulted in lockdowns across the globe. It
also negatively affected businesses and economies regarding production and markets (Asaad, 2021; Asaad &
Al-Delawi, 2022; Asaad et al., 2023). The looming uncertainty about the nature of the disease and the non-
existent plausible solutions altered people’s behaviour and caused panic amongst them, which also altered their
consumption patterns (Barnes, 2020). People experienced a change in their attitudes and purchasing patterns,
and they bought more necessities such as food, medicines, and sanitary items. They were also found indulging
in stockpiling or hoarding items. Accenture report (2020) claimed that due to restricted physical movement,
people relied more on digital channels and exhibited unusual online buying behaviour. Reeves et al. (2020)
contend that such alterations in consumer behaviour might have long-lasting effects and continue in post-
pandemic situations.

Digital communication technologies have proliferated recently, and media outreach has been significantly
enhanced. Digitisation and technological advances facilitate a more excellent and diverse coverage of news
stories in real-time. As a result, media played a dual role in this pandemic wherein, on the one hand, it fulfilled
the informational needs of the people. In contrast, it also aggravated people’s anxiety and worsened their
COVID-19-related fears on the other hand (Taylor, 2020). Some previous studies emphasise the causes and
impacts of a pandemic on consumer behaviour Loxton et al. (2020), Wang et al. (2020a) and Li et al. (2020).
However, their small sample size and qualitative methodology offer limited information. Hence, such detailed
assessment of consumer behaviour during crisis times like COVID-19 would help marketers refine their
strategic outlook and better prepare them for similar future situations. So, the current study examines the effects
of the pandemic on consumer behaviour in Gibraltar.

Gibraltar is a British overseas territory famous for its British Naval base. It is located at the southern tip of
the Iberian Peninsula and covers an area of approximately 6.8 km2. It borders Spain and has a population of
33,683 (Worldometers.info, 2021). Gibraltar is a close-knit society with close communication between relatives
and friends. Gibraltar is also a fully vaccinated country, still observing a spike in recent COVID-19 cases
(Reuters, 2022). Hence, it would not be surprising if consumers in Gibraltar exhibit different purchase
behaviours that must be known to practitioners and marketers. So, this study represents a detailed assessment
of consumer behaviour in Gibraltar during the pandemic and aims to add value by providing relevant insights
into consumer behaviour. The findings from the present study would not only help the marketers but would
also provide opportunities for further research in this field. Hence, the study would add to the body of
knowledge of consumer behavioural patterns during crises and may assist decision-makers in formulating
measures and strategies to handle such future pandemics successfully. The study has been divided into various
sections. The literature review section offers a review of available studies to know the relevant gaps in the
accessible literature. This section is followed by the methodology section, wherein philosophy, approaches, and
research strategies related to objectives have been discussed. Findings of the study, discussion, and conclusion
follow this section.

2 Literature Review

Since its first reported case in China in late 2019, the COVID-19 outbreak has affected businesses and societies
across the globe (Hamzah et al., 2020; Perlman, 2020). World Health Organization (WHO) declared COVID-19
a pandemic on 11 March 2020, which caused government-imposed lockdowns in almost all countries to curb
its spread (WHO, 2020). Despite the lockdowns, restrictions, compliances and vaccination drives, COVID-19 is
far from being over, and it is almost evident that it will continue to affect the personal, social and economic
aspects for a longer time to come. In their study, Zoumpourlis et al. (2020) stress that such restrictions confront
the fundamentals of global society and negatively affect its resilience. The world has faced similar crises, too,
wherein the Spanish flu in 1918, SARS in 2002, and the Influenza A (HIN1) outbreak in 2009 affected industries
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and economies (Barry, 2005). Isolation of the infected was also practised in previous health emergency crises to
limit the spread of the diseases. Pitlik (2020) claims that previous crises offered preventive benchmarks to
manage the crisis of COVID-19 on the world’s economy; however, such yardsticks proved to be inadequate
given the high connectedness of economies (Leach et al., 2020; UNCTAD, 2020).

2.1 Effects of the COVID-19 pandemic on consumer behaviour

Arzaba, Nazir, Leyva-Hernandez and Muhyaddin (2022) considered the consumer a key stakeholder in the
consumption chain. Schiffman and Kanuk (2007) define consumer behaviour as the behaviour of consumers
displayed in searching, purchasing, using, evaluating and disposing of products and services. Many factors,
such as cultural, social, personal and psychological, affect consumers' behaviour (Stankevich, 2017). Apart from
these factors, there are peculiar situations, such as outbreaks of disease, public health scares, natural disasters,
economic recessions, etc., that have the capacity not only to alter consumer behaviour but are also incapable of
initiating specific irrevocable attitudinal and behavioural changes. Marthur et al. (2003) contemplate that crises
affect consumers’ attitudes and alter their purchasing behaviour to avoid stress. In their study, Russel and
Cheryl (2020), while citing the impact of the recession on consumer behaviour, assert that the recession affected
the consumers’ attitude and behaviour to a significant extent wherein their spending was reduced, and
consumers favoured the cheaper products. More lavish spending was observed towards necessities only.
Perriman (2010), while discussing the impact of crises on consumer behaviour, claims that crises like recession
affect the personal and psychological makeup of individuals wherein individuals question their beliefs and
attitudes held by them before the crisis and exhibit more responsible behaviour to mitigate the effects of
unforeseen risk.

Wang et al. (2020a), focussing on the COVID-19 pandemic, contemplate that imposition of extreme
restrictions creates panic amongst the public and hence challenges psychological resilience. Lengthy lockdowns
and mandatory social distancing rules also changed the purchase habits of consumers (Sheth, 2020). Consumers
are experimenting with different purchase patterns and trying to devise an optimal one suitable to this ‘new
normal’. However, fear persists among the public, and their anxiety is leading towards panic buying. Wang et
al. (2020b), further dissecting the purchase behaviour during the pandemic, state that there has been a difference
in shopping frequency and expenditures before and during the pandemic. Consumers' purchase frequency has
been reduced from 2 to 3 times per week before the pandemic to once a week during the pandemic. Consumers
have also decreased their overall expenditure per shopping trip, wherein they are only necessary items during
the pandemic. The findings corroborate well with previous studies conducted by Marthur et al. (2003) and
Perriman (2010). Russel and Cheryl (2020) assert that decreasing consumer spending is the most common
outcome of a crisis. Other authors have challenged and supported this narrative of the similar impact of COVID-
19 and other crises. Lustig and Mariscal (2020) argue that the impact of the COVID-19 pandemic cannot be
compared with previous crises like SARS and the recession. The author holds that the COVID-19 pandemic has
adversely affected individuals, households, organisations, and economies, wherein unemployment and
bankruptcies have increased. Such impact was not seen in the previous crisis; hence, it is unique as it brought
the world to a standstill and caused enormous economic damage (Canfranc, 2020). However, Loxton et al. (2020)
defended the similar impact notion by stating that consumer activities such as hoarding or stockpiling items
such as food, toiletries, sanitary, etc. and herd mentality displayed in this pandemic are like the previous crises.

2.2 Theoretical underpinnings of consumer behaviour during pandemic

A popular theory, Maslow’s Need Hierarchy theory, explains unusual consumer behaviour. Maslow’s need
hierarchy theory arranges the five needs, physical, safety, social, self-esteem, and self-actualisation, into a
pyramid based on their importance (McLeod, 2007). Maslow contemplates that once the lower needs are
fulfilled, human beings move to the next level of needs. Physiological needs represent the most basic level of
needs, and all humans need to satisfy this level first to survive, as per Maslow’s theory (Jisana, 2014). Keane
and Neal (2020) contend that panic behaviour observed during COVID-19, wherein people engaged in panic
buying and hoarding of necessities like food, drinks, sanitisers, masks, toiletries, etc., was a physiological
response, catering to the first stage of Maslow’s need hierarchy theory. Herd thinking also played an
instrumental role in determining the unusual behaviour of consumers during the pandemic (Loxton et al., 2020).
Most customers were driven by the typical thought process wherein they anticipated long-term lockdowns,
physical restrictions and shortage of essential items. They bought and stored the items in large quantities to
prepare themselves for the lockdown and other adversaries (Banerjee, 2020). The very nature of the disease,
which spread very fast amongst the people, further frightened the people who, in turn, sought methods of self-
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protection. Such emotional response also triggers panic in other people who resort to similar behaviour to deal
with the panic, known as emotional contagion (Hatfield et al., 1993; Goodwin et al., 2011). Taylor (2020)
comments that media both the conventional and social media generations fear in people about the pandemic,
which further accentuates panic buying.

Faced with uncertainty and risk, such as the COVID-19 pandemic, people could respond by purchasing
behaviour to cover their basic needs, as postulated in the first stage of Maslow’s Need Hierarchy theory. In
addition, because they needed to cover the need for security that Maslow postulates, people began storing
products during this uncertainty and crisis to stay safe. Therefore, the following hypotheses were postulated:
Hal: There is a change in the purchasing behaviour of consumers in Gibraltar due to the COVID-19 pandemic.

Ha?2: People stockpiled items during the COVID-19 pandemic.

Consumer behaviour during a crisis like a pandemic can be explained by the theoretical underpinnings of
consumer neuroeconomic analysis, which states that the social context of a consumer gives a significant impetus
to the consumer decision-making process (Jeffrey & Putman, 2013). Consumer neuroeconomic analysis
contends that consumers panic and look for measures to reduce stress and anxiety in an environment
characterised by unclear and unpredictable future circumstances. Brooks et al. (2012) further elaborate on the
process and state that the brain's fear centres, namely the amygdala and insula, get activated and cause a spike
in fear in uncertain environments or contexts. Yuen et al. (2020) assess consumer behaviour in a crisis
threatening the existence from a survival psychology point of view and assert that individuals undergo
significant behavioural and psychological changes, and their social lives and health are negatively impacted. In
the due process, four primary psychological constructs, namely attitude, motivation, beliefs, and perception,
are affected, ultimately disturbing consumer behaviour. Both the stress and anxiety generated by COVID-19 in
consumers have been associated with the perception of convenience in online shopping because anxiety and
stress have caused consumers to have doubts about leaving their homes or not, difficulty sleeping due to fear
of contracting the disease, and feeling uncomfortable when thinking about COVID-19 (Brewer & Sebby, 2021).
Based on the above, the following hypothesis is postulated:

Ha3: Anxiety and stress affected the purchase behaviour during the COVID-19 pandemic.

2.3 Role of media in COVID-19

Social media has facilitated connectivity, networking and quick information sharing, leading to the
transformation of societies (Kucuk, 2007; Smith, 2009). Social media also facilitates the construction of brand
perceptions (Kucherov & Zhiltsova, 2021). Hajli (2014) purports that organisations are also using social media
to communicate with their customers, wherein the former is espoused to affect the consumers” attitudes and
decision-making. Media continues to be a continuous source of information in crisis, too, capable enough to
shape the public’s ideas, thinking and behaviour. Lachlan et al. (2016) claim that media in crisis time also helps
frame a definite perception of the perceived risk. Commenting on the role of media in previous health
emergencies like SARS and HINT1, researchers like Schlosser (2005), Hong and Collins (2006), Dry and Leach
(2010), Taha et al. (2014) and Pieri (2018) assert that media coverage induces anxiety, speculation, and stress
amongst people wherein regular news stories about the adverse impact of pandemic intensify public fear and
stress. Kilgo et al. (2019) claim that although the pandemic triggers initial fear amongst the public, the media
provokes it further by continuously doing news stories about the pandemic. In their study, Garfin et al. (2020)
believed that the media during COVID-19 heightened public fear, as in previous health crises. Research
conducted by Peretti-Watel et al. (2020) in France revealed that media coverage of the current pandemic also
affected the mental health of people. Researchers like Ahmad and Murad (2020), Naeem (2020) and Islam et al.
(2020) also acknowledged the role of media in generating fear about the pandemic and triggering panic
purchases. According to these investigations, the media can cause increased fears about the COVID-19
pandemic. Therefore, the following hypothesis is proposed:

Ha4: Media worsened the fears related to the COVID-19 pandemic.

2.4 Altered Consumer Behaviour: Outcomes and Future Trends

Researchers have studied the outcomes of changed buyer behaviour in crises like pandemics, wherein most
researchers acknowledge that the most significant outcome is unsolicited or impulsive consumption. Hofmann
et al. (2012) define impulsive consumption as consuming products without analysing the need and long-term
consequences. Lades (2014) asserts that social emergencies like pandemics trigger psychological distress, fear,
speculation, and anxiety, leading towards impulse purchases. Mehta et al. (2020), however, suggest that culture
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plays a vital role in determining impulse purchases of consumers. In turn, Jakubanecs, Supphellen, and
Helgeson (2018) confirm that culture must be considered when in crisis to establish communication with
consumers. Panic buying and stockpiling of the items is another consequence of altered consumer behaviour
during the pandemic (Yuen et al., 2020). Long and Khoi (2020), Loxton et al. (2020) and Wang et al. (2020c) claim
that the risk perception of customers during the pandemic triggered panic buying leading to the mass purchase
of various products. During the COVID-19 pandemic, altered consumer behaviour affected offline and online
sales in the Fast-moving consumer goods (FMCG) category (Sabanoglu, 2020). The E-commerce industry was
better able to manage the COVID-19 pandemic crisis than any other industry. Helmore (2020) mentioned an
increase of 37% in Amazon’s net income during the pandemic. Similarly, Indian e-commerce giant Flipkart also
posted an increase in revenue in 2020 (Punia, 2020). People purchase significant items like toilet paper, hand
sanitiser, and wipes online. Multiple factors, incdluding the lockdown, fear, panic buying, uncertainty, etc., led
to the surge in online sales during the pandemic (Eger et al., 2020; Brem et al., 2020). During the pandemic,
purchasing behaviour was modified due to this increase compared to years prior to the health contingency since
it offered them greater convenience, variety, and ease (Wiederhold, 2020; Xu et al., 2020). Therefore, the
following hypothesis is proposed:

Hab: The online purchasing behaviour of people during the pandemic was not expected.

Researchers have discovered whether changes observed during the pandemic would continue in post-
pandemic situations. Researchers like Duygun (2020) and Reeves et al. (2020) contemplate that social crises like
pandemics might have long-lasting effects on consumers and later might stick to their newly acquired habits in
post-crisis situations, too. Sheth (2020), however, disagrees with the notion and asserts that given-up necessities
would return to the previous level once the pandemic is over. Wiederhold (2020), however, claims that the
convenience offered by new-age technology during the crisis is hard to replace after the crisis, too. Hence,
consumers might also hold on to their habits in post-crisis situations. Xu et al. (2020), while citing the example
of online shipping, contend that consumers have become accustomed to the variety and ease offered by online
platforms and continue to use them after the pandemic, too. However, Deng et al. (2020). They proposed that
consumers modify their consumption patterns to gratify their sensation-seeking needs in post-pandemic
situations. Erdogan (2020) also believed that consumers would make purchase decisions based on relevant
economic and market factors rather than relying upon pandemic habits.

The literature review revealed that the COVID-19 pandemic had affected consumer behaviour, wherein
people have resorted to panicbuying and stockpiling items. It was also observed through the available literature
that media plays a vital role in crises like pandemics, wherein it escalates the fear and stress amongst people.
Consumers also resorted to online platforms to buy and purchase products in bulk. However, certain
discrepancies were also discovered during the literature review. The first deals with the culture. This is evident
enough that culture plays a vital role in purchasing, and Western culture differs from Eastern countries. There
is no evidence that culture ceased to play a role in pandemic situations; while discussing the findings related to
COVID-19, most studies have focused on Asian countries. There are very few studies that take into
consideration the UK culture. It is essential to mention that no such study has been conducted in the area, i.e.,
Gibraltar. COVID-19 is much more than a simple health crisis and needs to be studied in a specific context. So,
this study would fill this critical gap, wherein this study is amongst the pioneers in studying the impact of the
COVID-19 pandemic on consumer behaviour in Gibraltar. The second discrepancy was observed in the role of
media during a pandemic. However, it was mentioned that media provokes panic buying during crises;
however, due to the proliferation of media into myriad channels, it appears to be an oversimplification of a
complex concept. Hence, this study aims to see the role of individual media channels by discovering the most
used media channels during the pandemic. Moreover, the study would also determine whether anxiety and
stress caused by media during the pandemic affect purchase decisions or not. Similarly, the stockpiling issue
has been discussed in the literature, but inadequate information is available regarding the most hoarded items
during the pandemic. Many studies have contradictory conclusions regarding the future of online buying in
the post-pandemic era. Hence, a concrete opinion cannot be formed regarding the online purchase trends in the
post-pandemic situation. This study also fills this gap by assessing whether people in Gibraltar would continue
online purchasing habits after the pandemic.

3 Methodology

The study aims to fulfil the following objectives:
e To study the change in consumer purchase behaviour in Gibraltar due to COVID-19.
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e To analyse if anxiety and stress affect purchase behaviour during COVID-19.
¢ To evaluate the use and impact of media on consumers' purchase behaviour in Gibraltar.
e To comprehend the online purchasing behaviour of people during a pandemic.

The study aimed to assess the change in consumer behaviour in Gibraltar due to COVID-19 by analysing the
impact of various information sources, fear and anxiety on purchase, the role of media in worsening the
pandemic-related fears, stockpiling of items and online purchase behaviour during the pandemic from
Maslow’s Need Hierarchy theory and consumer neuroeconomic analysis. Saunders, Lewis and Thornhill (2009)
contemplate that researchers have dissimilar suppositions about the nature of research and knowledge creation
process. These diverse opinions result in different strategies and methodologies adopted by various researchers.
Saunders et al. (2009) reflect four eminent philosophies most researchers consider: positivists, interpretivists,
pragmatists and realistic. The present study adopted the positivist philosophy. Research is conducted
objectively by emphasising an empirical investigation under positivist philosophy (Galliers, 1992). Positivism
philosophy relies upon observations to gain knowledge about the subject area, wherein the researcher generally
adheres to conduct surveys using structured questionnaires (Zukauskas et al., 2018; Saunders et al., 2019).
Hence, following the basics of positivist philosophy, researchers collected the data from the consumers in
Gibraltar.

Researchers resort to two research approaches, namely inductive and deductive research around the globe
(Saunders et al., 2009). Research philosophy serves as a guiding path for the research approach wherein
positivist studies use a deductive approach, and interpretive studies generally employ an inductive approach.
In the deductive domain, the researcher moves from the general to the specific domain while testing the various
hypotheses/assumptions (Kuczynski & Daly, 2003). The inductive approach, on the other hand, primarily
assesses the accessible research and identifies the fundamental patterns and theoretical underpinnings (Ercikan
& Roth, 2006). This study adopted the deductive approach wherein researchers tested the various hypotheses
related to purchases, the role of media, stress and anxiety and online shopping during COVID-19.

Qualitative and quantitative are the two chief research methods used by the researchers (Saunders et al.,
2009). Quantitative methods are generally applied with a deductive research approach wherein datais collected
from a sample representing the entire population about a clearly defined research problem. In contrast,
qualitative methods are used by the researchers, employing the interpretivist philosophy and inductive
approaches. Typically, data is collected from a large representative sample using survey methodology
employing structured questionnaires in quantitative research methods. In contrast, qualitative data is collected
from a small sample using in-depth interviews, focus group discussions and projective techniques (Harwell,
2011). Collis and Hussey (2013) assert that quantitative methods also allow forecasting of numerous variables.
Hence, the present study also undertook the quantitative methodology wherein clear objectives were
formulated, and data was collected from a sample comprising Gibraltar consumers.

A range of strategic alternatives exist, such as experiments, surveys, case studies, etc., to fulfil the research
objectives (Robson, 1993). This study used the survey strategy, the most widely used strategy in quantitative
studies, and the ability of the former to test the hypotheses (Saunders et al., 2009). The study of available
literature helped the researcher identify the study's main aspects, namely the impact on consumer behaviour in
a new context, i.e., Gibraltar, the role of media and online purchases during COVID-19, requiring further
investigation to fill the gaps. A structured questionnaire was prepared after taking substantial cues from the
literature. A questionnaire with eight questions measured on a nominal scale with dichotomous or multiple-
choice questions was prepared. A close-ended questionnaire was prepared to offer meaningful results and
straightforward interpretation (Hyman & Sierra, 2016). The questions in the questionnaire were elementary and
straightforward. Table 1 shows the questions used in the study, its measurement scale and the test used for its
analysis. Although the binomial test is mainly recommended for small samples, it is useful when there are
nominal variables with two categories, as in the study case (Abdi, 2007). In the case of variables with more than
three categories, the chi-square test was used. Primary data from the respondents was collected using the study
tool, ie., a questionnaire through a Facebook page called “Speak freely”. This page was selected because
thousands of people live in Gibraltar. Facebook was chosen because it has been acknowledged as a powerful
research tool for consumers in social sciences, marketing and business (Kosinski et al., 2015). Murdoch et al.
(2014) also support the usage of Facebook as a data collection platform by asserting that the platform provides
the required anonymity and puts respondents at ease while participating in a survey. Consent was obtained
from the participants for participation in the study. Pilot questionnaire testing is considered vital as it is
assumed to improve the quality of the research (Malmqvist et al., 2019). Hence, pilot testing of the questionnaire
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was done, and the questionnaire was evaluated for clarity and relevance based on 12 responses. Minimal
changes were made to the questionnaire to improve it further. A modified questionnaire was administered to
the respondents online, and data was collected from 272 respondents in Gibraltar. Out of these, 46 responses
were discarded on account of incompleteness. Hence, 226 responses were deemed appropriate for the study for
further analysis. According to Cohen (1992), the minimum sample size necessary for chi-square analysis, which
is the most complex statistical method used in this research, was 87; this sample size is considered when the
statistical power is 0.8, there is a significance level of 0.05 and a medium effect size that is the average in different
fields of study. When there are two groups, it is enough for each group to have at least 30 cases to be
representative if comparisons between groups need to be made, for example, with more robust analyses such
as structural equation modelling (Mathews, 2017; Hair et al., 2018; Dewi et al., 2020). Since no comparisons were
made between the gender groups in the research and at least the “males” group with the lowest number of
cases (69) exceeds 30 data. So, each group was considered representative of the research.

Table 1: Measures

Question Measurement Statistical Test
Scale applied

Impact of COVID-19 pandemic on the purchasing behaviour Nominal One sample binomial
Impact of Anxiety and Stress on Purchase Nominal One sample binomial
Stockpiling of Items During Pandemic Nominal One sample binomial
Media Worsening the Fears Related to COVID-19 Nominal One sample binomial
Online Purchase Behaviour during COVID-19 Nominal Chi-square
COVID-19 is affecting the choice of items in online shopping Nominal One sample binomial
Same online purchase habits after the pandemic Nominal One sample binomial

Probability and non-probability sampling are the most common techniques researchers use (Saunders et al., 2009).
Probability sampling gives equal or known chances to all the elements of the population. In contrast, the researcher
chooses the sample based on his/her convenience and judgment in non-probability sampling. Non-probability
sampling is assumed to be a fast, easy and cost-effective data collection technique; hence, non-probability
sampling using judgment and convenience techniques was applied to select the sample from the study from
Gibraltar.

Data was analysed using SPSS version 23.0, which applied descriptive and inferential statistics. Data was
represented with the help of pie charts and tables. The statistical significance of the results obtained was checked
with the help of two popular nonparametric tests, namely the Chi-square and one sample binomial test.

4 Data Analysis

Data was collected from male and female respondents from different age groups and income strata. The
sampling profile details are represented in Table 2.

Table 2: Sampling Profile

Gender
Categories Frequency Percentage
Male 69 30
Female 155 69
Prefer Not to Say 2 1
Total 226 100
Personal Income
Categories Frequency Percentage
£1-£9,999 /Yearly 34 15
£10,000-£24,999/ Yearly 52 23
£25,000-£49,999 / Yearly 72 32
£50,000-£74,999 / Yearly 21 9
£75,000-£99,999 / Yearly 14 6
£100,000-£149,999/ Yearly 6
£150000 & above/ Yearly 2 1
Prefer Not to Say 25 11
Total 226 100
Age
Categories Frequency Percentage
18-24 Years 39 17
25-34 Years 37 16

35-44 Years 40 18
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45-54 Years 58 26
55-64 Years 36 16
65-74 Years 14 6
75 Years & Above 2 1
Total 226 100

This can be seen from the table that female respondents constituted 69% of the sample, whereas male
respondents accounted for 30% of the sample. 1% of respondents did not prefer to say about their gender.
Respondents lying in the £25,000-£49,999 income category made up 32% of the sample, followed by the £10,000-
£24,999 income category, wherein 23% of respondents belonged to the latter. Respondents in the £150000 and
above income category only represented 1% of the sample. 11% of respondents did not prefer to reveal their
income. 26% of respondents belonged to the 45-54 age group, followed by 18% from the 35-44 age group. 17%
of the sample comprised respondents from the 18-24 age group. The 65-74 age group represented only 6% of
the sample, whereas only 1% of respondents in the study were 75 years and above.

4.1 Impact of COVID-19 Pandemic on Consumer Behaviour

The study intended to see whether the COVID-19 pandemic affected purchase behaviour. Respondents were
enquired about the impact of COVID-19 on their purchase decisions. The literature revealed that people feel
psychological distress, such as anxiety and stress, in crises, which affects their purchase decisions. Stockpiling
is another typical behavioural response observed during a crisis. This study aimed to assess all these
behavioural parameters amongst the consumers in Gibraltar.

mYES m NO

Figure 1: The impact of COVID-19 on purchase behaviour in Gibraltar.

This can be seen from Figure 1, where 60 % of people accepted that the pandemic affected their purchasing
behaviour. 40%, however, denied having such influence on the purchase behaviour. The statistical significance
of the results was checked with the help of one sample binomial test at a 5% significance level. It was
hypothesised that:

Hal: There is a change in the purchasing behaviour of consumers in Gibraltar due to the COVID-19 pandemic.

The test was associated with a significance value of .004, less than the value of .05. Hence, the results were
considered significant, and Hal was accepted. So, it was concduded that COVID-19 modified consumers'
purchase behaviour in Gibraltar.

4.2 Stockpiling during COVID-19

Stockpiling of items was observed during the pandemic. Researchers were inclined to see whether such
behaviour was observed in the study area. The results of the same are displayed in Figure 2.

BMYES W NO

Figure 2: Stockpiling of Items during Pandemic
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This can be seen from Figure 2, which shows that 54 % of people accepted stockpiling products during the
pandemic, whereas 46% of people denied stockpiling. The statistical significance of the results was checked
with the help of one sample binomial test at a 5% significance level. It was hypothesised that:

Ha?2: People stockpiled items during the COVID-19 pandemic.

The test was associated with a significance value of .206, more than the value of .05. Hence, the results were
considered insignificant, and Ha2 was rejected. So, it could not be concluded that people stockpiled the items
during COVID-19 in the study area.

4.3 Types of Items Stockpiled

It was also intended to see which items people stockpiled during the pandemic. Figure 3 gives the details of the
products stockpiled by people during COVID-19.

Items Stockpiled during Covid-19
%, Food, 50 (I %0)

B %, Toiletries,
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%, Medication, ® %, Sanitation,
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Figure 3: Types of Items Stockpiled

This can be seen from Figure 3 that food was stockpiled the most by people, wherein 50% accepted stocking
food items during COVID-19, followed by toiletries (36%) and drinks (27%). 26% of people stockpiled medicine
and sanitary items, and 2 % accepted stockpiling clothing. However, inconclusive results obtained for the
stockpiling of items make these statistics less relevant.

4.4 Impact of Anxiety and Stress on Purchase during COVID-19

The COVID-19 pandemic has left people anxious and stressed. The researchers thought that anxiety and stress
caused by COVID-19 might have also impacted the purchase behaviour. Data was collected regarding the same.
Figure 4 shows the results of the same:
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Figure 4: Impact of Anxiety and Stress on Purchase during COVID-19

This can be seen from Figure 4 that 42% of people accepted the claim that anxiety and stress due to COVID-19
affected their purchase behaviour. However, 58% did not feel that stress and anxiety affected their purchase
behaviour. The results' significance was checked with the help of one sample binomial test at a 5% significance
level. It was hypothesised that:

Ha3: Anxiety and stress affected the purchase behaviour during the COVID-19 pandemic.

The statement was found significant with .020 sig. Value. This led to the acceptance of Ha3, and it was concluded
that anxiety and stress due to COVID-19 affected the purchase behaviour.
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4.5 Use and Impact of Media on Consumer Behaviour

The impact of media on consumer behaviour was evaluated, wherein researchers intended to know which
information sources exerted the maximum influence on purchase behaviour. The literature revealed that the
media escalates fears during pandemic-like situations. So, it was deliberated whether the media increased the
fears related to the pandemic in Gibraltar, too. Figure 5 details the information sources used by people during
COVID-19 that influenced purchase behaviour.

Information Sources Affecting Purchase during Covid-19 (in%)
% of Respondents,

Socail Media, 54

B % of Respondents, % of Respondents,

TV News, 26 WOM, 26
B % of Respondents,

00S, 20
B % of Respondents,
The Press, 13
% of Respondents,
Other, 6

Figure 5: Information Sources Affecting Purchase during COVID-19

This can be seen from Figure 5 that social media exerted a more significant influence on purchase behaviour,
wherein 54% of people acknowledged the former having influenced the purchase behaviour, followed by TV
news and word of mouth (WOM), i.e., 26%. Other online sources (OOS) affected the purchase decisions of 20%
of people. The press influenced the purchase behaviour of 13% of people, whereas other channels influenced
6% of people’s purchases. The results indicate that social media was a significant information source during the
pandemic and affected people's purchase behaviour.

4.6 Media and Fears Related to COVID-19

Media plays a vital role in everybody’s life today, where people get different types of information. COVID-19
pandemic was no different. However, such information from various media outlets might also increase people’s
fears. This study aims to see whether media worsens the fears related to COVID-19 in Gibraltar. Figure 6 shows
the results:

BMYES W NO

Figure 6: Media Worsening the Fears Related to COVID-19

This can be seen from Figure 6, where 76% of people acknowledged that media worsened the fears related to
the pandemic, whereas 24% denied the claim. The results' significance was checked with the help of one sample
binomial test at a 5% significance level. It was hypothesised that:

Ha4: Media worsened the fears related to the COVID-19 pandemic.



Consumer Behaviour Changes During the COVID-19 Pandemic: A Case Study of Gibraltar 63

The statement was found to be significant at .000 sig. Value. This led to the acceptance of Ha4 and the conclusion
that the media worsened the fears related to the COVID-19 pandemic.

4.7 Online Purchasing Behaviour of People During Pandemic

The literature revealed that people resorted to online buying during the pandemic due to restricted outdoor
movements. Moreover, consumers prioritise purchasing items online and buying more essential items in crisis.
Purchase habits so acquired might also continue in the post-pandemic stage. This study tried all these aspects
of online purchase behaviour amongst customers in Gibraltar.

Researchers tried to determine whether people regularly purchased online during COVID-19 or if their
activity was unusual in Gibraltar. The results of the same are displayed in Figure 7.

B More than normal (2) ™ Normal (1) Less than normal (3)

Figure 7: Online Purchase Behaviour during COVID-19

This can be seen from Figure 7 that 55% said that their online purchasing behaviour was unusual, i.e. either
more than or less than usual, whereas 45% people found their online purchase behaviour normal. The statistical
significance of the results was checked with the help of a chi-square test at a 5% significance level. It was
hypothesised that:

Hab: The online purchasing behaviour of people during the pandemic was not expected.

The results of statistical testing have been displayed in Table 3.

Table 3: Hypothesis Test Summary-I for Online Purchase Behaviour

Online Purchase Behaviour Observed Expected Chi-Square Test Statistics
Number Number with Sig. Value
Normal 102 75.3 18.646, .000
More than Normal 45 75.3
Less than Normal 49 75.3
Total 226

The test was associated with a significance value of .000, less than the value of .05. Hence, the results were
considered significant, and Ha5 was accepted. So, it was concluded that people's online purchase behaviour
was not expected during the pandemic, and most people resorted to unusual online behaviour.

The enquiry was also conducted to know whether the COVID-19 pandemicinfluenced your choice of items
in online shopping. Also, it was intended to know whether online purchase habits would remain the same in
post-pandemic situations. Table 4 displays the results.

Table 4: Hypothesis Test Summary-II for Online Purchase Behaviour

Statements Response Frequency (%)  One Sample Binomial Test
with Sig.

Covid-19 is affecting the choice of items in Yes 123 (54%) .206

online shopping No 103 (46%)

Same online purchase habits after the Yes 88 (39%) .001

pandemic No 138 (61%)

This can be seen from Table 4, where 54% of people acknowledged that COVID-19 affected the choice of items
in online shopping, whereas 46% denied the claim. 61% claimed they would not engage in the same online
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purchase habits after the pandemic, whereas 39% intended to continue their online purchase habits after the
pandemic. The results' significance was checked with the help of one sample binomial test at a 5% significance
level. This can be seen from Table 4, where insignificant results (sig. value .206) were obtained for the choice of
items in online shopping, concluding that COVID-19 did not affect the choice of items. This can also be seen
from Table 4, which shows that significant results (.001 sig. value) were obtained for the same online purchase
habits after the pandemic, suggesting that people are not likely to continue their online purchase habits.

5 Discussion

Results of the study revealed that COVID-19 has affected consumer behaviour in Gibraltar, too, wherein 60%
of customers in Gibraltar accepted the impact of a pandemic on their purchase decisions. The results are not
surprising and support several previous research studies, such as those by Barnes (2020), Taylor (2020),
Canfranc (2020), Loxton et al. (2020), etc. According to the study results and Maslow's Need Hierarchy theory,
it is possible to affirm that in a situation of uncertainty and risk such as the one generated by COVID-19, people
react with a change in purchasing behaviour because they need to cover their basic needs.

42% of consumers in Gibraltar accepted the claim that anxiety and stress due to COVID-19 affected their
purchase behaviour. The findings were supported by previous studies such as Chauhan and Shah (2020), Ozdin
and Ozdin (2020), Wang et al. (2020) and Pieh et al. (2020), wherein researchers found a similar impact across
different countries such as India, Turkey, Austria, and France. The results allow us to infer that stress and
anxiety affect purchasing behaviour. As postulated by neuroeconomic analysis, when there are unpredictable
circumstances, such as the case of the pandemic, the consumer will look for ways to reduce stress and anxiety,
and one way to do it is by buying. It can be helpful for marketers because, in other situations, uncertainty, stress,
and anxiety can lead to purchases as a way to reduce them.

However, conclusive results could not be obtained for stockpiling of the products for the consumers in
Gibraltar. These findings contrast with the previous studies by Chauhan and Shah (2020), Long and Khoi (2020)
and Wang et al. (2020c), wherein customers stockpiled the items due to increased risk perception. However,
contradictory results can be attributed to the rational behaviour of consumers in Gibraltar, wherein they
displayed normal behaviour and chose not to stock the items in anticipation unnecessarily (Scipioni, 2020).
Another explanation deals with the timing of this study. Generally, stockpiling is the initial response of the
people in crisis. However, this study was conducted in 2021, and a significant time gap exists between the initial
outbreak and current circumstances. Today, almost everyone in Gibraltar is vaccinated and does not even wear
masks. Hence, their fear of the pandemic has been significantly reduced, as have their stockpiling tendencies.

A study conducted by Di Crosta et al. (2021) offers an exciting explanation regarding the impact of anxiety
and stress on purchasing items. Although the present study did not classify between the essential and non-
essential items, a study conducted by Di Crosta et al. (2021) adopted such a classification. The authors divided
the items purchased during the pandemic into essential and non-essential items. Authors claimed that anxiety
and stress caused by media during COVID-19 affected the purchase of necessary items, whereas depression
was the determinant of the purchase of non-essential items. The study further posited that consumer-oriented
factors like personality, self-justification, and economic stability also determined the purchase of items during
a crisis. The study not only justified the results but also highlighted a significant gap in the study.

Media also played an essential role for the consumers in Gibraltar, wherein most customers used social
media, followed by TV and Word of Mouth. The results are in corroborate the previous studies conducted by
Wong et al. (2020), Banerjee (2020) and Islam et al. (2020), wherein authors contemplate that regular updating
of information over social media platforms continuously reminded people of the precautions, measures, and
restrictions and hence its usage increased during a pandemic. Another study conducted by Abbas et al. (2021)
states that as social media offered the global statistics of the pandemic, it satisfied the individuals' informational
needs and helped them evaluate the risk by minimising the informational uncertainty. The results also indicated
that Gibraltar customers relied on word-of-mouth communication during the pandemic. This can be
understood by looking at the culture of the country. Gibraltar is a relatively small community of about 33000
people believing in unity. The country exhibits a robust interpersonal communication system primarily owing
to its small population, wherein people generally know one another, and hence, sharing information through
word of mouth has become standard (Fotheringham, 2021).

Media in Gibraltar escalated the fears related to the pandemic, wherein 76% of customers accepted media
playing a significant role in increasing their fears regarding the pandemic. The results substantiated the findings
of previous studies conducted by Loxton et al. (2020), Garfin et al. (2020) and Peretti-Watel et al. (2020), wherein
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researchers accredited media for doing more than necessary coverage of the pandemic, which resulted in
emotional distress of people during the pandemic. Leger et al. (2020), while discussing the role of media in
worsening the fear related to the pandemic, state that media, through dramatic coverage of the disease showing
frightening images and videos, aroused distress amongst the viewers along with other physiological symptoms
such as anxiety, stress, and sleep disorders.

Regarding online purchases during COVID-19, it was found that 55% of customers in Gibraltar assessed
their online purchasing behaviour as unusual, whereas 45% of customers found their online purchase behaviour
normal during COVID-19. The findings are in tandem with the findings of previous researchers like Sheth
(2020) and Wang et al. (2020b), wherein researchers reported unusual online consumer behaviour during a
pandemic. The results are also in consonance with the findings of research conducted by Kadence International,
wherein it was found that in categories like apparel and digital services, the online behaviour of consumers
across the globe was not expected (Steggals, 2021). However, according to Sabanoglu's previous findings (2020),
COVID-19 did not affect the choice of products bought online in Gibraltar. Results also revealed that customers
in Gibraltar would not continue their online purchase habits after the pandemic, which is also against the
findings of Wang et al.’s (2020b). The findings do not gel well with the findings of another study conducted by
Kadence International, which found that in the post-pandemic era, people are likely to continue buying healthy
alternatives, supporting local products, and enjoying online streaming services (Steggals, 2021). The study also
explains such behaviour wherein customers deny continuing their behaviours acquired during the crisis by
stating that during crisis times, especially novel ones like COVID-19, customers cannot judge the discrepancy
between actual and desired behaviour. Hence, they cannot give an accurate answer to their future intentions.
However, the findings of the current study can be attributed to the strong sense of escapism that people are
feeling after the pandemic, wherein they wish to visit places, enjoy shopping and outings with family and
friends as they did in pre-pandemic times (Fotheringham, 2021).

6 Conclusion

The COVID-19 pandemic affected individuals, businesses and economies across the globe, and Gibraltar is no
exception. The study aimed to assess the change in consumer behaviour in Gibraltar due to COVID-19 from
two theoretical perspectives: neuroeconomic analysis and Maslow's Need Hierarchy theory. The study also
intended to understand the media's role in consumer purchase behaviour in Gibraltar. Consumers' online
purchase behaviour was also evaluated during the pandemic. Quantitative research was conducted to achieve
the study objective, wherein data from 226 customers from Gibraltar was analysed. The study concluded that
the pandemic affected consumers in Gibraltar, and their behaviour was significantly affected. This reaffirms
what Maslow postulated: the pandemic caused consumers to be interested in covering their basic needs, and
consequently, they bought. They displayed anxiety and stress due to COVID-19, which eventually affected their
purchase decisions too, as indicated by the neuroeconomic analysis; in situations of uncertainty, the consumers
will face their stress and anxiety in some way, and in this case, it was proven that it was through a purchase
behaviour. Therefore, it can be argued that it is possible that the population of Gibraltar, in situations of
uncertainty similar to the one caused by COVID-19, will have a purchasing behaviour that will satisfy their
basic needs, which at the same time is a mechanism to reduce stress and anxiety in the community population.
However, this does not translate into a causal relationship in which COVID-19 and the anxiety and stress it
generates cause purchasing behaviour. It is necessary to carry out other types of studies with quantitative
variables and other statistical analysis techniques like regression analysis or structural equations modelling that
make it possible to infer causality. This study can be taken as a first stage that justifies a broader analysis of
purchasing behaviour in situations of uncertainty.

However, customers in Gibraltar did not display the stockpiling tendencies. There might be multiple
reasons that can be attributed to it, such as a 100% vaccination rate in the country, very few active COVID cases,
rational consumer behaviour and reduced risk perception of the consumers. Media played an important role
and affected the consumer behaviour of customers in Gibraltar. Social media, TV, and word of mouth were the
most used communication channels for consumers in Gibraltar. Media worsened the fears related to COVID-
19 amongst the consumers in Gibraltar. Consumers resorted to online shopping during the pandemic and
experienced an unusual online shopping experience. However, the pandemic did not affect their choice of items
bought online. Most customers did not intend to carry on their online behaviour acquired during the pandemic
in the post-pandemic situations. The majority of the findings of this study align well with the previous studies,
except for a few, especially those dealing with stockpiling and online behaviour. Multiple factors related to
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population size, vaccination rates and culture of the country offer a suitable explanation for the study's unique
findings. The study broadens consumer behaviour understanding by analysing the impact of COVID-19 in a
small country like Gibraltar. The results would help future researchers in the area wherein this study might
serve as a case study for other researchers.

6.1 Limitation and future research

The study has limitations regarding the methods, sampling technique, measurement scale and sample size. The
study adopted a quantitative methodology that concluded based on the self-reported behaviour of the
respondents rather than identifying deeply held beliefs, insights, and underlying principles. Nielsen (2004)
claims that quantitative data is not good at uncovering the feelings and emotions of the respondents. Hence,
other researchers in the area might adopt the qualitative methodology. The current study used non-probability
sampling for the apparent benefits of time, effort, and monetary resources. However, probability sampling
excels in better targeting the population and minimising research errors. Future researchers might employ
probability sampling for better representation of the population. This study made use of a nominal scale to get
the required information. Lower-level scales are good at eliciting responses for being simple and easy to answer;
however, they do not offer adequate statistically relevant information such as mean, standard deviation,
variance, etc. Other researchers might work on this weakness, too, and higher-order scales might be used. This
study collected responses from 226 respondents. One of the study's limitations was the sample size, so it is
recommended that future studies consider a larger sample size to reduce its representativeness bias. This study
assessed the impact of COVID-19 on consumer behaviour, wherein customers accepted that the pandemic
affected their behaviour. However, this study did not study the factors that led to such behaviour. Other
researchers should research various factors leading towards changes in consumer behaviour during a
pandemic. Moreover, consumer behaviour is extensive. Other researchers might consider evaluating the impact
on its relevant individual constituents to conduct a more specific study. Purchases during a pandemic can also
result from various factors related to consumers, such as personality, attitude, economic stability, beliefs, etc.
However, this study considers the media's role in determining product purchases during the pandemic without
controlling other factors. In order to truly determine the causal relationship, it is necessary to control the
exogenous variables. Other researchers might conduct controlled experiments to understand the genuine causal
relationship between the variables. Moreover, the study did not differentiate between the necessity and non-
necessity items; that could have been done to know the difference between the two, as spending extra on
necessities in a crisis like this is natural. Other researchers might also consider this difference as well.

6.2 Implication and industry recommendation

The study results revealed that consumers change their behaviour during crises to deal with them more
efficiently. These findings imply that consumers assess their needs by categorising them into essentials and
non-essentials and reprioritising them. Their expenditure towards them also gets proportioned accordingly.
Marketers must adopt an agile response strategy to accelerate their moves to digital platforms with clear
performance indicators and a renewed marketing plan incorporating the changed demand. Marketers must
also reassess their product portfolio and focus on the essentials to trade effectively during crises.

It was revealed in the study that consumers confront psychological distress, and anxiety and stress affect
their purchase decisions, too. It can be understood that in a crisis, it is not uncommon to feel anxiety and stress,
as it appears to be the very natural response to the crisis. However, marketers should appreciate that these are
emotional responses and affect the business. Hence, it isnecessary to have crisis management plans to deal with
a crisis like a pandemic, wherein the company needs to keep its supply chain safe to ensure a consistent supply
during the pandemic. It is equally essential to be relevant to the customers through effective customer
relationship strategy and engagement activities. Mental health becomes a priority in crises involving medical
emergencies like COVID-19. Brands should support customers’ mental health by providing soothing, relevant,
and calming information. The mental wellness support brands provide will benefit the latter after the crisis as
people remember and value the humanitarian approach brands adopt. Brands can also partner with other
organisations, such as NGOs, health centres, hospitals, etc., to help spread awareness about the crisis. A crisis
like COVID-19 offers an opportunity for brands to know their customers better. Marketers can leverage the
technology to connect with their customers and cultivate trust and credibility (Karlitz, 2021). Crisis management
plans are needed to deal with a crisis like a pandemic, wherein they do not only need to save their supply chain
to ensure consistent supply during the pandemic. Marketers can also strengthen the grassroots network
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communities to connect with their customers. This becomes easily feasible in a country like Gibraltar with a
small population.

Social media was the most used communication channel, and media worsened the fears related to the
Gibraltar pandemic, as per the results of this study. The results imply that although social media is one of the
most relevant communication channels of today, it informs people and scares them in crisis. This calls for
adopting a responsible approach by media houses and brands using social media channels wherein caution
must be exercised while communicating with the target audience. Research conducted by Suraweera and
Jayathilakestates (2021) states that social media characteristics such as entertainment, trendiness, interactions,
customisation and word of mouth affected the purchase decisions of customers during COVID-19; however,
the study revealed that it was anxiety and stress that affected the purchase behaviour. The results imply that
marketers probably undermine the capabilities of social media during crisis time. So, marketers are advised to
make innovative use of social media to get better results from their marketing efforts.

The findings also revealed that consumers' online behaviour during the pandemic deviates from normal.
However, the behaviour change might not continue once the crisis is over. The findings suggest that the
transition from physical to online space is fastened during the crisis, and necessity drives this transition during
the crisis. However, the situation might perplex marketers and pose a challenge as they cannot be sure of
changing behaviour after the crisis. Here, marketers should look for psychological factors underpinning the
behaviour rather than focusing upon the external circumstances and factors such as the crisis itself, temporary
increase or decrease in sales, etc. This would enable marketers to know the factors leading towards forming
habits, and marketers would be better able to predict the behaviour after the crisis. Research suggests that
consumers often want to continue with innovative behaviour discovered during crisis times but cannot do so
because of complexity or inconvenience. Hence, marketers should know the reasons hindering the adoption of
newly acquired behaviour and devise measures to reduce the barriers.
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Objectives: Current research sought to uncover how
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a professional marketing consultant were taken, including
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Strategic direction).

Methods: Quantitative methodology was utilized, and
(150) responded to an online self-administered survey.
SPSS was used to deal with primary data. Multiple and
linear regression results indicated that "professional
marketing consultancy is able to empower international
companies in local markets" accounted for 62.5% of the
observed variability in the dependent variable under
investigation.

Results: Results also indicated that the most influential
practice of professional marketing consultants is building
local relationships, which accounted for 59.8% of the
observed variability in the dependent variable under
investigation.

Conclusions: The study recommended that professional
marketing consultants increase their knowledge and
approach to international companies as a proactive step
before entering a local market. The current study is
expected to enhance the current literature on challenges
and opportunities accompanying entering new markets,
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1 Introduction

Paul (2020) aimed their study to examine the nature of professional marketing strategies that are needed to
enter emerging markets. Through analyzing previous articles and research studies, most of them agreed that
the most needed practices for a professional marketing strategy to be valid to enter a new market include
studying the market that is going to be penetrated and developing marketing strategies that match the needs
of this market. Then, organizations start to build relationships with local brands and marketers to understand
the market's needs and desires.

Li and Fleury (2020) examined in their study to uncover the best practices for multinational enterprises
from emerging economies (EMNEs) to enter new markets. After reviewing previous literature, the study
concluded that EMNEs should first focus on learning from the local market, try to institutionalize themselves
and build a suitable structure for entering an emerging market.

Vissak et al. (2020) argued in their study that entering, existing, and re-entering an emerging market or
any local market requires a good level for the marketing profession to ensure that all marketing efforts present
the best results. In that sense, the authors noted that entering, exiting, and re-entering a market requires
professional marketing efforts that are based on a good understanding of the market, developing a wise
strategy, and presenting a strategic direction for roaming the market with the services and products that are
planned to be promoted.

Malizia et al. (2020) argued that understanding the local market could help develop an economic strategy
based on its requirements and needs. In that sense, the organization builds for itself a bridge that enables it to
enter the market and develop a marketing strategy that matches the market's needs and produces the best
marketing results.

Looking at the previous studies that were examined above, it can be seen that there is a lack in presenting
skills needed for professional marketing practices to enter a local market. After presenting the previous
literature and reaching the literary gap, it can be said that current research seeks to uncover how professional
marketing consultancy can play a role in empowering international companies within local markets. The
authors have chosen practices of professional marketing consultants, including (Understanding the local
market, developing a local marketing strategy, Building local relationships, and Strategic direction).

In order to better understand the aim of current research, the following Figure 1 was built as an approach
to highlight the relationship between constructs and extract the possible hypotheses:

Independent Variable Dependent Variable

Professional Marketing Consultant [ H

Understanding local market < H1

Develop a local marketing |_

H2 International Companies
strate

8y 3

Building local relationships [ _
H4

Strategic direction

Figure 1: Research Model

As according to the above model of research, the following set of hypotheses was reached:

H: Professional marketing consultancy is able to empower international companies in local markets.
H1: Understanding local markets is able to empower international companies in local markets.

H2: Developing local marketing strategy is able to empower international companies in local markets.
H3: Building local relationships is able to empower international companies in local markets.

H4: Strategic orientation is able to empower international companies in local markets.
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Carrying out this current research is of great importance, Firstly; the study may help international companies
to understand the role and the importance of entry strategies for successes at the national level in Kuwait.
Knowledge about the role of professional marketing consultants when prescribing market entry plans, brand
place strategy, and customer approach helps refine decision-making and the effectiveness of marketing
endeavors. Furthermore, the study can provide insights for marketing consultants about influencing culture,
adaptation, and market knowledge in cooperation with local organizations. It might be useful for international
companies who want to create effective and long-term success in Kuwait's increased competitiveness.

2 Literature Review
2.1 Professional Marketing

Professional marketing, according to Low et al. (2020), refers to the sum of marketing practices that are carried
out in a professional and unconventional manner. These practices may include the use of marketing concepts,
tools, and techniques that are outside the norm, or they may be based on strategies that aspire to achieve
marketing goals that are considered more effective than traditional ones (Smith, 2023; Hashem, 2015).

The concept of professional marketing includes skills that include the ability to understand the market in-
depth, in addition to understanding the desires and needs of customers in a sustainable way and not for a
specific period. Cohan (2020) indicates that in order for marketing strategies or practices to be considered
professional, they must have some advantages, including:

e Strategic analysis for an in-depth understanding of the market and the nature of customers and to indicate
the nature of the opportunities and challenges that the organization may be exposed to

e Developing market strategies, which must be based on specific objectives, such as clarifying the shape of
the target audience and its marketing and consumption tendencies, explaining the benefit that the
organization can provide with its products and services, and identifying the nature of the tools and
techniques most appropriate to use.

e Brand management through building effective management for the brand intended to enter the local
market, clarifying its identity, and demonstrating its positive appearance in order to enhance its image in
the minds of customers.

e Adopting innovative technology and tools in order to ensure a better customer experience and enhance
the efficiency and effectiveness of professional marketing practices. This includes relying on smart
marketing, automating marketing practices, market analysis, and relying on digital market outputs.

It is also important during professional marketing to pay attention to methods of measurement and
performance analysis in order to understand the impact of the strategies adopted on market trends and thus
improve marketing performance later (Al-Kilani et al., 2020). This includes relying on performance indicators
(KPIs) in addition to various analysis tools in order to measure and evaluate the impact of professional
marketing on the market based on data and analysis (Elyzaveta & Anna, 2023).

In order for marketing campaigns and their strategies to be considered correct and potentially lead to
positive results, they must be based on knowledge, experience, and innovation (Tamalene & Hiariej, 2023).
Hence, many new marketing practices of their kind have emerged that differ from traditional marketing
methods in order to provide professional marketing options that are more appropriate and beneficial to the
market and thus achieve the organization's goals in a precise and effective manner.

2.2 Marketing Consultancy

Professional marketing consultancy is considered one of the important majors in marketing field today. The
idea of professional marketing consulting is based on marketing consultants providing marketing expertise and
knowledge to various organizations and companies in order to achieve specific marketing goals (Li, 2022).
Organizations usually tend to choose these services in order to improve their marketing performance and
achieve the marketing strategic objectives previously agreed upon within the organization (Wang & Lundquist,
2022). The idea of professional marketing consulting is based on the ability of experienced people to provide
services and guidance in a range of fields, including;:

2.2.1 Understanding and analyzing the market

A professional marketing consultant analyzes the dimensions of the market under study and identifies the
opportunities and threats likely to be faced. In addition to analyzing competitive opportunities and challenges
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from existing organizations and evaluating existing competitive strategies of competitors in order to enable the
correct and rational decision-making process (Guadagnolo, 2023; Hashem, 2016).

2.2.2 Developing a local marketing strategy

Such plans have to be consistent with the organization’s objectives, including identifying the target audience
(customer), in addition to the marketing message accompanying the product or service, through adopting the
most effective means of communication and the best and most efficient marketing channels (Leén Vasquez,
2021; Hashem & Hamdan, 2017).

2.2.3 Building local relationship

According to Gabbianelli and Pencarelli (2019), building local relationships constitutes the most important
initiative in order to facilitate entry into local markets in order to expand horizontally and spread in this market,
given that local relationships in markets would contribute to enhancing expansion by identifying the nature of
the market and the companies deployed in it. The process of building relationships takes place by supporting
the professional marketing consultant by strengthening the relationship with relevant entities in the market and
interacting with various parties, including competitors (Al-Duwailah & Hashem, 2019).

2.2.4 Present strategic directions

Strategic direction is the sum of the various planning processes carried out by a professional marketing
consultant and presented to international companies in order to facilitate entry into the local market. Strategic
direction processes include market analysis and a statement of the goals to be achieved by entering the local
market, in addition to horizontal expansion frameworks, in order to determine the company's readiness for
easy entry (Grant, 2024).

2.3 Emergence of International Companies in Local Markets

According to Dzwigol et al. (2020), the emergence of international companies within local markets is considered
to be an economic phenomenon; the idea of international companies entering local markets stems from the
primary goal, which is horizontal expansion, not vertical expansion. Organizations aspire to achieve their
marketing and organizational goals by entering local markets and reaching various regions and economic
markets (Shenkar et al., 2021). In addition, entry into local markets by international companies is considered an
economic goal first and foremost, in which the organization aspires to keep pace with globalization and enhance
opportunities for global economic integration, not just a local one (Tolstoy et al., 2021).

The entry of international companies into local markets is considered a great investment opportunity
through which companies expand their business and provide opportunities to benefit from their services and
products to other markets (Bazaluk et al., 2020). International companies that enter local markets are considered
to have multiple resources and capabilities, given that they have complex and huge financial and technical
resources. They also continue to develop their products and services to keep pace with global market
requirements (Paul, 2020).

Li and Fleury (2020) confirm the same idea, pointing out that companies that enter local markets are usually
distinguished by their experience and knowledge. They study the market and understand its finer details in
order to know their target audience and the nature of the marketing channels that are most appropriate for this
market. On the other hand, Kumar et al. (2020) confirmed that international companies that aspire to enter local
markets usually have strong brands originally from their home country, and thus, they are known
internationally and receive a great welcome to enter local markets. This enhances the strength of the brand and
its market value.

Wu and Deng (2020) believe that entering local markets requires not only strong technology and
development in manufacturing techniques but also that the company must have innovative marketing
capabilities capable of invading the desired market and spreading in a studied manner. Nuruzzaman et al.
(2020) argued that entering a local market cannot be random or according to normal marketing controls and
strategies but rather be based on well-thought-out marketing strategies. This starts from the local market it
intends to enter, all the way to the target audience and the nature of the desires and needs of customers in it, so
that societal customs and traditions must be taken into consideration.
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2.4 International Companies in Local Markets: The Kuwaiti Scene

Today, the Kuwaiti markets are considered among the markets of the Gulf Cooperation Council countries that
enjoy a high purchasing power, in addition to the technological openness and technical development that the
country is witnessing to a great extent. The Kuwaiti market has witnessed many international companies
entering the local Kuwaiti market due to the important strategic location of the State of Kuwait and the
economic prosperity that the country has witnessed recently (Buhamdi et al., 2023). Among the international
companies that have been able to take a distinguished position in the Kuwaiti market are (Pleshko &
Abdulrahman, 2020; Barnawi, 2022):

¢ The famous McDonald's restaurant chain is very popular among residents.

e Starbucks Café for cold and hot drinks and has branches in various Kuwaiti regions.

e The clothing brand Zara is widely popular due to its trendy fashion.

¢ Honda Company, which provides many models of cars and motorcycles.

e Appleis a well-known company in the technological field and has great demand among Kuwaitis.

e Nike brand, which is preferred by most Kuwaiti youth.

e Coca-Cola is known in soft drinks and is widely accepted by consumers.

3 Methods and Materials
3.1 Methodological Approach

Adopting the quantitative methodology was key to realizing the main hypothesis of current research. This
methodology helps identify a larger sample size that can facilitate the generalization of results.

3.2 Tool of Study

A survey was used in this research; the survey was built on a Likert 5-point scale (1 strongly disagree — 5
Strongly agree). It consisted of two main sections; the first took into perspective the demographics of the study
sample. The other section presented statements that are related to research constructs (understanding local
market, develop a local marketing strategy, building local relationships, strategic direction). Making sure that
the survey was valid required arbitration from specialists in the field. We sought the arbitration of (4) specialists
in the field, after the arbitration process, the survey consisted of (28) statements, as appeared in Table 1. It is
worth mentioning that the questionnaire was built through the aid of previous studies including Alon et al.,
(2020); Plaey (2021); Gillespie and Swan (2021); Aaker and Mooran (2023).

Table 1: Survey Contents

Construct # of Statements

Professional Marketing Consultancy

understanding local market 5
develop a local marketing strategy 5
building local relationships 5
strategic direction 5
International Companies Empowerment 8

Total 28

3.3 Population and Sampling

The population of the current research consisted of all presidents of business development executives,
presidents of business development, executive vice presidents of business development, and executive vice
presidents of marketing. A convenient sample of (207) presidents of business development executives,
presidents of business development, executive vice presidents of business development, and executive vice
presidents of marketing within Kuwaiti marketing organizations have responded to an online self-administered
survey. A copy of the survey was translated to Arabic and uploaded online through Survey Monkey to gather
primary data. The survey was kept online for almost five weeks (from 1t Novemebr 2023 to 6t December 2023).
After withdrawing primary data from the website, the researcher noticed that (150) surveys were properly filled
and valid for statistical processing. This indicated a response rate of (72%) as statistically accepted.

3.4 Statistical Processing

Statistical Package for Social Sciences SPSS v. 26t was used as the main statistical tool to deal with collected
primary data. Cronbach's Alpha was used in order to test the reliability and consistency of the study tool. As
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Table 2 indicated, the survey was reliable and consistent as all variables scored an alpha that was higher than
0.70.
Table 2: Alpha Value

Variable a
Understanding local market 0.871
Develop alocal marketing strategy 0.794
Building local relationships 0.768
Strategic direction 0.794
International Companies Empowerment 0.922

The statistical tests included multiple and linear regression, Cronbach's Alpha, mean and standard deviation,
frequency, and percentages.

3.5 Underpinning Theory

Current research was based on marketing entry theory. This theory is based on the idea of the need to focus on
the totality of strategies and challenges that the organization may be exposed to before entering a specific new
local market. The theory presents different ideas in the field of markets and the factors that would influence
different organizations if they wish to enter a new market, based on professional theories in the marketing field
(Qi et al., 2020).

4 Results and Discussion

4.1 Demographic Statistics

As Table 3 indicates, the majority of respondents were males, forming (68.7%) of the total sample. The majority
of respondents held an MA degree (62%). Also, statistics indicated that most of the sample had experience of 6-
9 years in the field, forming (32.7%) of the total sample.

Table 3: Demographics

f %
Gender
Male 103 68.7
Female 47 31.3
Qualification

BA 13 8.7
MA 93 62.0
PhD 44 29.3

Experience

2-5 29 19.3
6-9 49 32.7
10-13 46 30.7
+14 26 17.3
Total 150 100.0

4.2 Questionnaire Statistics

Mean (p) and standard deviation (0) were used in order to test how the study sample received statements from
the survey. As Table 4 below indicates, sample individuals responded positively to survey statements as they
all scored a mean that was higher than the mean of the scale of 3.00. The highest variable scored a mean of
3.78/5.00, which was "understanding the local market," compared to the lowest variable, which scored 3.39/5.00,
which was "developing a local marketing strategy".

Table 4: Understanding local market Analysis

Statement u o
A professional marketing consultant focuses on understanding the market better 4.147 1.019
A professional marketing consultant bases his decisions on existing experience and 3.653 1.158
knowledge
A professional marketing consultant understands the cultures and customs of different 3.740 1.006

local markets

A professional marketing consultant is able to identify challenges and opportunities in 3.727 1.003
the local market

A professional marketing consultant can identify areas of expansion in local markets in a 3.647 1.044
professional manner

Understanding local market 3.783 .851
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Table 4 gave results of analyzing the first variable of (understanding local market), understanding the local
market is a main issue when gaining power in a local market. The research confirmed that studying and
understanding the market and its orientation helps international brands gain experience and knowledge in the
market and identify the best ways to enter it. Such results agreed with Li and Fleury (2020), who argued that
entering new markets requires understanding and analyzing them in order to comprehend the cultures and
customs and be ready to identify challenges and opportunities in the local market.

Table 5: Developing a Local Marketing Strategy analysis

Statement u [y
The professional marketing consultant combines international companies with local  3.067 1.262
markets in an expanded strategy
A professional marketing consultant analyzes the competitiveness in local markets and ~ 3.400 1.198

works to understand the gaps in them
A professional marketing consultant is able to determine the target audience of clients  3.573 1.095
based on local market movements

The professional marketing consultant contributes to developing an effective marketing  2.960 1.164
message that reaches the target audience
A professional marketing consultant identifies the actual competition channels and  3.967 1.102

chooses the most appropriate marketing tools

Develop a local marketing strategy 3.393 .863

Table 5 above saw that the idea of developing a marketing strategy plays a role in increasing the comprehension
of marketing by international companies. This can take place through analyzing the competitiveness in local
markets and understanding the gaps in them. In addition to that, developing a strategy for marketing through
a professional marketing consultant helps to determine the target audience of clients based on local market
movements. This was agreed on by Vissak et al. (2020), who noted that a professional marketing consultant
contributes to developing an effective marketing message that reaches the target audience through the most
appropriate marketing tools.

Table 6: Building local Relationships Analysis

Statement u (Y
A professional marketing consultant can build strong local relationships for partnership ~ 3.933 967
goals
A professional marketing consultant relies on creating a strong network of local  3.467 1.213
relationships, specifically local partners
A professional marketing consultant directs marketing efforts more towards local = 3.453 1.168

companies in order to enhance competition

The professional marketing consultant always aspires to build a strong clientbase through ~ 3.427 1.025
his various relationships

A professional marketing consultant directs relationships towards sales, distribution and ~ 3.987 1.062
various partnerships

Building local relationships 3.653 .786

Table 6 indicated that working on developing local relationships when entering a local market is considered to
be a smart move. This can only take place through the guidance of a professional local marketing consultant as
they can relate to strong local relationships for partnership goals in addition to relying on a strong network of
local relationships, specifically local partners. This was agreed on by Malizia et al. (2020), who stated that going
local when entering a local market can direct marketing efforts toward local companies in order to enhance
competition, in addition to the ability to direct sales, distribution, and various partnerships.

Table 7: Strategic direction analysis

Statement u (Y

A professional marketing consultant is a strategic advisor to the company 3.800 927
A professional marketing consultant provides guidance according to market changes and ~ 2.893 1.063
different situations
A professional marketing consultant appreciates different market trends 3.613 .968
A professional marketing consultant can catch market gaps and weaknesses and exploit ~ 3.520 1.122
them to his advantage
A professional marketing consultant is able to achieve success in local markets 3.587 1.082

Strategic direction 3.483 .766

As according to table 7 above, it was seen that an international company seeking to enter a local market must
depend on a local marketing consultant to advise them on a strategic direction for their marketing strategies
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according to market data and outcomes. This helps in identifying market changes and possible risks. In
addition, strategic direction facilitates coping with different market trends. This was agreed on by Li and Fleury
(2020) and Vissak et al. (2020), who noted that professional marketing consultants can catch market gaps and
weaknesses and exploit them to international companies' advantage and, at the same time, achieve success in
local markets.

Table 8: International companies empowerment analysis

Statement u [y

Enabling international companies in local markets helps them exploit the various  3.820 .956
marketing opportunities available

Empowering global companies in local markets strengthens relationships with local ~ 3.820 1.075
customers and merchants

Empowering international companies in local markets works to fill the various marketing  3.720 1.011
needs of the local market
Empowering international companies in local markets enhances the mechanism of  3.853 .992

understanding the needs and desires of local markets and bridging the gap in them
Empowering global companies in local markets enhances competitiveness between global ~ 3.633 1.161
companies and local organizations

Empowering global companies in local markets enables long-term sustainability 3.953 1.032
Empowering global companies in local markets reduces dependency on foreign markets 3.540 1.208
The local economy can be strengthened by empowering global companies in local markets  3.620 1.219

International Companies Empowerment 3.745 .874

Analyzing Table 8 indicated that a professional marketing consultancy works to help international companies
compensate for these factors and compete in those local markets efficiently. This way, international firms can
engage the services of consulting companies to bring the necessary expertise and market analysis to fine-tune
the marketing strategies according to the market environment and consumer' behavior within the target
country. Marketing consultants offer directions in the market trends, competitors, and customers, which allows
international firms to market their products properly in foreign countries. Furthermore, consultants help to
identify and explain how the targeted markets should be entered and what distribution and promotional
methods should be used to capture the consumers’ attention, thus helping companies gain a good starting
position and become recognized by the targeted consumers. By working with marketing experts, different
international companies can level the playing field, make their marketing strategies more effective as well as
adapt their businesses for stable growth in various local markets all over the world.

4.3 Multiple Regression of Main Hypothesis

Multiple regression was used to test the validity and acceptance of the main hypothesis. Results of multiple
regression indicated that F value of 60.296 was statistically significant at the 0.05 level. These findings suggested
that Professional marketing consultancy is able to empower international companies in local markets.
Furthermore, a significant correlation with a coefficient of 0.79 was identified, indicating a high level of
relationship. Moreover, the independent factors accounted for 62.5% of the observed variability in the
dependent variable under investigation.

Table 9: Main Hypothesis

Coefficients
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta R R
Error Square

1 (Constant) 324 233 1.394 .165 .790a 625

Understanding 164 .074 159 2.211 .029

local market

Develop alocal 107 .094 105 1.136 .258

marketing

strategy

Building local 564 112 507 5.029 .000

relationships

Strategic direction 109 .098 095 1.107 270

H: Professional marketing consultancy is able to empower international companies in local markets
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4.4 Linear Regression of Sub-Hypotheses

Linear regression was employed to test the acceptance of sub-hypotheses. Results of linear regression indicated
that following:
For the first hypothesis, F value of 95923 was statistically significant at the 0.05 level indicating that
understanding local markets is able to empower international companies in local markets. Furthermore, a
significant correlation with a coefficient of 0.627 was identified, indicating a high level of relationship.
Moreover, the independent factors account for 39.3% of the observed variability in the dependent variable
under investigation.
The second hypothesis scored an F value of 118.424 as statistically significant at the 0.05 level. These findings
suggested that developing local marketing strategy is able to empower international companies in local
markets. Furthermore, a significant correlation with a coefficient of 0.667 was identified, indicating a high level
of relationship. Moreover, the independent factors accounted for 44.4% of the observed variability in the
dependent variable under investigation.
The third hypothesis indicated an F value of 220.499 as statistically significant at the 0.05 level. This indicates
that building local relationships empowers international companies in local markets. Furthermore, a significant
correlation with a coefficient of 0.774 was identified, indicating a high level of relationship. Moreover, the
independent factors accounted for 59.8% of the observed variability in the dependent variable under
investigation.
The fourth and final sub-hypothesis resulted with an F value of 108.006 as statistically significant at the 0.05
level. This indicated that building local relationships is able to empower international companies in local
markets. Furthermore, a significant correlation with a coefficient of 0.65 was identified, indicating a high level
of relationship. Moreover, the independent factors account for 42.2% of the observed variability in the
dependent variable under investigation.

Table 10: Sub-Hypotheses

Coefficients
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta R R
Error Square
1 (Constant) 1.309 .255 5.137 .000 6272 .393
Understanding 644 .066 627 9.794 .000

local market

H1: Understanding local markets is able to empower international companies in local markets

Coefficients
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta R R
Error Square
1 (Constant) 1.454 217 6.692 .000 .6677 444
Develop a .675 .062 .667 10.882 .000
local
marketing
strategy
H2: Developing local marketing strategy is able to empower international companies in local markets
Coefficients
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta R R
Error Square
1 (Constant) .603 216 2.787 .006 774 .598
Building local .860 .058 774 14.849 .000
relationships
H3: Building local relationships is able to empower international companies in local markets
Coefficients
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta R R Square
Error
1 (Constant) 1.164 254 4.576 .000 6502 422
Strategic 741 .071 .650 10.393 .000

direction

H4: Strategic orientation is able to empower international companies in local markets
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4.5 Argument

Current research hypothesized that professional marketing consultancy is able to empower international
companies in local markets. In order to highlight the validity of this hypothesis, quantitative methodology was
utilized, and a survey as in instrument was self-administered by (150) individuals of presidents of business
development executives, presidents of business development, executive vice president of business
development and executive vice president of marketing. Depending on SPSS results of analysis indicated that
acceptance of what the research hypothesized and argued that professional marketing consultancy can serve in
empowering international companies to enter local markets through focusing on (Understanding local market,
Develop alocal marketing strategy, Building local relationships, Strategic direction). This meant that adopting
a professional marketing consultancy by international companies could empower them to enter local markets
and gain the needed competencies to have a share of the local market as a whole.

According to analysis, professional marketing consultants are critically important for helping international
companies to succeed in local markets in Kuwait. Companies that hire these consultants get the advantage of
professional services and informed understanding of the Kuwait market. In essence, it enables the international
firms to enhance their marketing mix strategies to suit the prerogative of the specific market and customers.
Marketing consultants can play a significant role in offering information on market entry techniques, branding
and communication techniques to organizations, helping the Kuwaiti firms to have a breakthrough and to
compete properly in the Kuwaiti market. International firms can benefit greatly from the authors' knowledge
of the specific consumer behavior and culture, which would, in turn, assist the firms in aligning their strategies
on brand promotion, customer relations, and business success. Furthermore, it is convenient for international
companies to receive professional recommendations from marketing consultants concerning their change, local
competitors, and possible market developments in Kuwait. These consultants can help in a designing of a more
localized marketing communication strategy, suitable products and appropriate pricing strategies which will
be acceptable to Kuwaiti consumers. Through the use offices of marketing consultants, the international
companies get to learn the culture and trends of the Kuwaiti market and in the process form the right working
relations with the people to secure their right market position in the region. In this context, international
companies hope to empower their operations in Kuwait, promote more extensive market share, brand
recognition, and long-term development in Kuwait.

5 Conclusion and Recommendations

The study proved that professional marketing is capable of giving great power to international companies once
they enter local markets. By looking at the analysis and discussing the results, it can be said that professional
marketing provides the company with the ability to penetrate the local market by relying on the analysis of the
data it has. Professional marketing also enables international companies, when they enter local markets, to
exploit the various marketing opportunities available and strengthen relationships with customers and local
merchants.

Based on that, study recommended the following;:

e Building relationships with the local people, understanding their needs and wants, and modifying
products and appeals are necessary. For even greater advancement in empowerment, it is suggested that
market trends and consumer behaviors be monitored even more constantly.

e Firms need to devote their efforts to developing campaigns that are very specific to different countries,
constructing meaningful relationships with local opinion leaders, and applying knowledge about different
cultures to appeal to customers. Local human capital and resources can also point to a more effective
installation of these strategies.

e Specific strategies that international companies can apply include networking, corporate social
responsibility and forming partners with reputable local bodies. Continuous communication and listening
to stakeholders in local markets can still foster the power of companies in local markets.

¢ Drawing lessons from this experience here are some benefits that international companies can accrue:
Building long-term relationships, undertaking community projects as well as showing relevance for local
cultures and practices. Paid a significant emphasis on anti-oppression and appropriate business conduct
of both organizations and individuals we can achieve long-term empowerment and success in local
markets with an emphasis on the mutual benefits of partnerships.
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5.1 Theoretical and Practical Implications

The current research is expected to have both theoretical and practical implications. From a theoretical
perspective, the research may enhance the current literature on challenges and opportunities accompanying
entering new markets, especially for international companies. From a practical perspective, the current study
may lead investors and marketers towards choosing the best and most accurate strategies to enter a new local
market. These strategies may help marketers and owners of international companies to reach asmooth and easy
entry to a new local market with the least risks possible. In addition, the study found that professional
marketing based on knowledge and experience is capable of meeting the various marketing needs of the local
market and enhancing the mechanism of understanding the needs and desires of local markets. This leads to a
professional and correct presence of international companies in local markets and improves the level of
competitiveness between various companies. It also achieves long-term sustainability and reduces dependency
on foreign markets, in addition to its ability to strengthen the local economy by empowering international
companies in local markets.

5.2 Limitation of Study

The current study was limited to presidents of business development executives, presidents of business
development, executive vice presidents of business development, and executive vice presidents of marketing.
There were no financial information/reports or statements involved in the development of the current study.
The author would like to note the scarcity of related studies gathered between flywheel marketing and green
products, even though the main idea of the connection is important and apparent

5.3 Future Suggestions

Based on the results and conclusion, current research suggested investigating the influence of Big Data
Analytics (BDA) on international companies' efforts to enter local markets within the MENA region.
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Objectives: The study examines the impact of cloud
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aimed to analyze and classify the contributions of the
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Methods: Based on the PRISMA methodological guide,
mixed quantitative and qualitative methods were used.
Results: The study concluded that there is an effect of
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Conclusions: The study recommended the necessity of
paying attention to Cloud computing technology because
of its effective role on performance first and then
completing work with the required efficiency and
effectiveness.
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1 Introduction

The term “Cloud Computing’ was first proposed at the end of 2006 by Eric Schmidt, the CEO of Google. Cloud
computing is currently one of the main components of the fourth industrial revolution and is considered to be
the most innovative technology in the most developed countries (Fargana Abdullayeva, 2023, P.1).Today , the
cloud computing is a major technological trend, with the definitive aim of radically changing IT processes and
the IT market (Vasiljeva, Shaikhulina, Kreslins, 2017, P.2), This technology Cloud computing is designed to serve
businesses by increasing performance, reducing costs, increasing storage capacity and facilitating worldwide
access. This can be useful for most small and medium-sized enterprises (SMEs) in the early stages of
development. Although this type of computing system has existed in the online domain and has been useful for
many services in Western countries for many years, the idea of cloud computing is fairly new to many emerging
countries, where evolving businesses are primarily interested in reducing set-up costs and developing skills
(Priyadarshinee et al, 2017, P.1), in the same context companies are using cloud computing in the areas of human
resources, IT management, financial management, security management, business intelligence, sales and
marketing, customer service, procurement and purchasing, content management, office productivity, supply
chain and logistics, tax calculation, manufacturing and production line operations. The benefits of cloud
computing include cost minimization, improved internal and customer services, and the consolidation, scaling,
distribution and efficient use of IT resources within organizations (Alassafi, 2021, P.1). There are three types of
service model: software as a service (SaaS), platform as a service (PaaS) and infrastructure as a service (IaaS).
Saa$ is the highest level of the cloud, with all services offered by cloud providers. Users adopting PaaS only
manage their applications and data, while those adopting IaaS will have their infrastructure, such as server,
storage and network, managed by the provider. (Amron, Roslina, Chuprat, 2017, P.2). Cloud computing is
characterized by pay-as-you-go, scalability, configurability and rapid, low-cost implementation, and has
considerably altered the shortcomings of traditional information technologies, such as high cost or a stereotyped
software framework (Deng et al., 2021, P.4).In addition, cloud computing services offer viable tools to facilitate
business performance and provide affordable solutions, enabling businesses to improve their current operations
more efficiently (A. Al-Sharafi et al., 2023, P.4), Although many of the benefits of Cloud computing are well
known and documented, businesses are still concerned about the risks and consequences of moving mission-
critical applications to the Cloud. As a result, the distributed nature of Cloud computing raises a number of
issues, including threats to security and privacy, national and international regulations, and the external business
environment in which the company operates (El-Gazzar et al., 2016, P.1 ).Its interest and usefulness have taken
the intention of individuals, organizations and businesses during the outbreak of the coronavirus (COVID-19)
pandemic that has drastically affected everyone and every aspect of life across the world. All businesses,
organizations, ways of working and trade have had to find ways tosurvive and excel in these drastic conditions.
The rapid and unprecedented spread of COVID-19 has made businesses and organizations extremely unstable.
It is worth noting that the pace of economic growth of each country mainly relies on the available human capital
and technological exploration (Sharma, Singh, Daim, 2023, P.1). Since (COVID-19) has truly shattered investor
confidence and turned our lives upside down, technologies have become our lifeline. One of the solutions is to
have workers work remotely. However, businesses are facing obstacles and finding it difficult to meet the current
challenge of remote work. And other businesses are struggling to cope with this new phenomenon. For example,
companies that have invested in cloud computing infrastructure have overcome the current pandemic and are
operating well. Therefore, cloud computing helps employees and colleagues to collaborate and communicate
securely in a remote environment. On the other hand, other organizations that do not have cloud computing
infrastructure are struggling to operate smoothly. Cloud computing reduces the challenges of remote working,
such as chatting, interacting, and tracking work from home securely (Alhomdy et al., 2021, P.1). Almost all
sectors, such as small and large businesses, healthcare and educational institutions, and universities, have been
forced to convert their services electronically. All these organizations, such as companies, universities, and many
others, have become extremely dependent on cyberspace for their daily activities. As the disease has spread
widely and rapidly around the world, the demand for online services has increased along with the crisis. The
demands for services are much greater than before. With the increasing sophistication of technology, these
services make it easier to do things online, such as shopping, paying bills, education, college registration, medical
consultations, sea and land transportation, and hotel reservations. Competition among businesses has increased
significantly during this pandemic to achieve customer satisfaction, given the lack of in-person options.
Customer trust is achieved by providing better online services (Alashhab et al., 2021, P.2). In fact, cloud
computing facilitates collaboration, communication, and essential online services during the COVID-19 crisis,
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which has forced people to work from home, but they need to communicate and collaborate online. Cloud
computing therefore plays a vital role in addressing the challenge of working from home and providing efficient
services, in a lockdown situation, cloud computing technology helps provide commendable services in all areas
including healthcare, education, commerce, etc. It provides advanced infrastructure to facilitate digital
transformation, indeed All countries are trying to reduce the spread of this virus and therefore this technology
helps in reducing the spread of this virus by providing online services and also an innovative environment that
improves the creativity and productivity of workers. This Cloud computing technology has proven to be effective
as asolution to limit the spread of the pandemic and also save millions of lives around the world. This technology
is also very useful in predicting the future impact of the SARS-Co-2 virus (Ravi pratap singh, 2021, P.1).
Concretely, the global COVID-19 pandemic has forced organizations to rethink the way they work, study, help
and socialize. Cloud computing has therefore played a vital role in enabling organizations and governments to
quickly use crisis management and continuity solutions, and by this fact the coronavirus pandemic has reshaped
the way businesses and organizations use cloud computing. Some recent trends in cloud computing make sense:
for example, cloud adoption rates seem to be higher than ever. However, we also see cloud computing trends in
the areas of compliance and security (Athambawa, Johar , Khatibi, 2023, P.20).The Current studies focus on the
technical, security and adoption aspects of cloud computing. But to date, little is known about how SMEs that
have adopted cloud computing have been able to manage the risks and exploit the benefits of cloud computing
to improve their performance (Salleh, Husnayati, 2016, P.105). The aim of this study is to present a detailed
systematic analysis of the literature on the impact of cloud computing adoption on organizational performance
between 2013 and 2024. The three research sub-questions for this detailed analysis that we aim to address are as
follows:

¢ How does Cloud Computing contribute to digital transformation?

e How can we effectively manage the risks associated to Cloud Computing adoption?

e  Whatis the impact of Cloud Computing adoption on performance?
The main focus of our research is to study the impact of Cloud computing adoption on performance. A
descriptive analysis was carried out in order to draw conclusions regarding the relationship between the
adoption of Cloud computing and the achievement of performance. In fact, the analysis showed that technology
adoption and acceptance are the most studied topics. Most of the studies on Cloud computing examine the
benefits of Cloud computing adoption as well as the challenges, particularly in terms of data security and
confidentiality, and budgeting and pricing issues have been particularly studied. In the field of organizational
management, the mastery of digital skills and information technologies has become a necessity for coping with
changes in the external environment, and the results of this study can serve as a guide for managers and
researchers, particularly from a management point of view. In this way, this study can support the efforts of
businesspeople to strengthen the competitive advantages of their companies through the adoption of cloud
computing.

There are studies on Cloud Computing, which can be divided into two categories: narrative studies and
SLR ‘Systematic Literature Review’ studies. Narrative literature review studies focus on the semantic
characteristics of documents, while SLR studies focus on the quantitative and reproducible elements of
documents and articles. One of the advantages of the systematic literature review is that it provides a simple
structure of the literature. Literature reviews are important for defining and identifying hypotheses, themes and
research questions as well as proposing methodologies that may be useful for further studies (Omurgonuisen,
Kazancoglu, 2021, P.3), Furthermore, the systematic literature review can classify, study and build up all the
studies relating to a particular area of research, a subject area or an important phenomenon (Rajabionet al., 2019,
P.272). In addition, systematic reviews should strive to be sensitive, which means searching for as many studies
as possible to minimize bias and be effective. Other authors have defined systematic reviews as scientific
investigations in which the unit of analysis is the main original studies, constituting an essential tool for
synthesizing the scientific information available, increasing the validity of the conclusions of individual studies
and identifying areas of uncertainty where research is needed (Martinez et al., 2019, P.213).
The method used in this study complies with the PRISMA guidelines and comprises five steps: 1) literature

review, 2) inclusion and exclusion criteria, 3) study selection, 4) quality assessment, and 5) data extraction and
synthesis (Erfannia, Alipour, 2022, P.2).
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2  Method

The number of studies on the interest of the Cloud computing adoption to improve the performance taken into
consideration in this study and their interpretation is based on the publications on the subject, and a systematic
review of literature based on the PRISMA method.

2.1 Inclusion and exclusion criteria
2.1.1 Inclusion criteria

These studies included studies published in English only, studies for which the full text was available, studies
that examined the impact of cloud computing adoption on performance while analyzing the associated risks,
studies that introduced and evaluated a new tool for managing the risks associated to cloud computing adoption,
and studies published between 2013 and 2024.

2.1.2 Exclusion criteria

The following studies were excluded: studies in non-English languages, studies for which the full text was
impossible to obtain, and summary papers, letters, dissertations, technical notes, posters, and papers that used
Cloud Computing in a field other than Management.

2.1.3 Studies selection

A total of 500 papers were identified. Of these, 230 articles were duplicates and were therefore excluded. Of the
remaining 270 papers, 130 were excluded after examination of their titles and abstracts, respectively. The full
texts of the remaining papers (n = 140) were examined according to the inclusion and exclusion criteria, and 82
papers were excluded. Next, the snowball method was applied to the full texts of the remaining relevant papers
(n=58).

The papers in our study were published in several countries, including the United States, the United
Kingdom, Saudi Arabia, India, Malaysia and China. The 58 papers included were published in various journals.
They address issues related to the impact of Cloud Computing adoption on business performance, while
analyzing the associated risks.

In the diagram below, we present the PRISMA methodological guidelines for conducting our systematic

review.
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Figure 1: PRISMA flow diagram of study selection
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3 Results

The bibliographic search was carried out for studies published between 2013 and 2024. Although the
methodological guide, in the case of PRISMA recommends a fully electronic search strategy for at least one major
database, the use of a single database does not guarantee that all relevant studies will be found and therefore
various databases must be consulted. In this sense, bibliographic searches in fields other than the complete
databases were carried out to minimize any bias.

Regarding electronic databases, 74% (104 papers) of the papers were selected from the Direct science
database. 19 % (26 papers) were selected from the IEEE (Institute of Electrical and Electronics Engineers). 3% (4
papers) were selected from Google scholar, 2% (3 papers) were selected from Growing science. 2% (3 articles)
each paper is selected from a different source one is from MDPI databases and the other from Semantic Scholar.

The sources of the 58 papers selected and included in our study, as shown in (Figure 1), are presented as
follows:

Table 1: Sources of the 58 papers selected using the PRISMA method

Types of Sources Number of papers Percentage (%)
DIRECT SCIENCE 35 60%
IEEE 16 28%
Google schoolar 5 9%

Growing science 1 1.5%
Semantic Scholar 1 1.5%

Source: Result obtained by analyzing scientific articles in excel.

3.1 Review analysis by year

As mentioned in (Figure 2) studies on cloud computing technology have increased significantly since 2014. The
number of studies reached its peak in 2016. This can be linked to the emergence of the concept of the digital
industry from 2011 onwards.

Cloud Computing is an essential part of the fourth industrial revolution as a new information and
communication technology, and in the same context the number of studies began to increase remarkably from
2023 onwards.

The year-on-year evolution of cloud computing adoption studies can be explained by a combination of
technical, economic and social factors. Here is a general perspective on this evolution:

3.1.1 The 2015-2020 period

e Emergence of major competing Cloud service providers, such as Microsoft Azure and Google Cloud
Platform, stimulating innovation and competition in the market (Quddus Khan, 2024, P. 5).

e Studies have shown that it is one of the fastest growing sectors of the digital economy. European
governments and industry plan to invest €45 billion in the development of cloud computing by 2020. In
cloud computing, remote server networks, storage systems (data centers and server farms) and their
resources are used at the request of users (Krishna, Babu, Prasad, 2020, P. 1).

3.1.2 The years 2020 and beyond

e The recent outbreak of Covid-19 has further increased the need for businesses to implement digital business
models. Only cloud platforms can provide the business agility, scalability and new capabilities required for
this transformation. Despite the focus on digital transformation, cloud computing is an important
technology for business transformation (Shailja Tripathi, 2023, P. 2).

e The spectrum of Internet of things (IoT) data sources includes sensor data, smartphones and social
networks, which are modelled in different ways and use various communication protocols and interfaces.
Most Internet of things (IoT) services are based on M2M communication protocols, which require the
management of a large number of flows and benefit directly from the widely distributed storage capacities
of the cloud computing infrastructure (Ejaz et al., 2017, P. 9).
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Distribution of articles by year of publication
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Figure 2: Distribution of articles by year of publication

3.2 Review analysis by author

Table 2 shows the number of authors for each paper. Taking into account the selected studies, the total number
of authors is 28. It was observed that papers related to Cloud Computing and its relationship to risk management
and performance achievement have more than one author. Approximately 9% of the papers (5 papers) have a
single author, 31% of the papers (18 papers) written have 2 authors and 29% have 3 authors (17 papers). The
proportion of papers with more than 3 authors (4, 5, 6 and 7 authors) is 31%.

Analyzing scientific papers according to the number of authors provides us with interesting information
about research trends, collaborations and the complexity of the subject studied. Here are a few aspects to consider
when carrying out this analysis:

e Average number of authors: on the basis of 58 papers selected using the PRISMA method, we found an
average number of 3 authors per paper. This average indicates a trend towards broader, interdisciplinary
collaborations.

¢ Distribution of the number of authors: After our analysis, we note a predominance of articles with a large
number of authors, which may reflect extensive collaborations.

¢ Types of collaborations: The large number of authors of scientific papers related to our review of Cloud
Computing, risk management and performance reflects inter-institutional, international and
interdisciplinary collaborations.

Table 2: Analysis of papers by number of authors

Number of authors Number of papers Percentage
1 5 9%
2 18 31%
3 17 29%
4 12 21%
5 3 5%
6 2 3%
7 1 2%
28 58 100%

Source: Result obtained by analyzing scientific articles in excel.
3.3 Methodological analysis of papers

In the studies using qualitative approaches, in-depth interviews (Darren, 2021. P.1). were conducted in 5 papers
and the remaining papers were based on case studies and quantitative methods. In the quantitative papers,
questionnaire tools (Adjei, 2021. P.4) were commonly used and, in some papers, databases were used to collect
data. Questionnaires were often conducted online and sent via social networks or communicated with IT
managers in companies and organizations. The response rate was high in most papers. It should be noted that
conceptual studies are based mainly on two different research designs: one is based on synthesis studies and the
other aims to build a model or framework.
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Figure 3: Most frequently used keywords
3.4 Keyword analysis

The keyword analysis of the included papers provided insight into the general direction of the papers, research
perspectives and fields of cloud computing adoption that focus more on organizational, technological, economic
and managerial aspects (Figure 4). Keywords were collected and then these keywords were grouped into
different combinations, for example the keywords «Cloud Computing Adoption» and «Cloud Computing
Adoption Framework» were grouped into an adoption group. The collected keywords were analyzed using
NVIVO software. The most used keyword was «Cloud Computing» of the total keywords. As mentioned in
(figure 3), among the keywords relating to Cloud Computing, the main ones are «Adoption», «Security», «Risk»,
«Management», «Technology» , «xinformation» and «Performance».

The areas of cloud computing adoption

M Organization and risk

40% management

Economy and finance
Marketing
others

Figure 4: Words most frequently used in sources.

3.5 Analysis of the research areas

In this section, we analyze the papers according to their research area in general terms. As a result of the analysis,
the activities using cloud computing and the most used research areas have been highlighted. In addition, this
analysis would be useful in identifying business topics that have not received sufficient attention. As mentioned
in (Figure 5), Management and Risk Assessment are the most studied areas (40%) in the cloud computing
literature. The second most studied area is Finance and Economics (30%), followed by Sales/Marketing (20%)
and the rest for the other areas.
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Figure 5: The areas of cloud computing adoption

3.6 Analysis of scientific papers by country

This study reflects a rich international diversity through the contributions of authors from different countries
around the world. The papers presented in this section come from the following countries (figure 6):

The United States
The United Kingdom
France

Germany

Malaysia

China

India

Canada and others

The fact that several authors of different nationalities are interested in and contribute to the literature on cdoud
computing can be explained by several factors:

Global nature of the technology: Globalization of science and technology is an integral aspect of
globalization (Aqueil, 2014, P.1) and the Cloud computing is a widely adopted technology on a global scale.
As such, it is attracting interest and contribution from researchers, practitioners and experts in various
countries who are striving to understand, exploit and perfect this technology.

Impact on various sectors: Services sectors are likely to benefit particularly from the adoption of cloud
computing, as they often have huge amounts of data, need to exchange data with customers or work from
various or different locations (Haug, Kretschmer, Strobel, 2016, P.5). Additionally, the Cloud computing has
a significant impact on many sectors, including information technology, business, health, education, etc.
Researchers of different nationalities are interested in its potential in their respective fields and are
contributing to research to explore best practices and challenges specific to each area.

International collaborations: International collaborations between researchers of different nationalities are
common in cloud computing technology. Research projects often require diverse expertise from different
countries, leading to collaborations between researchers from different backgrounds.

Knowledge dissemination: Cloud computing research conferences, journals and forums are often
international, attracting researchers from all over the world to share their ideas, discoveries and experiences.
This encourages a diversity of perspectives and approaches in cloud computing research.
Economicimportance: Some notable European countries, such as France, Italy, Germany, the UK and Spain,
have adopted cloud computing as a mode of operation in their business environments in line with their
unique economic characteristics (Omolola, 2024, P.12). Cloud computing also has significant economic
importance, with a rapidly expanding global market. Researchers of different nationalities are interested in
understanding the economic implications of cloud computing, as well as its effects on employment,
innovation and economic growth.

This geographical diversity reflects the scale of the international commitment and worldwide interest in Cloud
Computing and its usefulness in improving performance and achieving strategic objectives for organizations
and companies.
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4 Discussion

The adoption of cloud computing has become a central issue in the IT sector, because of its profound implications
for business performance. Numerous studies have highlighted the benefits of cloud computing, particularly in
terms of flexibility, cost reduction and improved operational efficiency.

4.1 The benefits of Cloud Computing

e Scalability: As an emerging and fast-growing IT paradigm since 2006, cloud computing has changed the
way IT is managed, delivering benefits such as cost savings, dynamic scalability, enhanced efficiency and
optimized use of IT resources (Hang Au, Fung, Tses, 2016. P.1).

¢ Reduced cost: Cloud computing reduces costs because resources are only bought and paid for when they
are needed, because when it is used as a billing model, it works on a usage basis rather than a start-up cost
basis. The infrastructure is not purchased, which reduces its initial and maintenance costs. Customers do
not own the infrastructure, but can use online cloud services to meet the organization’s needs. Businesses
don't have to worry about what the future requires, as they can easily obtain additional services at any time.
What's more, as a business grows over time, the cloud becomes scalable and easily responds to increasing
demands over time (Ahirwar, Parihar, 2021, P.5).

¢ Improving operational efficiency: Businesses are migrating or deploying their software applications to the
cloud computing both to deliver new services and value more quickly in order to increase revenue, and to
improve operational efficiency in order to boost their bottom line. Operational efficiency in the production
of application services is improved by: reducing the unit costs of production and service creation, and
reducing waste, in particular: overproduction of application services, waste or inefficient use of resources,
poor quality costs, excess time consumed by activities and the creation of functionality that is not valued.
Measuring and managing the unit cost of service production, the cost of wasted capacity and the cost of
creating functionality enables organizations to methodically improve their operational efficiency time
(Bauer, 2018, P.19).

4.2 Challenges of Cloud computing adoption

Despite these benefits, the adoption of cloud computing is not without its challenges. Concerns about data
security, regulatory compliance and change management can slow adoption. Most previous studies have
addressed the technical and operational issues associated with cloud adoption, including topics such as risk
assessment, factors influencing trust, managing the costs of cloud computing for SMEs, exploring policy
formulation for SMEs in cloud computing, and issues of security, privacy and trust, and data security (Alkawsi,
Mahmood, Baashar, 2015, P.2).
¢ Risk Security: Du point de vue des entreprises, le cloud computing est devenu I'une des technologies clés
qui offrent de réelles promesses aux entreprises, avec de réels avantages en termes de cofit et de puissance
de calcul. Malgré les progres des technologies cloud et le nombre croissant d'utilisateurs de cloud, le cloud
computing étant une technologie nouvelle, il introduit de nouveaux risques de sécurité qui doivent étre
évalués et atténués (Drissi, 2013, P.2). The main risks associated with cloud computing technology relate to
the following areas: authentication, data security and confidentiality, interface with internal systems, system
availability, business continuity, content ownership and other legal requirements. Of these risk factors,
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security and confidentiality are the areas most concerned, because cloud computing data is stored outside
the company's premises (Chou, 2015, P.2).

5 Conclusions

The continuing evolution of cloud computing adoption is a testament to the growing relevance of cloud
computing as a pillar of modern IT infrastructure, with profound implications for businesses, governments and
society as a whole. This is reflected in the growing number of studies on cloud computing produced by several
authors of different nationalities. This diversity of studies is the result of international collaborations that offer a
wealth of expertise.

In addition, the adoption of cloud computing has proved to be a revolution in many areas. This technology
has rethought the way businesses, organizations and governments manage their data, applications and IT
infrastructures. Whether in business management, finance and economics, commerce - sales and distribution,
cloud computing has delivered significant benefits through easy access to on-demand computing resources,
enabling easy scalability and reducing management and maintenance costs resulting in improved performance.

Finally, the adoption of coud computing will continue to shape and profoundly transform the way
businesses, organizations and governments operate and provide their services in the future.

5.1 Recommendations

e Assessing the performance of different cloud models (Comparing the impact of cloud adoption on the
performance of different types of cloud (public, private, hybrid) in different usage scenarios) .

e Impact of security on performance (Analyze how security measures (encryption, authentication) can affect
the performance of cloud services and study the trade-offs between security and performance in critical
scenarios).

e Impact of emerging technologies (Research the impact of new technologies, such as edge computing and
serverless, on cloud computing performance and also assess how artificial intelligence can optimize
resource management and improve performance).

¢ The introduction of Cloud computing in government services in Morocco (as part of the digitization of
government services, it is recommended that Cloud services be introduced in order to be efficient).

e Future prospects (Explore future trends in cloud computing and their potential impact on performance in
the private and corporate sector).
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Objectives: The study's objective is to investigate the
relationship between inflation and economic growth in
Sudan from 1982 to 2020.

Methods: To achieve this objective, the study co-
integration analysis within an auto-regressive distributed
lag (ARDL) methodology. The bound test revealed that
the model's variables are co-integrated in the long term,
with the significance of the error correction term further
confirming this long-term relationship, while the ERC
should focus on short-term dynamics.

Results: The results indicate that the growth rate of real
GDP per capita is positively and significantly co-
integrated with the growth rate of capital per capita,
whereas it is negatively and significantly co-integrated
with the inflation rate.

Conclusions: The study recommends that policymakers
consider this inverse relationship when formulating
economic policies.

Keywords: ARDL; co-integration; economic growth; Inflation.

& @olasd¥! gadly @il (o A8Mall A8y0a ) Awhyall Chug b laall
2020 ale ] 1982 ple (po o)l gued|

Gl degie pl il liad) JolSal diloes ol y2) @3 sumid!
z3saidl Syt of a9l HLas i 4S (ARDL) 4cjsll duiopll ol gmall
mmiad Jalae Lgine @uST LS doghall gl e Hilde JSay JolSs
21 Agb A8Me 5929 e Aliall (63 Ul

Jlea! el w1 (e 2,801 Caias gad Joae o JI gladl padd sl
WJUI Gl 00 95801 caias gos Jitas pn plag ] SIS JalSay aanl|
el Jaae e bogonle Sy Ul JolSny 6l o>

48Mall sl aleza¥l gy Sluliadl §lie 2wl oo auadli!
A0Lard ¥ &l lad A2 los die 4 uSall

il fgolaid ¥l gail] seliil] JolS2)) i liil) o LalSI)

Citation
Elhassan, M. A., & Talha, G. O. (2025). Inflation and Economic Growth in the Sudan: An Empirical Analysis. Global Journal of
Economics and Business, 15(1), 96-105. https://doi.org/10.31559/GJEB2025.15.1.7



https://creativecommons.org/licenses/by/4.0/deed.en
https://doi.org/10.31559/GJEB2025.15.1.7
http://www.refaad.com/
https://creativecommons.org/licenses/by/4.0/deed.en

Inflation and Economic Growth in the Sudan: An Empirical Analysis 97

1 Introduction

A number of empirical studies in developed and developing economies have identified the nexus between
inflation and economic growth. Economists use the term "economic growth" to refer to either an increase or a
decrease in the yearly rate of change of real GDP or real GDP per capita. In contrast, inflation is defined as a
persistent rise in the general price level.

There is no universal agreement on the nature of the relationship between inflation and economic growth.
Some economists believe that inflation is favorable to economic growth and that there is a positive association
between inflation and economic growth. Islam et al. (2021) investigate: "The impacts of carbon emissions,
rainfall, temperature, inflation, population, and unemployment on Saudi economic growth from 1990 to 2019.
The Auto-regressive Distributed Lag (ARDL) technique for co-integration has been used to analyze the
variables' long-run relationships. The empirical findings show that there is a positive association between
inflation and economic growth". In a similar manner, Dinh (2020) examines: "The impact of inflation on
economic growth in both the short and long terms in Vietnam. The study employed the vector auto-regressive
co-integration model and covering the years 1996-2018. According to the study's findings, economic growth
and inflation are positively correlated". In addition, Behera and Mishra (2016) examine: "The inflation-growth
nexus in the BRICS (Brazil, Russia, India, China, and South Africa) countries. The study made use of time series
data from 1980 to 2012. Only China and South Africa, according to the study's empirical findings, exhibit a long-
term positive correlation between inflation and economic growth. The VAR study was unable to find any
consistent short-term relationship between inflation and economic development for the BRICS countries over
the next ten years". In a similar manner, Mallik and Chowdhury (2001) study: "The relationship between
economic growth and inflation in four South Asian economies. The study employed the yearly data supplied
by the IMF and used the co-integration model. For the selected economies, the empirical results reveal a long-
run positive relationship between inflation and economic growth". In addition, Datta and Mukhopadhyay
(2011) explore: "The relationship between inflation and economic growth in Malaysia using data from 1971 to
2007. According to the study, inflation has a short-term negative relationship with economic growth but a long-
term positive relationship with economic growth".

Stagflation is a phrase used in economic literature. It is a condition in which prices are rising while output
is decreasing or remaining stable. As a result, the positive nexus is not the sole situation in practice. Some
economists have found a negative association between inflation and economic growth. Atigala et al. (2022)
investigate: "The effect of inflation on economic growth in Sri Lanka from Q1 2000 to Q4 2021. Using the Auto
Regressive Distributed Lag model as the estimation approach, the study findings show a negative relationship
between inflation and economic growth in the short run." In similar manner Mandeya and Ho (2021) explore:
"The influence of inflation and inflation uncertainty on economic growth in South Africa from 1961Q1 to
2019Q4. Using auto-regressive distributed lag estimation techniques, the study discovered that inflation has a
negative impact on economic growth in South Africa in both the short and long run, whereas inflation
uncertainty is a short-run phenomenon that has an impact on economic growth only in the short run".
Moreover, Azam and Khan (2020) employ: "Different techniques to investigate the relationship between
inflation and economic growth for 27 countries from 1975 to 2018. The outcome demonstrates a significant
inverse relationship between inflation and growth above the inflation threshold". In Brazil, Baltar (2015)
examines: "The relationship between inflation and economic growth following trade and financial
liberalization. The study employs a model for the relationship between inflation and economic growth under
the cost-based price method. According to the estimated model, economic growth and inflation have an inverse
relationship”. Similarly, Bittencourt (2012) studies: "The impacts of inflation on economic growth in four Latin
American countries, analyzing data from 1970 to 2007. According to the findings of the study, there is anegative
association between inflation and economic growth". Furthermore, Adaramola and Dada (2020) investigate:
"The impact of inflation on Nigerian growth. The study used ARDL on the specified variables from 1980 to
2018. According to the study, inflation has a significant negative influence on economic growth".

1.1 Problem Statement

When it comes to the relationship between the inflation rate and the economic growth rate, the professional
literature is revived, it noticed that in the previous economic theories came to the conclusions that there is no
relationship between these variables. But today the opinion has changed and nowadays there is a consensus
that economic growth and inflation variables are associated. Consequently, in periods with higher inflation rate
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and when inflation rate passes double-digits like in the Sudan (From 1991 to 1995, inflation reached triple digits
and averaged 106.0 percent) this will hurt the economic growth trend.
This analysis focuses on the nexus between inflation and Sudan's economic growth. As a result, this study will
show an answer to the following question:
e Does Sudan's inflation affect its economic growth? What kind of relationship, if any, exists between the
two?

1.2 Objectives of the Study

Literature experiences in Sudan lack of research that tackles the relationship between inflation and economic
growth. This study seeks to fill this research gap with the goal of analyzing the relationship between inflation
and economic growth in Sudan. The study's particular objectives are as follows:

¢ Construct and estimate a model of Sudan's economic growth.

e Analyze the various policy alternatives.

1.3 Hypotheses of the Study

In line with the objective of the study, two study hypotheses will be tested:

e The growth rate of capital per capita and real GDP per capita have a positive functional relationship.

e The inflation rate and growth rate of real GDP per capita have a negative functional relationship.
The plan for the study is as follows: Section 2 presents the theoretical basis for growth modelling and inflation.
Selected macroeconomic variables in the Sudan are summarized in Section 3. The model specification and
methodology are discussed in Section 4. The empirical results are discussed in Section 5. While Section 6 shows
the conclusions. Lastly Section 7 puts the recommendations.

2 Literature Review

Economists have been studying about inflation and its impact on economic growth starting from the appearance
of classical economic theory to modern economic theories. This section is about the view of growth theories (i.e.
classical, Keynesian, monetarist, neo classical and endogenous) on the relationship between inflation and
economic growth.

Classical economists ranging from Adam Smith to F. Marshall assigned higher rates of economic growth
primarily to capital accumulation. The relationship between inflation and production is not explicitly
mentioned in dlassical models. "However, the relationship between the two variables is implied to be negative,
as seen by a decrease in company profit levels due to rising worker expenses" (Gokal and Harfi, 2004). In The
Keynesian theory uses aggregate demand and supply curves to describe how inflation and growth are related
to one another. "According to this theory, the short-term slope of the aggregate supply curve is upward, which
means that changes in the demand side of the economy impact both the level of output and the overall price
level" (Dornbusch et al., 1996). According to Dornbusch et al. (1996), "The dynamic adjustment of the short-run
aggregate demand and aggregate supply curves provides an adjustment path that shows a primary positive
association between inflation and growth, but turns negative in the latter half of the adjustment path".
Furthermore, Blanchard and Kiyotaki (1987) say that: "Inflation and economic growth are positively associated
because companies agree to provide at agreed prices. The monetarist explanation of inflation and its
relationship to output has is directly drawn from the quantity theory of money, which ties a unique price level
to a particular stock of money. According to monetarists, "a quick growth in money supply can lead to an
increase in income, which leads to an increase in production and employment rather than an increase in prices"
(Friedman, 1968). The endogenous growth model concludes that the rate of economic growth is influenced by
the capital investment return, and since inflation lowers the actual rate of return since it functions as a tax, it
suggests that inflation slows capital formation and, as a result, slows growth." (Fama and Schwert, 1977; Boyd
etal., 1996). The neoclassical growth models are mostly based on the Solow (1956) and Swan (1956) models. The
Solow growth model posits a production function with capital and labor inputs, with inputs subject to declining
returns and the production function characterized by constant-returns-to-scale. Economic growth is consistent
with labor-augmentation technological progress, which operates as if it increases the number of workers
available. In the long run, output per capita and labor productivity grow exogenously given the rate of
technological progress, implying that technological progress is fully exogenous. Labor-augmented
technological progress happens when machines are redesigned to generate the same output with a smaller labor
force or when the labor force is more efficient, requiring fewer employees to manage a particular machine.
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Mundell uses neoclassical growth theory to explain the effect of inflation on economic growth. As Mundell
(1963) says, " If predicted prices rise, the nominal rate of interest rises by less than the rate of inflation, providing
impetus for an investment boom and an acceleration".

In addition, Tobin (1965) creates a model based on neoclassical growth theory. According to the model,
such a policy raises both the predicted and actual rate of inflation. The anticipated return on money decreases
because the relationship between the inflation rate and the real rate of return on money is inverse. If the rate of
return on money declines, it signals that individuals will abandon money in favor of capital assets (i.e.,
rebalance their wealth portfolios). According to Tobin's model, higher inflation rates enhance output
permanently. The process of swapping private capital for money in reaction to expected inflation is referred to
as the Tobin effect.

3  An Overview of Selected Macroeconomic Variables in Sudan
3.1 Economic Growth

For the Sudan economy, the beginning of the 1980s reveals a general downward trend. This is reflected in a -
3.1 percent of GDP growth in the period 1982-1985. Many factors have been blamed for this steady deterioration
of the economy. The internal causes include unstable economic policies, ill-conceived plans, poor maintenance
of capital stock, inadequate and inconsistent implementation of economic policies, and declining national
saving. In addition, numerous political, social, and natural problems accentuated the economic situation. In
addition, the war in the South of Sudan has continued to drain resources and halt development efforts. " Among
the external factors are the deterioration in the terms of trade, the high protectionist barriers erected by the
industrial countries, the sharp increase in prices of capital goods and other imports, and the sluggish demand
for primary products by industrial countries because of the recession these countries faced in the 1980s" (Bior,
2000). However, as shown in table 1, real growth averaged 4.5 percent from 1986 to 1990, indicating signs of
recovery.

The beginning of the 1990s marked a major structural and macroeconomic policy transition in the
economy. Sudan has adopted economic policy packages toward economic liberalization and resource
mobilization. From 1991 to 1995, real GDP growth averaged 5.1 percent. The government also committed to the
1992 liberalization package. "The policy position, which coincided with a significant inflow of foreign direct
investment associated with commercial oil exploitation, led to the creation of a macroeconomic climate" (U. N.
D. P, 2006). The economy responded positively to these liberalization reforms and most economic indicators
showed significant improvement, e.g., growth in GDP increased to 7.7 percent during the period 1996-2000.

During the 2001-2010 period, the performance of Sudan’s macroeconomics improved significantly; real
growth averaged 6.1 percent; and economic stability has boosted external confidence, enhancing relations and
economic cooperation with regional and international financial institutions. These improvements are due to
economic reforms, investment in oil and oil-related sectors, and favorable weather conditions that led to
improvement in the agriculture sector.

The period 2011-2020 has seen a regression in Sudan’s economic transformation. South Sudan's split from
Sudan in 2011 has caused a big economic problem that has caused both internal and external imbalances.
Between 2011 and 2015, real GDP growth averaged 4.4%, but between 2016 and 2020, it dropped to 1.8%. This
decline may be due to political transformations in 2018 and 2019.

3.2 Gross Capital Formation

Table 4.1 depicts Sudan's gross fixed capital formation during the period 1982-2020. It shows that between 1982
and 1985, gross capital formation accounted for 14.2 percent of GDP, 10.2 percent of GDP between 1986 and
1990, 18.2 percent of GDP between 1991 and 1995, and 14.2 percent of GDP between 1996 and 2000. After the
year 2000, the percentage of gross investment grew dramatically, from around 34.5 percent of GDP in 2001-2005
to 38.6 percent of GDP in 2006-2010. This outstanding growth in gross capital creation as a percentage of GDP
is attributed to political and macroeconomic stability; increased petroleum output; high petroleum prices; and
substantial inflows of foreign direct investment. However, the percentage of gross capital formation to GDP fell
from 28.6 percent in 2011 to 2015 to 17.3 percent from 2016 to 2020, demonstrating the economic and political
impact of separation.
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Table 1: Selected macroeconomic indicators for Sudan from 1982 to 2020.

Item 1982-85 1986-90 1991-95 1996-00 2001-05 2006-10 2011-15 2016-20
Real GDP growth 3.1 45 5.1 7.7 6.8 5.4 44 1.8
Gross capital 14.2 10.2 18.2 14.2 34.5 38.6 28.6 17.3
formation to GDP

CPI Inflation 36.5 485 106.0 43.6 8.6 9.9 28.6 65.5

Source: the author’s construction based on the data obtained from the Central Bureau of Statistics, Sudan.
3.3 Inflation

The Sudanese economy has been suffering from accelerating inflation rates since the 1980s and mid-1990s.
During the years 1982-1985 and 1986-1990, inflation rates rose to 36.5 percent and 48.5 percent, respectively.
"Inflation was the result of weak economic policies, including considerable monetary and fiscal expansion"
(Abdulrahman, 2010). From 1991 to 1995, inflation reached triple digits and averaged 106.0 percent, owing to a
major fiscal expansion to support domestic borrowing, which resulted in significant increases in the money
supply. This situation started to improve quickly, and inflation dropped to 46.6 percent in 1997 before coming
down to 16.1 percent in 1999. Between 1996 and 2000, the overall average was 43.6 percent. This decrease in
inflation is the result of stabilization policy and money supply control during this time period. Figure 1 shows
inflation in Sudan from 1982 to 2020.
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Figure 1: Depicts the rates of inflation and economic growth, 1983-2020.
Source: the author’s construction based on the data obtained from the Central Bureau of Statistics, Sudan.

Sudan’s inflation during the period 2001-2005 has generally remained in the single digits (8.6 percent on
average) except for 2005, which was 13.4 percent. However, due to a rise in world food prices in 2007-2008, it
averaged 9.9 percent from 2006 to 2010.

General inflation has been on the rise since 2011 and reached 18.1 percent, then 35.5 percent by the end of
2012 and 36.5 percent by the end of 2013. "Although overall inflation fell from its peak of 36.5 percent in 2013
to 27.2 percent at the end of 2014, this decline has been reversed after the cessation of gasoline subsidies in
September 2013" (U. N. D. P, 2013). General inflation reached 28.6 percent between 2011 and 2015, rising to 65.5
percent between 2016 and 2020.

4 Research Methodology

The following model was developed to explore the relationship between inflation and economic growth. The
model was based, on the Cobb-Douglas fuction. The Cobb-Douglas production function provides the basis for
the model's formulation, which begins with a simplified version of the production function defined by constant
returns with all factors variable. Despite criticisms, the Cobb-Douglas function has had a long and successful
life and is still a popular production function. The parameters estimated from this function have provided
results that seem to be meaningful from the point of view of economic theory. In most of the cases, the function
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fitted has been of the unrestricted type, in the sense that the parameters could take any value whatsoever,
positive or negative, high or low.
Y = eB0t gB2](1-B2) (1)

Y is the real gross domestic product (GDP).
L is the total population.
K is the capital stock.

Where e(f1)t represents the shift factor corresponding to technological progress ;. Changes in techniques are
supposed to take place at a constant rate ;. The constant f,represents the elasticity of the real gross domestic
product (GDP) with respect to an increase in the capital. As is well known, it also corresponds to the share of
the capital in the real GDP, where (1 — f8,) is the relative share of the population.

Dividing real GDP by the total population, we have the following production function:

y = eBVtL B2 ()
y represents the real GDP per capita.

k represents the capital per capita.
After the equation (2) is differentiated with respect to time and divided by real GDP per capita, this expression
is reduced to

L=pith 3)

ijl— represents the growthrate of real GDP per capita.

K
* represents the growthrate of capital per capita.

For the purpose of the study, the inflation rate was added to the model as an independent variable. The final
version of the model is:

A K L

S =Pt Bt B tu 4
P . .

p_ is the inflation rate.

urepresents the random error term.
The expected sign of the coefficient f,is positive, whereas the expected sign of the coefficient f3is negative.
4.1 Unit Root Tests

The Augmented Dickey-Fuller test (ADF) was performed in this study to determine whether or not the variables
were stationary (see Dickey & Fuller, 1979). To test the null hypothesis of non-stationarity against a stationary
alternative, the ADF method applies the regression Akaike Info Criterion (AIC). The limiting distribution of the
regression AIC is independent of nuisance parameters by permitting the lag order to rise exponentially at a rate

less than T5 with the T number of observations (Said and Dickey 1984). As a result, the testing method applies
the maximum lag structure of 3.

4.2 Testing for Co-Integration Using the ARDL Approach

The Auto-regressive Distributed Lag (ARDL) technique for co-integration analysis proposed by Pesaran (2001)
was used in this study. To start with, the ARDL is a more statistically significant approach for determining
cointegration relationships in small samples, while the Johansen co-integration techniques still require large
data samples for the purposes of validity. A further advantage of the ARDL is that while other cointegration
techniques require all of the regress to be integrated of the same order, the ARDL can be applied whether the
regressors are I (1) and/or I (0), i.e. Whether the results are all unit root or all stationary or, indeed, even if mixed
results are obtained. However, it cannot be employed when certain variables in order I (2) or higher are
integrated. It is necessary to run unit root tests on all regressors. The three stages of the ARDL approach to co-
integration analysis are as follows. In the first stage, an F-test was used to establish the possibility of any long-
run relationship between the variables of interest (bound test for co-integration). The second stage in the ARDL
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technique to co-integration analysis is to establish the lag length for the ARDL model. The lag length to be
included in the model was calculated using Akaike's Information Criteria (AIC) up to three lags. The third stage
in the ARDL technique to co-integration analysis is to estimate the model's long-run and short-run coefficients.
The econometric program E-Views 12 will be used for computation.

5 Results and Discussion

The augmented Dickey-Fuller unit root test was performed to assess the stationary properties. Tables (2) and
(3) show the ADF-test results for all variables in the behavioral equation (4). The first column contains a list of
all variables that have been examined. The second column indicates whether the estimated equation for testing
purposes includes a constant and a trend, a constant alone, or neither a constant nor a trend. The fourth column
contains the ADF t-statistic, which is denoted as 7, for both a constant and a trend, 7, for only a constant, and
T for neither a constant nor a trend. The last column contains the F-test ¢p; (¢,), which is used to determine if
the constant and trend (constant) are significant under the null hypothesis of no unit root.

Table 2: Augmented Dickey-Fuller test results at level

Series Model Lags T T T b1,9,

y Intercept and trend 0 -6.229956** 19.40836***

Y Intercept 0 -6.207556** 38.53376***
None 0 -6.295725%**

k Intercept and trend 0 -7.118893** 25.58901***

« Intercept 0 -6.865345** 47.13297***
None 0 -6.659151***

v’ Intercept and trend 3 -1.233498 1.885461

P Intercept 3 -1.662676 2.402181
None 1 0.013446

Source: author’s estimation using the econometric software E-Views 12.

Note: The length of the lags was chosen using the Akaike Information Criterion (AIC).

*% () [*] indicate significant at the 1 (5) [10] % level.

*When the constant and the trend are taken into account, the McKinnon critical values at a 1 (5) [10] %
significance level are -4.262735 (-3.552973) [-3.209642], -3.646342 (-2.954021) [-2.615817] when only a constant
is included, and -2.636901 (-1.951332) [-1.610747] when neither is included.

*The Dickey-Fuller critical values ata 1 (5) [10] % significance level are 8.21 (5.68) [4.67] when the constant
and the trend are taken into account, and 7.88 (5.18) [4.12] when only a constant is included.

Table 3: Augmented Dickey-Fuller test results, the first difference.

Series Model Lags T Ty T &1/,
p Intercept and trend 0 -6.865198** 24.11230%**
P Intercept 0 -6.850388*** 46.92781***
None 0 -6.874492%**

Source: authot’s estimation using the econometric software E-Views 12.

Note: The length of the lags was chosen using the Akaike Information Criterion (AIC).

#% (**) [*] indicate significant at the 1 (5) [10] % level.

*When the constant and the trend are taken into account, the McKinnon critical values at a 1 (5) [10] %
significance level are -4.262735 (-3.552973) [-3.209642], -3.646342 (-2.954021) [-2.615817] when only a constant is
included, and -2.636901 (-1.951332) [-1.610747] when neither is included.

=The Dickey-Fuller critical values at a 1 (5) [10] % significance level are 8.21 (5.68) [4.67] when the constant and
the trend are taken into account, and 7.88 (5.18) [4.12] when only a constant is included.

With the exception of the inflation rate, which is integrated of order one, I (1), it is evident from the results from
tables (2) and (3) that the variables were stationary since they are integrated of order zero, I (0).

5.1 Estimation Results

In the first stage, the bound test technique for the growth rate of the real GDP per capita equation reveals that
there is a long-term relationship between the variables. The estimated F-statistics value is 8.45 greater than the
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critical value for the upper bound at one percent significance level, indicating that the null hypothesis of no co-
integration relationship is excluded, confirming the presence of a long-run relationship between the variables
in the model. ARDL (1, 0, 2) was chosen using Akaike's Information Criteria.

5.1.1 Long-run Estimates

The long-run estimation result of the model is given in the equation (5). The growth rate of real GDP per capita
is positively and significantly co-integrated with the growth rate of capital per capita, whereas it is negatively
and significantly co-integrated with the inflation rate.
Vv - o
> =6.04+014 -~ 0177 (5)
(1.50) (2.11) (—2.24)
(The figures in brackets are t — statistics.)

Visual inspection of the plot of the equation (5) in the Figure 2 below indicates stationarity.
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Figure 2: The Co-Integration Equation for the Growth Rate
Source: authot’s construction based on the results of estimating the equation (5) using E-Views 12.

5.1.2 Short-run Estimates

The estimation result of the short-run error correction model shows that the coefficients of all variables have
the sign that confirms the economic growth theory along with their statistical significance.

A, = —0.134(%’% + 0.2541(’:—')t_1 — 0.93ECM,_, (6)

(—1.62) (2.64) (—6.10)
(The figures in brackets are t — statistics.)

The error-correction term (ECM;_,), which is correctly signed and significant at one percent, serves as evidence
that a long-term relationship exists.

6 Conclusions

Investigating the relationship between inflation and economic growth in the Sudan is the purpose of this study.
The ARDL technique was used to determine both the long run and the short run in order to fulfill the objective.
The ARDL results reveal that co-integration exists between the variables, indicating a long-term relationship.
Similarly, empirical findings revealed a negative relationship between inflation and economic growth in Sudan
over the studied period. Furthermore, the empirical results reveal that the error correction term has a negative
coefficient and is significant, indicating that the dynamic adjustment towards the long-run equilibrium path is
stationary. This finding is consistent with other findings in the literature including Atigala et al. (2022)
Mandeya, Ho (2021), Azam and Khan (2020) and Bittencourt (2012). Also, the study concluded that the growth
rate of real GDP per capita is positively and significantly co-integrated with the growth rate of capital per capita.

6.1 Recommendations

The results of the study support the idea that when making macroeconomic policy, policymakers should take
into account this negative relationship. Hence, to achieve economic growth in Sudan, the study recommends
targeting inflation as the best monetary policy measure to enhance economic growth through money supply
management. On the fiscal policy side, there is a need to increase government spending in the field of
infrastructure development to increase production. The government should design policies to increase capital
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stock in order to promote economic growth. These, in the long term, will enhance the level of economic growth
in the Sudan.
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Abstract:

The very aim of this research is to track the remittance prices in Somalia. We are also tracking the objective of the
World Bank Group of 5x5 amid at reducing the cost of remittance to five percent within five years. The target 5x5 is
the GOAL OF 2020 which is already here. This report does not give any coverage about the reason why Somali
businesses appear and suddenly and mysteriously vanish. The report also fully marginalized the impact of Corona
virus — Covid 19 could have on Somali remittance business. We have tracked the average cost percentage in 17
remittance firms. According to 5x5 agenda of the United Nations and the WBG, Transfer Galaxy Remittance Company
serves the lowest cost of remittance, 5.3 percent excluded Qaran Express which has been out of business since 2012.
We have also tracked and displayed the average costs of seven years in Somali remittance prices: the reason why we
have selected the range of seven years from 2013 — 2019 is the full four quarters of data in the chosen years, (see fig.5).
The amount of money remitted from United Kingdom is 120 British Pound that equals 200 USD and 300 pounds that
equals 500 USD. Money remitted from Netherlands is 140 Euros which equals 200 USD. However, Money remitted
from Sweden is 1,700 Kr and 4,300 Kr denominated 200 and 500 USD respectively. Somalia also used to receive money
from United States in 200 and 500 USD amount. Somali diaspora in Australia also remitted money to Somalia in 200
and 500 AUS dollar assumed to be equaled the American dollar. This report has nothing to do with the recent
allegations of Reuters News Agency in which she claimed that Somali remittance companies are involved money
laundry with arms dealers (Houreld, 2020). The aim of this report is to track remittance prices as per objective of the
United Nations Agencies such as World Bank and United Nations Developmental Agencies. The second aim of this
research is to build database in the form of hard copy in journals and magazines for the benefit of the Somali students
who every year graduate from the Somali local universities. For potential research purposes, we have built
tremendous number of data tables in two annexes: in annex one, the first table displays quarterly and yearly
variations of money remitted from G8/G20 countries to Somalia by remittance companies. The remittance sending
countries in G8 are Great Britain and the United States. Netherlands, Sweden and Australia are among G20 member
countries that send remittance to Somalia. Tables from 2 — 33 show quarterly calculated money remitted from G8/G20
countries. In this category, information of payment instrument, sending location/access point, transparency, pick-up
method, amount of remitted money in USD, remittance companies involved, ID number of transactions, source and
receiving country and the period is displayed. Tables in annex two, an extended information concerning amount of
money in local currency, fee in local currency, amount denominated in USD, speed actual, FX rate, FX margin, total
cost percentage and interbank exchange rate are displayed.
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1 Introduction

In early 2000s, remittances attracted the attention of both governmental and international developmental
agencies, policy makers and academia. In 2015 alone, it has been estimated that immigrants transferred $432
billion to developing countries. The flow of this money permanently supports both family and national
income of receiving countries. Regular flow of money from remittance significantly lowered the problems of
current account deficits in many low-income countries compared to Official Development Assistance (ODA).
On the other hand, researchers proved that remittance is more resistant to economic shocks than other private
capital flows. The first factor, minimizing problems of current account is a comparative advantage to the
government of Somalia which is currently weak and its financial operations mainly depends on international
aid. The latter, remittance against economic shock is a competitive advantage for Somali private business,
especially the financial sector.

Having seen the positive impact of remittance money to economic growth in developing countries, the
World Bank Group (WBG) has set its goal to reduce the cost of remittance to a level of five percent within five
years and this is how the initiative of 5x5 came into being. 5x5 is a United Nations objective of cost reduction
in money remittance targeting sending countries and corridors. However, this idea of reducing remittance
prices (RPs) has been originated from G8 countries and later adopted by G20. The United Nations Substantial
Development Goals is highly advocating to a much lower remittance prices of three percent in average
transaction costs internationally to maximum level of five percent in all corridors. The overall aim is to
ascertain affordable universal financial access by the year 2020.

The global remittances are organized under four basic areas namely (1) data, (2) research and
development, (3) market and payments infrastructure, and (4) financial inclusion. Since the onset of the global
efforts to reducing the cost of remittances, it has been observed that migrants saved USD 75 billion. However,
in Sub-Sahara region that Somalia is a part of, the progress of cost reduction in remittance is still undermined.
The data used in this report has been downloaded from the website of World Bank, Remittance Prices
Worldwide and is available at http://remittanceprices.worldbank.org bringing the data into the position of
individual researchers and organizations require the completion of informal letter which is available in the
above mentioned site. The data encompasses all over the world, all countries, 48 remittances sending and 105
receiving countries, 153 countries altogether (IBRD, IDA, 2017). To sending money remittance to destinations,
there are 365 country corridors registered until now. This report explains the financial sector in Somalia and
specifically analyzes remittance trends in the average cost from migrant money remittances. The World Bank
based the estimates of its calculations on Balance of Payments (BOP), Factor in migrant stocks, Income of money
receiving countries, and Income of source countries (money senders). Nonetheless the BOP and other above-
mentioned factors, there are other factors namely parallel market, specific rate, and upper limit that affect
remittance prices. Parallel market is a foreign exchange market that may negatively exploit the value of the
local currency. The specific rate is a rate that is set by Central Banks for international remittance transactions
by using upper limit meaning the CB of a country has the authority to limit the maximum exchange rate that a
firm can offer to a remitter (upper limit). We don’t know if the CB of Somalia has done its job towards the
above-mentioned objective of reducing the risk of parallel market for two reasons: 1) The CB of Somalia is not
open to the public especially the Academia. 2) The CB of Somalia has no capacity to interfere the parallel
market because of the extinction of local currency and illegal dollarized economy. But wait, there is a third
factor; the Economy of Somalia is informal.

2 Tracking Costs by Qs

The below Figures of 1 and 2 combines all quarters (Q1 — Q4) from 2013 — 2019 of sending 200 USD and 500
USD respectively. The two figures are showing the cost of remitting money from G8/G20 countries to Somalia.
In 2013, the Somali remittance companies showed the highest cost remittance services prices (RSP) in Q2,
(7.80%) by sending 200 USD from G8/G20 countries to Somalia. Followed by Q1, 2014 (7.45%); Q4, 2015
(7.77%); Q1, 2016 (8.94%); Q3, 2017 (8.43%); Q1, 2018 (7.91%); and Q4, 2019 (8.61%). There is no difference
between the data points in remittance prices (cost %) of sending $200 and $500 except 2013 and 2017 in which
the cost of sending of 500 USD from G8/G20 countries to Somalia showed (6.55%) and (8.17%) respectively.
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Figure 1: Average Total Cost, $200 Remitted from G8/G20 and Netherlands and Sweden to Somalia.
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Figure 2: Average Total Cost, $500 Remitted from G8/G20 and Netherlands and Sweden to Somalia.

3 Tracking Costs by Source Country

The Figure 3 below shows the cost percentage of remitting money from G8/G20 and Netherlands and Sweden
to Somalia. Australia which is a G20 member is the costliest country that sends remittance to Somalia,
(10.67%) in 200 USD and (9.18 %) in 500 USD. Followed by Sweden (9.06%) in 200 USD and (9.00%) in 500
USD. Netherlands is the third costliest country that sends money remittance to Somalia (7.77%) and (7.48%) in
200 and 500 USD respectively. United Kingdom sends money remittance to Somalia by the fourth highest cost
percentage (7.20%) in 200 USD and (6.96%) in 500 USD. United States sent money remittance to Somalia by
the cheapest cost percentage (5.86%) and (5.05%) in 200 USD and 500 USD respectively. The United States, a
G8 member country is hopefully to comply with the 5x5 objective of the WBG and the United Nations. This
cost reduction plan by the USA open market in RP is helping the informal economy of Somalia.
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Figure 3: Average Cost of Remitting from G8/G20 and Netherlands and Sweden to Somalia by country.
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4 Tracking Costs by Remittance Firms

The below Figure 4 shows the cost percentage by remittance firms in RP. We have calculated the data of
remittances services prices involved money transferred from G8/G20 and Netherlands and Sweden to Somalia
by 17 money transfer companies in 10 years in which seven years have had full quarters (Q1, Q2, Q3, Q4) of
data points. The objective of this analysis is to mitigate the compliance of (5x5 objective) of the WBG and
United Nations. Western Union Money Transfer Company is the costliest (13.51%) of all the 17 firms that
involved remittance operations in Somalia. Transfer Galaxy is the cheapest Money Transfer Company
(5.31%) excluded Qaran Express which is no in business since 2012. It appears that Transfer Galaxy is on the
verge to comply with (5x5 objective), at the end of 2020. Al-Mustagbal with a cost percentage of (5.90%) is also
promising a tangible progress in cost reduction in RPs in the near future. The Linear average of (cost %) of
RPs in all 17 Money Transfer Companies that operate in Somalia is 8% which is a little bit higher than world
average.
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Figure 4: Average Total Cost of Remitting from G8/G20 Countries and Netherlands and Sweden to Somalia by Remittance
Firms.

5 Tracking average cost of RPs in years by Somali Remittance Firms

Below figure 5, we have tracked the average cost percentage in RPs by the Somali Remittance firms during
seven years from 2013 — 2019. The reason why we have selected those seven years is the complete quarters of
the data points. In Somalia, the average cost of RPs has been dramatically rising year by year, for example, in
2013 the average cost of RPs was 6.29%, after one year the average cost stood 6.56% and 8.31% after two years
in 2016. In 2018, the average cost of RPs dropped to 7.50% but the next year in 2019 the average cost soared to
7.76%. this concludes that the average cost of Somali RPs is far above from the 5x5 objective of the World Bank
Group (WBG) and 3 percent cost reduction of remittance prices worldwide (RPW) in 2030 by the United
Nations.
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Figure 5: Yearly Average Cost by Somali Remittance Companies.
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6 Costs by sending and receiving method

The following below Figures of 6 and 7 shows the instrument used to fund the transaction from the source
country, G8/G20 and Netherlands and Sweden and the disbursement of funds to the destination country
(Somalia). In both figures we have compared Q4, 2019 and Q1, 2020 which is the last data points we have. We
have found that the source countries used to fund the transactions 9.34% in Q4 2019 and 9.01% in Q1 2020 by
cash while source countries funded their transactions in remittances 7.42% and 7.39% respectively by bank
account whereas RPs transactions has been funded 8.68% and 9.36% respectively by Debit/Credit card
instruments. Somalia which is the destination country, the money transfer companies disbursed the
transactions 9.71% in Q4 2019 and 9.29% in Q1 2020 by agents while the companies disbursed 6.95% and
6.99% respectively by unknown method.
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Figure 6: Average Cost by Instrument Used to Fund the Transactions.
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Figure 7: Average Cost by Means of Disbursing the Funds.

7  Conclusion and Recommendations

According to the 5x5 objective at the end of 2020 set by the WBG and the United Nations on RPW (remittances prices
worldwide), Somali remittances firms did not work towards this crucial goal of reducing average cost percentage in
remittances prices worldwide except Transfer Galaxy. In Q2 2016, the ID of number of services changed from thousands
to millions. Also, the sending location/access point in the receiving/destination country shifted from at branch to agent with few
transactions of internet access point. Also, the pick-up method in the destination country (Somalia) changed from cash to
agent. Since Q2 2016, the worldRemit Money Transfer Company engaged unknown pick-up method meaning this company
did not report how its end customers picked up their money. There are other Money Transfer Companies such as
Dahabshil, Tawakal Express, Rocket Remit, and Transfer Galaxy that are involved with remarkable number of
transactions in unknown pick-up methods. We also have discovered nine no-transparency remittance transactions
involved by the same Money Transfer Company (Tawakal Express). We believe such negligence can cause threats against
Somali Money Transfer Companies and their business. To safeguard this prolific business (money remittances), we
recommend the Central Bank of Somalia to raise awareness towards money remittance companies and their business.
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Annex — Tables (Part I)

Table 1: Quarterly and Yearly Variations of money remitted from G8/G20 countries and Netherlands and Sweden to Somalia (Q3_2011, Q1_2012, Q3_2012,
Q1_2013, Q2_2013, Q3_2013, Q4_2013, Q1_2014, Q2_2014, Q3_2014, Q4_2014, Q1_2015, Q2_2015, Q3_2015, Q4_2015, Q1_2016, Q2_2016, Q3_206, Q4_2016,
Q1_2017, Q2_2017, Q3_2017, Q4_2017, Q1_2018, Q2_2018, Q3_2018, Q4_2018, Q1_2019, Q2_2019, Q3_2019, Q4_2019, Q1_2020) (%)

Number Period Source Receiving Firm Amount in Payment Sending Transpa Pick-up
of Country Country USD instrument Location/Access rency method
Services Point
28028 2011_3 GBR SOM Qaran 200 500 Cash to cash Not available yes Cash
Q Express
28026 2011_3 GBR SOM Dahabshiil 200 500 Cash to cash Not available yes Cash
Q
28032 2011_3 GBR SOM WorldRemi 200 500 Online service Not available yes Cash
Q t
28029 2011_3 GBR SOM Tawakal 200 500 Cash to cash Not available yes Cash
Q Express
28027 2011_3 GBR SOM Mustagbal 200 500 Cash to cash Not available yes Cash
Q
28025 2011_3 GBR SOM Amal 200 500 Cash to cash Not available yes Cash
Q Express
28030 2011_3 GBR SOM Western 200 500 Account, Card, Not available yes Cash
Q Union Cash to cash
28031 2011_3 GBR SOM Western 200 500 Account, Card, Not available yes Cash
Q Union Cash to cash

Table 2: Quarterly calculated money remitted from Great Britain to Somalia by Remittance Firms (Q3_2011).

Q3 Q1 Q3 Q1 Q2 Qs Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4
2011 2012 2012 2013 2013 2013 2013 2014 2014 2014 2014 2015 2015 2015 2015

UK 8.97 6.18 6.03 5.14 7.79 5652  6.54 7.45 6.57 6.03 6.17 6.51
UK/USA 5.77 6.51
UK/USA/AUS/NLD/SWE 7.76

01 Q2 Q3 04 01 Q02 03 04 01 Q2 03 04
2016 2016 2016 2016 2017 2017 2017 2017 2018 2018 2018 2018

AUS/UK/NLD/SWE/USA 893 800 800 800 8.00 800 800 800 700 7.00 745
AUS/UK/SWE/USA 8.00
Q1 Q2 03 Q4 01
2019 2019 2019 2019 2020
UK/AUS/NLD/SWE/USA 686 759 797 860 844

Table 3: Quarterly calculated money remitted from Great Britain to Somalia by Remittance Firms (Q1_2012).

ID Period Source Receiving Firm Amount in Payment instrument Sending Transp Pick-
Country Country UsD Location/Access arency up
Point method
16748 2012_1Q GBR SOM WorldRemit 200 500 Cash to Not available yes Cash
cash,Credit/debit card
service

16743 2012_1Q GBR SOM Amal 200 500 Cash to cash Not available yes Cash
Express

16744 2012_1Q GBR SOM Dahabshiil 200 500 Cash to cash Not available yes Cash

16745  2012_1Q GBR SOM Mustagbal 200 500 Cash to cash Not available yes Cash
Express

16746 2012_1Q GBR SOM Qaran 200 500 Cash to cash Not available yes Cash
Express

16747 2012_1Q GBR SOM Tawakal 200 500 Cash to cash Not available yes Cash
Express

Table 4: Quarterly calculated money remitted from Great Britain to Somalia by Remittance Firms (Q3_2012).

D Period Source Receiving Firm Amount in Payment instrument Sending Transp Pick-up
Country Country UsD Location/Access arency method
Point
30791 2012_3 GBR SOM WorldRemit 200 500 Cash to cash,Credit/debit Not available yes Cash
Q card service
30787 2012_3 GBR SOM Amal Express 200 500 Cash to cash Not available yes Cash
Q
30788 2012_3 GBR SOM Dahabshiil 200 500 Cash to cash Not available yes Cash
Q
30789 2012_3 GBR SOM Mustagbal 200 500 Cash to cash Not available yes Cash
Q Express
30790 2012_3 GBR SOM Tawakal 200 500 Cash to cash Not available yes Cash

Q Express
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Table 5: Quarterly calculated money remitted from Great Britain to Somalia by Remittance Firms (Q1_2013).
ID Period Source Receiving Firm Amount in Payment Sending Transp Pick-up
Country Country UsSD instrument Location/Access  arency method
Point
19462  2013_1 GBR SOM Amal Express 200 500 Cash to cash Not available yes Unknown
Q
19463  2013_1 GBR SOM Dahabshiil 200 500 Cash to cash Not available yes Unknown
Q
19464  2013_1 GBR SOM Mustagbal 200 500 Cash to cash Not available yes Unknown
Q Express
19465  2013_1 GBR SOM Tawakal 200 500 Cash to cash Not available yes Unknown
Q Express
19466 2013_1 GBR SOM WorldRemit 200 500 Online service Not available yes Unknown
Q
Table 6: Quarterly calculated money remitted from Great Britain by Remittance Firms (Q2_2013).
ID Period Source Receiving Firm Amount in Payment Sending Transp Pick-up
Country Country UsSD instrument Location/Access  arency method
Point
2533 2013_2 GBR SOM Dahabshiil 200 500 Cash to cash Not available yes Cash
Q
2567 2013_2 GBR SOM Amal Express 200 500 Cash to cash Not available yes Cash
Q
2541 2013_2 GBR SOM Tawakal 200 500 Cash to cash Not available yes Cash
Q Express
2557 2013_2 GBR SOM Mustagbal 200 500 Cash to cash Not available yes Cash
Q Express
2549 2013_2 GBR SOM WorldRemit 200 500 Online service Not available yes Cash
Q
Table 7: Quarterly calculated money remitted from Great Britain by Remittance Firms to Somalia (Q3_2013).
D Period Source Receiving Firm Amount in Payment instrument Sending Transp Pick-up
Country Country USD Location/Access  arency method
Point
2534 2013_3 GBR SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
Q
2558 2013_3 GBR SOM Mustagbal 200 500 Cash to cash at Branch yes Cash
Q Express
2542 2013_3 GBR SOM Tawakal 200 500 Cash to cash at Branch yes Cash
Q Express
2550 2013_3 GBR SOM WorldRemit 200 500 Online service On-line yes Cash
Q
2568 2013_3 GBR SOM Amal Express 200 500 Cash to cash at Branch yes Cash
Q
Table 8: Quarterly calculated money remitted from Great Britain by Remittance Firms (Q4_2013).
ID Period Source Receiving Firm Amount in USD Payment Sending Transpa Pick-up
Country Country instrument Location/Access rency method
Point
2569  2013_4Q GBR SOM Amal Express 200 500 Cash to cash at Branch yes Cash
2535  2013_4Q GBR SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
2559  2013_4Q GBR SOM Mustagbal 200 500 Cash to cash at Branch yes Cash
Express
2543  2013_4Q GBR SOM Tawakal Express 200 500 Cash to cash at Branch yes Cash
2551  2013_4Q GBR SOM WorldRemit 200 500 Online service On-line yes Cash
Table 9: Quarterly calculated Money from Great Britain to Somalia by Remittance Firms (Q1_2014)
ID Period Source Receiving Firm Amount in Payment instrument Sending Transp Pick-up
Country Country UsSD Location/Access  arency method
Point
33022 2014_1 GBR SOM Amal Express 200 500 Cash to cash at Branch yes Cash
Q
33015  2014_1 GBR SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
Q
33017  2014_1 GBR SOM Tawakal 200 500 Cash to cash at Branch yes Cash
Q Express
33020  2014_1 GBR SOM Mustagbal 200 500 Cash to cash at Branch yes Cash
Q Express
33019 2014_1 GBR SOM WorldRemit 200 500 Online service On-line yes Cash
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Table 10: Quarterly calculated money remitted from Great Britain to Somalia by Remittance (Q2_2014).
D Period Source Receiving Firm Amount in Payment Sending Transp Pick-up
Country Country UsSD instrument Location/Access arency method
Point
37511 2014_2Q GBR SOM Amal Express 200 500 Cash to cash at Branch yes Cash
37507 2014_2Q GBR SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
37508 2014_2Q GBR SOM Tawakal 200 500 Cash to cash at Branch yes Cash
Express
37510 2014_2Q GBR SOM Mustagbal 200 500 Cash to cash at Branch yes Cash
Express
37509 2014_2Q GBR SOM WorldRemit 200 500 Online service On-line yes Cash
Table 11: Quarterly calculated money remitted from Great Britain to Somalia by Remittance Firms (Q3_2014).
ID Period Source Receiving Firm Amount in Payment Sending Transparency Pick-up
Country  Country UsD instrument Location/Access method
Point
39817 2014_3Q GBR SOM Amal Express 200 500 Cash to cash at Branch yes Cash
39813 2014_3Q GBR SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
39816 2014_3Q GBR SOM Mustagbal 200 500 Cash to cash at Branch yes Cash
Express
39814 2014_3Q GBR SOM Tawakal 200 500 Cash to cash at Branch yes Cash
Express
39815 2014_3Q GBR SOM WorldRemit 200 500 Online service On-line yes Cash
Table 12: Quarterly calculated money remitted from Great Britain to Somalia by Remittance Firms (Q4_2014).
ID Period Source Receiving Firm Amount in Payment Sending Transpar Pick-up
Country Country UsD instrument Location/Access ency method
Point
42683 2014_4Q GBR SOM WorldRemit 200 500 Online service On-line yes Cash
42685  2014_4Q GBR SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
42684  2014_4Q GBR SOM Tawakal Express 200 500 Cash to cash at Branch yes Cash
42681  2014_4Q GBR SOM Amal Express 200 500 Cash to cash at Branch yes Cash
42682  2014_4Q GBR SOM Mustagbal Express 200 500 Cash to cash at Branch yes Cash
Table 13: Quarterly calculated money remitted from Great Britain to Somalia by Remittance Firms (Q1_2015).
D Period Source Receiving Firm Amount in Payment Sending Transpa  Pick-up
Country Country UsD instrument Location/Access rency method
Point
44604 2015_1Q GBR SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
44608 2015_1Q GBR SOM Mustagbal 200 500 Cash to cash at Branch yes Cash
Express
44609 2015_1Q GBR SOM Amal Express 200 500 Cash to cash at Branch yes Cash
46947 2015_1Q GBR SOM Iftin Express 200 500 Cash to cash at Branch yes Cash
46948 2015_1Q GBR SOM Kaah Express 200 500 Cash to cash at Branch yes Cash
44606 2015_1Q GBR SOM Tawakal Express 200 500 Cash to cash at Branch yes Cash
44607 2015_1Q GBR SOM WorldRemit 200 500 Online service On-line yes Cash
Table 14: Quarterly calculated money remitted from (GBR and USA) to Somalia by Remittance Firms (Q2_2015).
ID Period Source Receiving Firm Amount in Payment Sending Transp Pick-up
Country Country UsSD instrument Location/Access arency method
Point
48297  2015_2Q GBR SOM Tawakal Express 200 500 Cash to cash at Branch yes Cash
48300 2015_2Q GBR SOM Amal Express 200 500 Cash to cash at Branch yes Cash
48296 2015_2Q GBR SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
48301 2015_2Q GBR SOM Iftin Express 200 500 Cash to cash at Branch yes Cash
48299 2015_2Q GBR SOM Mustagbal 200 500 Cash to cash at Branch yes Cash
Express
48298 2015_2Q GBR SOM WorldRemit 200 500 Online service On-line yes Cash
48302 2015_2Q GBR SOM Kaah Express 200 500 Cash to cash at Branch yes Cash
49656  2015_2Q USA SOM Amal Express 200 500 Cash to cash at Branch yes Cash
49655 2015_2Q USA SOM Tawakal Express 200 500 Cash to cash at Branch yes Cash
49657  2015_2Q USA SOM Al-Mustagbal 200 500 Cash to cash at Branch yes Cash
Express
49653 2015_2Q USA SOM Dahabshil 200 500 Cash to cash at Branch yes Cash
49658  2015_2Q USA SOM Iftin Express 200 500 Cash to cash at Branch yes Cash
49654 2015_2Q USA SOM Kaah Express 200 500 Cash to cash at Branch yes Cash
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Table 15: Quarterly calculated money remitted from (GBR and USA) to Somalia by Remittance Firms (Q3_2015).
D Period Source Receiving Firm Amountin  Payment instrument Sending Transpa  Pick-up
Country Country UsD Location/Access rency method
Point
52115 2015_3Q GBR SOM Amal Express 200 500 Cash to cash at Branch yes Cash
52116 2015_3Q GBR SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
52117 2015_3Q GBR SOM Iftin Express 200 500 Cash to cash at Branch yes Cash
52118 2015_3Q GBR SOM Kaah Express 200 500 Cash to cash at Branch yes Cash
52119 2015_3Q GBR SOM  Mustagbal Express 200 500 Cash to cash at Branch yes Cash
52120 2015_3Q GBR SOM Tawakal Express 200 500 Cash to cash at Branch yes Cash
52558 2015_3Q USA SOM Kaah Express 200 500 Cash to cash at Branch yes Cash
52559 2015_3Q USA SOM Tawakal Express 200 500 Cash to cash at Branch yes Cash
52560 2015_3Q USA SOM Al-Mustagbal 200 500 Cash to cash at Branch yes Cash
Express
52561 2015_3Q USA SOM Amal Express 200 500 Cash to cash at Branch yes Cash
52562 2015_3Q USA SOM Dahabshil 200 500 Cash to cash at Branch yes Cash
52563 2015_3Q USA SOM Iftin Express 200 500 Cash to cash at Branch yes Cash

Table 16: Quarterly calculated money remitted from (GBR/USA/AUS/NLD and SWE) to Somalia by Remittance Firms (Q4_2015).

ID Period Source Receiving Firm Amount in Payment Sending Transp Pick-up
Country Country USsSD instrument Location/Access  arency method
Point
53023 2015_4Q GBR SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
53025 2015_4Q GBR SOM Tawakal 200 500 Cash to cash at Branch yes Cash
Express
53026 2015_4Q GBR SOM Mustagbal 200 500 Cash to cash at Branch yes Cash
Express
53027 2015_4Q GBR SOM Amal Express 200 500 Cash to cash at Branch yes Cash
55100 2015_4Q GBR SOM Iftin Express 200 500 Cash to cash at Branch yes Cash
55101 2015_4Q GBR SOM Kaah Express 200 500 Cash to cash at Branch yes Cash
55145 2015_4Q USA SOM Dahabshil 200 500 Cash to cash at Branch yes Cash
55146 2015_4Q USA SOM Kaah Express 200 500 Cash to cash at Branch yes Cash
55147 2015_4Q USA SOM Tawakal 200 500 Cash to cash at Branch yes Cash
Express
55148 2015_4Q USA SOM Amal Express 200 500 Cash to cash at Branch yes Cash
55149 2015_4Q USA SOM Al-Mustagbal 200 500 Cash to cash at Branch yes Cash
Express
55150 2015_4Q USA SOM Iftin Express 200 500 Cash to cash at Branch yes Cash
55342 2015_4Q AUS SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
55343 2015_4Q AUS SOM WorldRemit 200 500 Mobile On-line yes Cash
55658 2015_4Q NLD SOM Amal Express 200 500 Cash to cash at Branch yes Cash
55659 2015_4Q NLD SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
55660 2015_4Q NLD SOM Kaah Express 200 500 Cash to cash at Branch yes Cash
55661 2015_4Q NLD SOM WorldRemit 200 500 Online service On-line yes Mobile
55774 2015_4Q SWE SOM Amaana 200 500 Cash to cash at Branch yes Cash
Express
55775 2015_4Q SWE SOM Amal Express 200 500 Cash to cash at Branch yes Cash
55776 2015_4Q SWE SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
55777 2015_4Q SWE SOM Iftin Express 200 500 Cash to cash at Branch yes Cash
55778 2015_4Q SWE SOM Juba Express 200 500 Cash to cash at Branch yes Cash
55779 2015_4Q SWE SOM Sahamiye 200 500 Cash to cash at Branch yes Cash
55780 2015_4Q SWE SOM Tawakal 200 500 Cash to cash at Branch yes Cash
Express
55781 2015_4Q SWE SOM WorldRemit 200 500 Online service On-line yes Mobile
55874 2015_4Q GBR SOM WorldRemit 200 500 Online service On-line yes Mobile

Table 17: Quarterly calculated money remitted from (AUS/GBR/NLD/SWE and USA) to Somalia by Remittance Firms (Q1_2016).

ID Period Source Receiving Firm Amount in Payment instrument Sending Transpar Pick-up
Country Country USD Location/Access ency method
Point
56294 2016_1 AUS SOM WorldRemit 200 500 Mobile On-line yes Cash
Q
56295 2016_1 AUS SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
Q
57477 2016_1 GBR SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
Q
57478 2016_1 GBR SOM Amal Express 200 500 Cash to cash at Branch yes Cash
Q
57479 2016_1 GBR SOM Iftin Express 200 500 Cash to cash at Branch yes Cash
Q
57480 2016_1 GBR SOM Mustagbal 200 500 Cash to cash at Branch yes Cash
Q Express
57481 2016_1 GBR SOM WorldRemit 200 500 Online service On-line yes Mobile
Q
57482 2016_1 GBR SOM Tawakal Express 200 500 Cash to cash at Branch yes Cash

Q
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57483 2016_1 GBR SOM Kaah Express 200 500 Cash to cash at Branch yes Cash
58175 201%_1 NLD SOM WorldRemit 200 500 Online service On-line yes Mobile
58176 201%_1 NLD SOM Amal Express 200 500 Cash to cash at Branch yes Cash
58177 201Q6_1 NLD SOM Dahabshiil 200 500 Cash to cash at Branch yes Cash
58178 201Q671 NLD SOM Kaah Express 200 500 Cash to cash at Branch yes Cash
58779 201Q6_1 SWE SOM Dahabshiil 200 500 Account to account at Branch yes Cash
58780 201%_1 SWE SOM Tawakal Express 200 500 Cash to cash at Branch yes Cash
58781 201%_1 SWE SOM Iftin Express 200 500 Cash to cash at Branch yes Cash
58782 201Q6_1 SWE SOM Sahamiye 200 500 Cash to cash at Branch yes Cash
58783 201%71 SWE SOM Juba Express 200 500 Cash to cash at Branch yes Cash
59265 201Q6_1 USA SOM Dahabshil 200 500 Cash to cash at Branch yes Cash
59266 201Q6_1 USA SOM Kaah Express 200 500 Cash to cash at Branch yes Cash
59267 201%_1 USA SOM Tawakal Express 200 500 Cash to cash at Branch yes Cash
59268 201Q6_1 USA SOM Amal Express 200 500 Cash to cash at Branch yes Cash
59269 201Q671 USA SOM Al-Mustaqgbal 200 500 Cash to cash at Branch yes Cash
Q Express
59270 2016_1 USA SOM Iftin Express 200 500 Cash to cash at Branch yes Cash
Q

Table 18: Quarterly calculated money remitted from (AUS/GBR/NLD/USA and SWE) to Somalia by Remittance Firms (Q2_2016).

ID Period Source Receiving Firm Amount in Payment Sending Transp  Pick-up
Country Country USD instrument Location/Access  arency method
Point
620160328 2016_2Q AUS SOM Dahabshiil 200 500 Cash Agent yes Unknow
n
620161098  2016_2Q GBR SOM Dahabshiil 200 500 Cash Agent yes Agent
620161099 2016_2Q GBR SOM Tawakal 200 500 Cash Agent yes Agent
Express
620161100 2016_2Q GBR SOM Mustagbal 200 500 Cash Agent yes Agent
Express
620161101 2016_2Q GBR SOM Amal Express 200 500 Cash Agent yes Agent
620161824 2016_2Q GBR SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/cred n
it card
620162665 2016_2Q NLD SOM Dahabshiil 200 500 Cash Agent yes Agent
620162666  2016_2Q NLD SOM Kaah Express 200 500 Cash Agent yes Agent
620162667 2016_2Q NLD SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/cred n
it card
620163551 2016_2Q USA SOM Dahabshil 200 500 Cash Agent yes Agent
620163552 2016_2Q USA SOM Kaah Express 200 500 Cash Agent yes Agent
620163553 2016_2Q USA SOM Tawakal 200 500 Cash Agent yes Agent
Express
620163554 2016_2Q USA SOM Amal Express 200 500 Cash Agent yes Agent
620163555 2016_2Q USA SOM Al-Mustagbal 200 500 Cash Agent yes Agent
Express
620163556 2016_2Q USA SOM Iftin Express 200 500 Cash Agent yes Agent
620163620  2016_2Q SWE SOM Amaana 200 500 Cash Agent yes Agent
Express
620163621 2016_2Q SWE SOM Amal Express 200 500 Cash Agent yes Agent
620163622 2016_2Q SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
620163623 2016_2Q SWE SOM Iftin Express 200 500 Cash Agent yes Agent
620163624 2016_2Q SWE SOM Juba Express 200 500 Cash Agent yes Agent
620163625 2016_2Q SWE SOM Tawakal 200 500 Cash Agent yes Agent
Express
620163626 2016_2Q SWE SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/cred n

it card
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Table 19: Quarterly calculated money remitted from (AUS/GBR/NLD/SWE and USA) to Somalia by Remittance Firms (Q3_2016).

ID Period Source Receiving Firm Amount in USD Payment Sending Transp  Pick-up
Country Country instrument Location/Access arency method
Point
920160329 2016_3 AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
Q
920160330 2016_3 AUS SOM WorldRemit 200 500 Bank account Internet yes Unknow
Q transfer,Debit/cred n
it card
920161595 2016_3 GBR SOM Amal Express 200 500 Cash Agent yes Agent
Q
920161596 2016_3 GBR SOM Dahabshiil 200 500 Cash Agent yes Agent
Q
920161597 2016_3 GBR SOM Iftin Express 200 500 Cash Agent yes Agent
Q
920161598 2016_3 GBR SOM Kaah Express 200 500 Cash Agent yes Agent
Q
920161599 2016_3 GBR SOM Mustagbal 200 500 Cash Agent yes Agent
Q Express
920161600 2016_3 GBR SOM Tawakal 200 500 Cash Agent yes Agent
Q Express
920161601 2016_3 GBR SOM WorldRemit 200 500 Bank account Internet yes Unknow
Q transfer,Debit/cred n
it card
920162497 2016_3 NLD SOM Amal Express 200 500 Cash Agent yes Agent
Q
920162498 2016_3 NLD SOM Dahabshiil 200 500 Cash Agent yes Agent
Q
920162499 2016_3 NLD SOM Kaah Express 200 500 Cash Agent yes Agent
Q
920162500 2016_3 NLD SOM WorldRemit 200 500 Bank account Internet yes Unknow
Q transfer,Debit/cred n
it card
920163260 2016_3 SWE SOM Amaana 200 500 Cash Agent yes Agent
Q Express
920163261 2016_3 SWE SOM Amal Express 200 500 Cash Agent yes Agent
Q
920163262 2016_3 SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
Q
920163263 2016_3 SWE SOM Iftin Express 200 500 Cash Agent yes Agent
Q
920163264 2016_3 SWE SOM Juba Express 200 500 Cash Agent yes Agent
Q
920163265 2016_3 SWE SOM Tawakal 200 500 Cash Agent yes Agent
Q Express
920163266 2016_3 SWE SOM WorldRemit 200 500 Bank account Internet yes Unknow
Q transfer,Debit/cred n
it card
920163814 2016_3 USA SOM Al-Mustagbal 200 500 Cash Agent yes Agent
Q Express
920163815 2016_3 USA SOM Amal Express 200 500 Cash Agent yes Agent
Q
920163816 2016_3 USA SOM Dahabshil 200 500 Cash Agent yes Agent
Q
920163817 2016_3 USA SOM Iftin Express 200 500 Cash Agent yes Agent
Q
920163818 2016_3 USA SOM Kaah Express 200 500 Cash Agent yes Agent
Q
920163819 2016_3 USA SOM Tawakal 200 500 Cash Agent yes Agent
Q Express
Table 20: Quarterly calculated money remitted from (AUS/GBR/NLD/SWE and USA) to Somalia by Remittance Firms (Q4_2016).
ID Period Source Receiving Firm Amount Payment instrument Sending Transp Pick-up
Country Country in USD Location/Access  arency method
Point
1220160324  2016_4Q AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
1220160325 2016_4Q AUS SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
1220161595  2016_4Q GBR SOM Dahabshiil 200 500 Cash Agent yes Agent
1220161596  2016_4Q GBR SOM Tawakal 200 500 Cash Agent yes Agent
Express
1220161597  2016_4Q GBR SOM Mustagbal 200 500 Cash Agent yes Agent
Express
1220161598  2016_4Q GBR SOM Amal 200 500 Cash Agent yes Agent
Express
1220161599  2016_4Q GBR SOM Iftin Express 200 500 Cash Agent yes Agent
1220161600  2016_4Q GBR SOM Kaah 200 500 Cash Agent yes Agent




Somali Remittance Prices and Corridors (Full Length Report) 117
Express
1220161601 2016_4Q GBR SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
1220162494  2016_4Q NLD SOM Dahabshiil 200 500 Cash Agent yes Agent
1220162495  2016_4Q NLD SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
1220163245  2016_4Q SWE SOM Amaana 200 500 Cash Agent yes Agent
Express
1220163246  2016_4Q SWE SOM Amal 200 500 Cash Agent yes Agent
Express
1220163247  2016_4Q SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
1220163248  2016_4Q SWE SOM Iftin Express 200 500 Cash Agent yes Agent
1220163249  2016_4Q SWE SOM Juba 200 500 Cash Agent yes Agent
Express
1220163250  2016_4Q SWE SOM Tawakal 200 500 Cash Agent yes Agent
Express
1220163251 2016_4Q SWE SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
1220163799  2016_4Q USA SOM Dahabshil 200 500 Cash Agent yes Agent
1220163800  2016_4Q USA SOM Kaah 200 500 Cash Agent yes Agent
Express
1220163801  2016_4Q USA SOM Tawakal 200 500 Cash Agent yes Agent
Express
1220163802  2016_4Q USA SOM Amal 200 500 Cash Agent yes Agent
Express
1220163803  2016_4Q USA SOM Al- 200 500 Cash Agent yes Agent
Mustagbal
Express
1220163804  2016_4Q USA SOM Iftin Express 200 500 Cash Agent yes Agent

Table 21: Quarterly calculated money remitted from (AUS/GBR/NLD/SWE and USA) to Somalia by Remittance Firms (Q1_2017).

ID Period Source Receiving Firm Amount Payment instrument Sending Transp  Pick-up
Country Country in USD Location/Access  arency method
Point
320170322  2017_1Q AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
320170323 2017_1Q AUS SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
320171582 2017_1Q GBR SOM Amal Express 200 500 Cash Agent yes Agent
320171583  2017_1Q GBR SOM Dahabshiil 200 500 Cash Agent yes Agent
320171584  2017_1Q GBR SOM Iftin Express 200 500 Cash Agent yes Agent
320171585  2017_1Q GBR SOM Kaah Express 200 500 Cash Agent yes Agent
320171586  2017_1Q GBR SOM Mustagbal 200 500 Cash Agent yes Agent
Express
320171587  2017_1Q GBR SOM Tawakal 200 500 Cash Agent yes Agent
Express
320171588 2017_1Q GBR SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
320172509  2017_1Q NLD SOM Dahabshiil 200 500 Cash Agent yes Agent
320172510 2017_1Q NLD SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
320173245  2017_1Q SWE SOM Amaana 200 500 Cash Agent yes Agent
Express
320173246  2017_1Q SWE SOM Amal Express 200 500 Cash Agent yes Agent
320173247  2017_1Q SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
320173248  2017_1Q SWE SOM Iftin Express 200 500 Cash Agent yes Agent
320173249  2017_1Q SWE SOM Juba Express 200 500 Cash Agent yes Agent
320173250  2017_1Q SWE SOM Tawakal 200 500 Cash Agent yes Agent
Express
320173251 2017_1Q SWE SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
320173822 2017_1Q USA SOM Al-Mustagbal 200 500 Cash Agent yes Agent
Express
320173823  2017_1Q USA SOM Amal Express 200 500 Cash Agent yes Agent
320173824  2017_1Q USA SOM Dahabshil 200 500 Cash Agent yes Agent
320173825  2017_1Q USA SOM Iftin Express 200 500 Cash Agent yes Agent
320173826  2017_1Q USA SOM Kaah Express 200 500 Cash Agent yes Agent
320173827  2017_1Q USA SOM Tawakal 200 500 Cash Agent yes Agent

Express
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Table 22: Quarterly calculated money remitted from (AUS/GBR/SWE and USA) to Somalia by Remittance Firms (Q2_2017).

ID Period Source Receiving Firm Amount Payment instrument Sending Transp Pick-up
Country Country in USD Location/Access  arency method
Point
620170329 2017_2Q AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
620170330 2017_2Q AUS SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/credit
card
620171667 2017_2Q GBR SOM Dahabshiil 200 500 Cash Agent yes Agent
620171668 2017_2Q GBR SOM Tawakal 200 500 Cash Agent yes Agent
Express
620171669 2017_2Q GBR SOM Amal 200 500 Cash Agent yes Agent
Express
620171670 2017_2Q GBR SOM Iftin Express 200 500 Cash Agent yes Agent
620171671 2017_2Q GBR SOM Kaah 200 500 Cash Agent yes Agent
Express
620171672 2017_2Q GBR SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/credit
card
620173360 2017_2Q SWE SOM Amal 200 500 Cash Agent yes Agent
Express
620173361 2017_2Q SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
620173362 2017_2Q SWE SOM Iftin Express 200 500 Cash Agent yes Agent
620173363 2017_2Q SWE SOM Juba 200 500 Cash Agent yes Agent
Express
620173364  2017_2Q SWE SOM Tawakal 200 500 Cash Agent yes Agent
Express
620173365 2017_2Q SWE SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/credit
card
620173942 2017_2Q USA SOM Dahabshil 200 500 Cash Agent yes Agent
620173943 2017_2Q USA SOM Kaah 200 500 Cash Agent yes Agent
Express
620173944 2017_2Q USA SOM Tawakal 200 500 Cash Agent yes Agent
Express
620173945  2017_2Q USA SOM Amal 200 500 Cash Agent yes Agent
Express
620173946 2017_2Q USA SOM Al- 200 500 Cash Agent yes Agent
Mustagbal
Express
620173947 2017_2Q USA SOM Iftin Express 200 500 Cash Agent yes Agent

Table 23: Quarterly calculated money remitted from (AUS/GBR/NLD/SWE and USA) to Somalia by Remittance Firms (Q3_2017).

ID Period Source Receiving Firm Amount Payment instrument Sending Transp  Pick-up
Country Country in USD Location/Access arency method
Point
920170334  2017_3Q AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
920170335  2017_3Q AUS SOM mHITs Remit 200 500 Mobile money Mobile phone yes Unknow
n
920170336 2017_3Q AUS SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
920171716  2017_3Q GBR SOM Amal Express 200 500 Cash Agent yes Agent
920171717  2017_3Q GBR SOM Dahabshiil 200 500 Cash,Debit card Agent yes Unknow
n
920171718 2017_3Q GBR SOM Iftin Express 200 500 Cash Agent yes Agent
920171719  2017_3Q GBR SOM Tawakal 200 500 Cash Agent yes Unknow
Express n
920171720  2017_3Q GBR SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
920172683  2017_3Q NLD SOM Dahabshiil 200 500 Cash Agent yes Agent
920172684 2017_3Q NLD SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
920173435  2017_3Q SWE SOM Amal Express 200 500 Cash Agent yes Agent
920173436  2017_3Q SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
920173437  2017_3Q SWE SOM Iftin Express 200 500 Cash Agent yes Agent
920173438  2017_3Q SWE SOM Juba Express 200 500 Cash Agent yes Agent
920173439  2017_3Q SWE SOM Tawakal 200 500 Cash Agent yes Agent
Express
920173440 2017_3Q SWE SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
920174027  2017_3Q USA SOM Al-Mustagbal 200 500 Cash Agent yes Agent
Express
920174028  2017_3Q USA SOM Dahabshil 200 500 Cash Agent yes Agent
920174029  2017_3Q USA SOM Iftin Express 200 500 Cash Agent yes Agent
920174030  2017_3Q USA SOM Kaah Express 200 500 Cash Agent yes Agent
920174031 2017_3Q USA SOM Tawakal 200 500 Cash Agent yes Agent

Express
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Table 24: Quarterly calculated money remitted from (AUS/GBR/NLD/SWE and USA) to Somalia by Remittance Firms (Q4_2017).

ID Period Source Receiving Firm Amount Payment instrument Sending Transp  Pick-up
Country Country in USD Location/Access arency method
Point
1220170339  2017_4 AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
Q
1220170340  2017_4 AUS SOM WorldRemit 200 500 Bank account Internet yes Unknow
Q transfer,Debit/credit card n
1220170341  2017_4 AUS SOM Rocket Remit 200 500 Mobile money Mobile phone yes Unknow
Q n
1220171746 2017_4 GBR SOM Dahabshiil 200 500 Cash,Debit/credit card Agent yes Unknow
Q n
1220171747  2017_4 GBR SOM Tawakal 200 500 Cash Agent yes Unknow
Q Express n
1220171748  2017_4 GBR SOM Amal Express 200 500 Cash Agent yes Agent
Q
1220171749  2017_4 GBR SOM Iftin Express 200 500 Cash Agent yes Agent
Q
1220171750  2017_4 GBR SOM WorldRemit 200 500 Bank account Internet yes Unknow
Q transfer,Debit/credit card n
1220172710  2017_4 NLD SOM Dahabshiil 200 500 Cash Agent yes Agent
Q
1220172711 2017_4 NLD SOM WorldRemit 200 500 Bank account Internet yes Unknow
Q transfer,Debit/credit card n
1220173432  2017_4 SWE SOM Amal Express 200 500 Cash Agent yes Agent
Q
1220173433  2017_4 SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
Q
1220173434 2017_4 SWE SOM Iftin Express 200 500 Cash Agent yes Agent
Q
1220173435  2017_4 SWE SOM Juba Express 200 500 Cash Agent yes Agent
Q
1220173436  2017_4 SWE SOM Tawakal 200 500 Cash Agent no Agent
Q Express
1220173437 2017_4 SWE SOM WorldRemit 200 500 Bank account Internet yes Unknow
Q transfer,Debit/credit card n
1220174031  2017_4 USA SOM Dahabshil 200 500 Cash Agent yes Agent
Q
1220174032 2017_4 USA SOM Kaah Express 200 500 Cash Agent yes Agent
Q
1220174033  2017_4 USA SOM Tawakal 200 500 Cash Agent yes Agent
Q Express
1220174034  2017_4 USA SOM Al-Mustagbal 200 500 Cash Agent yes Agent
Q Express
1220174035  2017_4 USA SOM Iftin Express 200 500 Cash Agent yes Agent
Q
Table 25: Quarterly calculated money from (GBR/USA/AUS/NLD and SWE) to Somalia by Remittance Firms (Q1_2018).
ID Period Source Receiving Firm Amount Payment instrument Sending Transp Pick-up
Country Country in USD Location/Access  arency method
Point
320180411  2018_1Q GBR SOM Tawakal 200 500 Cash Agent yes Unknown
Express
320180412  2018_1Q GBR SOM Amal 200 500 Cash Agent yes Agent
Express
320182224  2018_1Q USA SOM Dahabshil 200 500 Cash Agent yes Agent
320182225  2018_1Q USA SOM Kaah 200 500 Cash Agent yes Agent
Express
320182226  2018_1Q USA SOM Tawakal 200 500 Cash Agent yes Agent
Express
320182227 2018_1Q USA SOM Al- 200 500 Cash Agent yes Agent
Mustagbal
Express
320182228  2018_1Q USA SOM Iftin Express 200 500 Cash Agent yes Agent
320182366  2018_1Q AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
320182367  2018_1Q AUS SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/credit
card
320182642  2018_1Q NLD SOM Dahabshiil 200 500 Cash Agent yes Agent
320182643  2018_1Q NLD SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/credit
card
320182731  2018_1Q SWE SOM Amal 200 500 Cash Agent yes Agent
Express
320182732 2018_1Q SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
320182733 2018_1Q SWE SOM Iftin Express 200 500 Cash Agent yes Agent
320182734  2018_1Q SWE SOM Juba 200 500 Cash Agent yes Agent
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Express
320182735  2018_1Q SWE SOM Tawakal 200 500 Cash Agent no Agent
Express
320182736 2018_1Q SWE SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/credit
card
320183869  2018_1Q AUS SOM Rocket 200 500 Mobile money Mobile phone yes Unknown
Remit
320184176  2018_1Q GBR SOM Transfer 200 500 Bank account Internet yes Agent
Galaxy transfer,Debit/credit
card
320184177 2018_1Q GBR SOM Transfer 200 500 Bank account Internet yes Unknown
Galaxy transfer,Debit/credit
card
320184185  2018_1Q NLD SOM Transfer 200 500 Bank account Internet yes Unknown
Galaxy transfer,Debit/credit
card
320184187 2018_1Q SWE SOM Transfer 200 500 Bank account Internet yes Unknown
Galaxy transfer,Debit/credit
card
320184188 2018_1Q SWE SOM Transfer 200 500 Bank account Internet yes Unknown
Galaxy transfer,Debit/credit

card

Table 26: Quarterly calculated money remitted from (AUS/GBR/NLD/SWE and USA) to Somalia by Remittance Firms (Q2_2018).

ID Period Source Receiving Firm Amount in Payment instrument Sending Transp  Pick-up
Country Country UsSD Location/Access arency method
Point
620180334  2018_2Q AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
620180335  2018_2Q AUS SOM WorldRemi 200 500 Bank account Internet yes Unknow
t transfer,Debit/credit card n
620180336  2018_2Q AUS SOM Rocket 200 500 Mobile money Mobile phone yes Unknow
Remit n
620181773 2018_2Q GBR SOM Dahabshiil 200 500 Cash,Debit/credit card Agent yes Unknow
n
620181774  2018_2Q GBR SOM Tawakal 200 500 Cash Agent yes Unknow
Express n
620181775 2018_2Q GBR SOM Amal 200 500 Cash Agent yes Agent
Express
620181776  2018_2Q GBR SOM Iftin 200 500 Cash Agent yes Agent
Express
620181777  2018_2Q GBR SOM WorldRemi 200 500 Bank account Internet yes Unknow
t transfer,Debit/credit card n
620181778 2018_2Q GBR SOM Transfer 200 500 Bank account Internet yes Unknow
Galaxy transfer,Debit/credit card n
620182740  2018_2Q NLD SOM Dahabshiil 200 500 Cash Agent yes Agent
620182741 2018_2Q NLD SOM WorldRemi 200 500 Bank account Internet yes Unknow
t transfer,Debit/credit card n
620182742 2018_2Q NLD SOM Transfer 200 500 Bank account Internet yes Unknow
Galaxy transfer,Debit/credit card n
620183467  2018_2Q SWE SOM Amal 200 500 Cash Agent yes Agent
Express
620183468  2018_2Q SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
620183469  2018_2Q SWE SOM Iftin 200 500 Cash Agent yes Agent
Express
620183470  2018_2Q SWE SOM Tawakal 200 500 Cash Agent yes Agent
Express
620183471 2018_2Q SWE SOM WorldRemi 200 500 Bank account Internet yes Unknow
t transfer,Debit/credit card n
620183472 2018_2Q SWE SOM Transfer 200 500 Bank account Internet yes Unknow
Galaxy transfer,Debit/credit card n
620184113  2018_2Q USA SOM Dahabshil 200 500 Cash Agent yes Agent
620184114  2018_2Q USA SOM Kaah 200 500 Cash Agent yes Agent
Express
620184115  2018_2Q USA SOM Tawakal 200 500 Cash Agent yes Agent
Express
620184116  2018_2Q USA SOM Al- 200 500 Cash Agent yes Agent
Mustagbal
Express
620184117 2018_2Q USA SOM Iftin 200 500 Cash Agent yes Agent

Express
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Table 27: Quarterly calculated money remitted from (AUS/USA/GBR/NLD and SWE) to Somalia by Remittance Firms (Q3_2018).

D Period Source Receiving Firm Amount Payment Sending Transp Pick-up
Country Country in USD instrument Location/Access  arency method
Point
920180344 2018_3Q AUS SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/cre
dit card
920180345  2018_3Q AUS SOM Rocket Remit 200 500 Mobile money Mobile phone yes Unknown
920180346  2018_3Q AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
920184246  2018_3Q USA SOM Dahabshil 200 500 Cash Agent yes Agent
920184247  2018_3Q USA SOM Kaah Express 200 500 Cash Agent yes Agent
920184248  2018_3Q USA SOM Al-Mustagbal 200 500 Cash Agent yes Agent
Express
920184249  2018_3Q USA SOM Iftin Express 200 500 Cash Agent yes Agent
920184250  2018_3Q USA SOM Tawakal Express 200 500 Cash Agent yes Agent
920181845  2018_3Q GBR SOM Dahabshiil 200 500 Cash,Debit/credit Agent yes Unknown
card
920181846  2018_3Q GBR SOM Tawakal Express 200 500 Cash Agent yes Unknown
920181847  2018_3Q GBR SOM Amal Express 200 500 Cash Agent yes Agent
920181848  2018_3Q GBR SOM Iftin Express 200 500 Cash Agent yes Agent
920181849  2018_3Q GBR SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/cre
dit card
920181850 2018_3Q GBR SOM Transfer Galaxy 200 500 Bank account Internet yes Unknown
transfer,Debit/cre
dit card
920182836  2018_3Q NLD SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/cre
dit card
920182837  2018_3Q NLD SOM Dahabshiil 200 500 Cash Agent yes Agent
920182838  2018_3Q NLD SOM Transfer Galaxy 200 500 Bank account Internet yes Unknown
transfer,Debit/cre
dit card
| 92018356 2018 3Q  SWE  SOM  TawakalExpress 200 500 Cash  Agent om0 Agent
920183567  2018_3Q SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
920183568  2018_3Q SWE SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/cre
dit card
920183569 2018_3Q SWE SOM Transfer Galaxy 200 500 Bank account Internet yes Unknown
transfer,Debit/cre
dit card
920183570  2018_3Q SWE SOM Amal Express 200 500 Cash Agent yes Agent
920183571  2018_3Q SWE SOM Iftin Express 200 500 Cash Agent yes Agent

Table 28: Quarterly calculated money remitted from (SWE/NLD/GBR/USA and AUS) to Somalia by Remittance Firms (Q4_2018).

ID Period Source Receiving Firm Amount Payment instrument Sending Transp Pick-up
Country Country in USD Location/Acce  arency method
ss Point
1220183719  2018_4 SWE SOM Transfer 200 500 Bank account Internet yes Unknown
Q Galaxy transfer,Debit/credit card
1220183718  2018_4 SWE SOM WorldRemit 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit card

1220183716  2018_4 SWE SOM Iftin Express 200 500 Cash Agent yes Agent
Q

1220183715  2018_4 SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
Q

1220183714  2018_4 SWE SOM Amal Express 200 500 Cash Agent yes Agent
Q

1220182942  2018_4 NLD SOM Transfer 200 500 Bank account Internet yes Unknown
Q Galaxy transfer,Debit/credit card

1220182941 2018_4 NLD SOM WorldRemit 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit card

1220181931 2018_4 GBR SOM Transfer 200 500 Bank account Internet yes Unknown
Q Galaxy transfer,Debit/credit card

1220181930 2018_4 GBR SOM WorldRemit 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit card

1220181929  2018_4 GBR SOM Iftin Express 200 500 Cash Agent yes Agent
Q

1220181928  2018_4 GBR SOM Amal Express 200 500 Cash Agent yes Agent
Q

1220181927  2018_4 GBR SOM Tawakal 200 500 Cash Agent yes Unknown
Q Express

1220181926 2018_4 GBR SOM Dahabshiil 200 500 Cash,Debit/credit card Agent yes Unknown
Q

1220184458 2018_4 USA SOM WorldRemit 200 500 Bank account Internet yes Unknown




Somali Remittance Prices and Corridors (Full Length Report) 122

Q transfer,Debit/credit card

1220184457  2018_4 USA SOM Iftin Express 200 500 Cash Agent yes Agent
Q

1220184456  2018_4 USA SOM Al-Mustagbal 200 500 Cash Agent yes Agent
Q Express

1220184455  2018_4 USA SOM Tawakal 200 500 Cash Agent yes Agent
Q Express

1220184454  2018_4 USA SOM Kaah Express 200 500 Cash Agent yes Agent
Q

1220184453  2018_4 USA SOM Dahabshiil 200 500 Cash Agent yes Agent
Q

1220180364  2018_4 AUS SOM Western 200 500 Cash Agent yes Agent
Q Union

1220180363  2018_4 AUS SOM Rocket Remit 200 500 Mobile money Mobile phone yes Unknown
Q

1220180362  2018_4 AUS SOM WorldRemit 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit card

1220180361 2018_4 AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
Q

Table 29: Quarterly calculated money remitted from (GBR/AUS/NLD/SWE and USA) to Somalia by Remittance Firms (Q1_2019).

ID Period Source Receiving Firm Amount Payment instrument Sending Transp  Pick-up
Country Country in USD Location/Access  arency method
Point
325191993 2019_1Q GBR SOM Amal Express 200 500 Cash Agent yes Agent
325191994 2019_1Q GBR SOM Dahabshiil 200 500 Cash,Debit/credit card Agent yes Unknow
n
325191995  2019_1Q GBR SOM Iftin Express 200 500 Cash Agent yes Agent
325191996 2019_1Q GBR SOM Tawakal 200 500 Cash Agent yes Unknow
Exiress n
325191998 2019_1Q GBR SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
325190360 2019_1Q AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
325190361 2019_1Q AUS SOM Rocket Remit 200 500 Mobile money Mobile phone yes Unknow
n
325190362 2019_1Q AUS SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
325193009 2019_1Q NLD SOM Transfer 200 500 Bank account Internet yes Unknow
Galaxy transfer,Debit/credit card n
325193010 2019_1Q NLD SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
325193796 2019_1Q SWE SOM Amal Express 200 500 Cash Agent yes Agent
325193797 2019_1Q SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
325193798 2019_1Q SWE SOM Iftin Express 200 500 Cash Agent yes Agent
325193799 2019_1Q SWE SOM Tawakal 200 500 Cash Agent no Agent
Express
325193800 2019_1Q SWE SOM Transfer 200 500 Bank account Internet yes Unknow
Galaxy transfer,Debit/credit card n
325193801 2019_1Q SWE SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n
325194552 2019_1Q USA SOM Al-Mustagbal 200 500 Cash Agent yes Agent
Express
325194553 2019_1Q USA SOM Dahabshiil 200 500 Cash Agent yes Agent
325194554 2019_1Q USA SOM Iftin Express 200 500 Cash Agent yes Agent
325194555 2019_1Q USA SOM Kaah Express 200 500 Cash Agent yes Agent
325194556 2019_1Q USA SOM Tawakal 200 500 Cash Agent yes Agent
Express
325194557 2019_1Q USA SOM WorldRemit 200 500 Bank account Internet yes Unknow
transfer,Debit/credit card n

Table 30: Quarterly calculated money remitted from (AUS/GBR/USA/NLD and SWE) to Somalia by Remittance Firms (Q2_2019).

ID Period Source Receiving Firm Amount Payment instrument Sending Transp  Pick-up
Country Country in USD Location/Access  arency method
Point
625190368 2019_2Q AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
625190369 2019_2Q AUS SOM Rocket Remit 200 500 Debit/credit card Internet yes Unkno
wn
625190370 2019_2Q AUS SOM Western 200 500 Cash Agent yes Agent
Union
625190371 2019_2Q AUS SOM WorldRemit 200 500 Bank account Internet yes Unkno
transfer,Debit/credit card wn
625192104 2019_2Q GBR SOM Amal Express 200 500 Cash Agent yes Agent
625192105 2019_2Q GBR SOM Dahabshiil 200 500 Cash,Debit/credit card Agent yes Unkno
wn

625192106 2019_2Q GBR SOM Iftin Express 200 500 Cash Agent yes Agent
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625192107 2019_2Q GBR SOM Tawakal 200 500 Cash Agent yes Unkno
Express wn
625192108 2019_2Q GBR SOM Transfer 200 500 Bank account Internet yes Unkno
Galaxy transfer,Debit/credit card wn
625192109 2019_2Q GBR SOM WorldRemit 200 500 Bank account Internet yes Unkno
transfer,Debit/credit card wn
625194744 2019_2Q USA SOM Al-Mustagbal 200 500 Cash Agent yes Agent
Express
625194745 2019_2Q USA SOM Dahabshiil 200 500 Cash Agent yes Agent
625194746 2019_2Q USA SOM Iftin Express 200 500 Cash Agent yes Agent
625194747 2019_2Q USA SOM Kaah Express 200 500 Cash Agent yes Agent
625194748 2019_2Q USA SOM Tawakal 200 500 Cash Agent yes Agent
Express
625194749 2019_2Q USA SOM WorldRemit 200 500 Bank account Internet yes Unkno
transfer,Debit/credit card wn
625193146 2019_2Q NLD SOM Pay iZi! 200 500 Bank account Internet yes Agent
transfer,Debit/credit card
625193147 2019_2Q NLD SOM Transfer 200 500 Bank account Internet yes Unkno
Galaxy transfer,Debit/credit card wn
625193148 2019_2Q NLD SOM WorldRemit 200 500 Bank account Internet yes Unkno
transfer,Debit/credit card wn
625193964 2019_2Q SWE SOM Amal Express 200 500 Cash Agent yes Agent
625193965 2019_2Q SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
625193966 2019_2Q SWE SOM Iftin Exiress 200 500 Cash Aient ies Aient
625193968 2019_2Q SWE SOM Transfer 200 500 Bank account Internet yes Unkno
Galaxy transfer,Debit/credit card wn
625193969 2019_2Q SWE SOM WorldRemit 200 500 Bank account Internet yes Unkno
transfer,Debit/credit card wn

Table 31: Quarterly calculated money remitted from (AUS/GBR/NLD/USA and SWE) to Somalia by Remittance Firms (Q3_2019).

ID Period Source Receiving Firm Amount Payment instrument Sending Tran Pick-up
Country Country in USD Location/Access  spare method
Point ncy

1022190363  2019_3 AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
Q

1022190364 2019_3 AUS SOM Rocket Remit 200 500 Debit/credit card Internet yes  Unknown
Q

1022190365 2019_3 AUS SOM WorldRemit 200 500 Bank account Internet yes  Unknown
Q transfer,Debit/credit card

1022192233 2019_3 GBR SOM Amal Express 200 500 Cash Agent yes Agent
Q

1022192234 2019_3 GBR SOM Dahabshiil 200 500 Cash,Debit/credit card Agent yes Unknown
Q

1022192235 2019_3 GBR SOM Iftin Express 200 500 Cash Agent yes Agent
Q

1022192236 2019_3 GBR SOM Tawakal 200 500 Cash Agent yes  Unknown
Q Express

1022192237  2019_3 GBR SOM Transfer 200 500 Bank account Internet yes  Unknown
Q Galaxy transfer,Debit/credit card

1022192238  2019_3 GBR SOM Western 200 500 Cash,Debit/credit card Agent yes Agent
Q Union

1022192239 2019_3 GBR SOM Western 200 500 Bank account transfer Internet yes Agent
Q Union

1022192240  2019_3 GBR SOM Western 200 500 Cash Agent yes Agent
Q Union

1022192241 2019_3 GBR SOM WorldRemit 200 500 Bank account Internet yes  Unknown
Q transfer,Debit/credit card

1022193336 2019_3 NLD SOM Pay iZi! 200 500 Bank account Internet yes Agent
Q transfer,Debit/credit card

1022193337  2019_3 NLD SOM Transfer 200 500 Bank account Internet yes  Unknown
Q Galaxy transfer,Debit/credit card

1022193338 2019_3 NLD SOM WorldRemit 200 500 Bank account Internet yes  Unknown
Q transfer,Debit/credit card

1022194979  2019_3 USA SOM Al-Mustagbal 200 500 Cash Agent yes Agent
Q Express

1022194980 2019_3 USA SOM Dahabshiil 200 500 Cash Agent yes Agent
Q

1022194981 2019_3 USA SOM Iftin Express 200 500 Cash Agent yes Agent
Q

1022194982 2019_3 USA SOM Kaah Express 200 500 Cash Agent yes Agent
Q

1022194983  2019_3 USA SOM Tawakal 200 500 Cash Agent yes Agent
Q Express

1022194984  2019_3 USA SOM Western 200 500 Cash Agent yes Agent

Q Union
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1022194985 2019_3 USA SOM WorldRemit 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit card

1022194170 2019_3 SWE SOM Amal Express 200 500 Cash Agent yes Agent
Q

1022194171 2019_3 SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
Q

1022194172 2019_3 SWE SOM Iftin Express 200 500 Cash Agent yes Agent

il S o SO e e S .

1022194174 2019_3 SWE SOM Transfer 200 500 Bank account Internet yes  Unknown
Q Galaxy transfer,Debit/credit card

1022194175 2019_3 SWE SOM WorldRemit 200 500 Bank account Internet yes  Unknown
Q transfer,Debit/credit card

Table 32: Quarterly calculated money remitted from (USA/SWE/AUS/GBR and NLD) to Somalia by Remittance Firms (Q4_2019)

D Period Source Receiving Firm Amount Payment instrument Sending Transpar Pick-up
Country Country in USD Location/Access ency method
Point
1220194968  2019_4 USA SOM Al-Mustagbal 200 500 Cash Agent yes Agent
Q Express
1220194969  2019_4 USA SOM Dahabshiil 200 500 Cash Agent yes Agent
Q
1220194970  2019_4 USA SOM Iftin Express 200 500 Cash Agent yes Agent
Q
1220194971  2019_4 USA SOM Kaah Express 200 500 Cash Agent yes Agent
Q
1220194972 2019_4 USA SOM Tawakal Express 200 500 Cash Agent yes Agent
Q
1220194973  2019_4 USA SOM Western Union 200 500 Cash Agent yes Agent
Q
1220194974 2019_4 USA SOM WorldRemit 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit
card
1220194166  2019_4 SWE SOM Amal Express 200 500 Cash Agent yes Agent
Q
1220194167  2019_4 SWE SOM Dahabshiil 200 500 Cash Agent yes Agent
Q
1220194168  2019_4 SWE SOM Iftin Express 200 500 Cash Agent yes Agent
R T L T T
1220194170  2019_4 SWE SOM Transfer Galaxy 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit
card
1220194171 2019 4 SWE SOM WorldRemit 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit
card
1220190365  2019_4 AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
Q
1220190366 2019_4 AUS SOM Rocket Remit 200 500 Debit/credit card Internet yes Unknown
Q
1220190367  2019_4 AUS SOM Western Union 200 500 Cash Agent yes Agent
Q
1220190368  2019_4 AUS SOM WorldRemit 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit
card
1220192187  2019_4 GBR SOM Amal Express 200 500 Cash Agent yes Agent
Q
1220192188  2019_4 GBR SOM Dahabshiil 200 500  Cash,Debit/credit card Agent yes Unknown
Q
1220192189  2019_4 GBR SOM Iftin Express 200 500 Cash Agent yes Agent
Q
1220192190  2019_4 GBR SOM Tawakal Express 200 500 Cash Agent yes Unknown
Q
1220192191  2019_4 GBR SOM Transfer Galaxy 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit
card
1220192192 2019_4 GBR SOM Western Union 200 500  Cash,Debit/credit card Agent yes Agent
Q
1220192193  2019_4 GBR SOM Western Union 200 500  Bank account transfer Internet yes Agent
Q
1220192194  2019_4 GBR SOM Western Union 200 500 Cash Agent yes Agent
Q
1220192195  2019_4 GBR SOM WorldRemit 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit

card
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1220193322 2019_4 NLD SOM Pay iZi! 200 500 Bank account Internet yes Agent
Q transfer,Debit/credit
card
1220193323  2019_4 NLD SOM Transfer Galaxy 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit
card
1220193324 2019_4 NLD SOM WorldRemit 200 500 Bank account Internet yes Unknown
Q transfer,Debit/credit
card

Table 33: Quarterly calculated money remitted from (GBR/NLD/AUS/SWE and USA) to Somalia by Remittance Firms (Q1_2020)

ID Period Source Receiving Firm Amount Payment instrument Sending Transp Pick-up
Country Country in USD Location/Access arency method
Point
320202189 2020_1Q GBR SOM Amal Express 200 500 Cash Agent yes Agent
320202190 2020_1Q GBR SOM Dahabshiil 200 500 Cash,Debit/credit card Agent yes Unknown
320202191 2020_1Q GBR SOM Iftin Express 200 500 Cash Agent yes Agent
320202192 2020_1Q GBR SOM Tawakal 200 500 Cash Agent yes Unknown
Express
320202193 2020_1Q GBR SOM Transfer 200 500 Bank account Internet yes Unknown
Galaxy transfer,Debit/credit
card
320202194 2020_1Q GBR SOM Western 200 500  Cash,Debit/credit card Agent yes Agent
Union
320202195 2020_1Q GBR SOM Western 200 500  Bank account transfer Internet yes Agent
Union
320202196 2020_1Q GBR SOM Western 200 500 Cash Agent yes Agent
Union
320202197 2020_1Q GBR SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/credit
card
320203347 2020_1Q NLD SOM Pay iZi! 200 500 Bank account Internet yes Agent
transfer,Debit/credit
card
320203348 2020_1Q NLD SOM Transfer 200 500 Bank account Internet yes Unknown
Galaxy transfer,Debit/credit
card
320203349 2020_1Q NLD SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/credit
card
320200362 2020_1Q AUS SOM Dahabshiil 200 500 Cash Agent yes Agent
320200363 2020_1Q AUS SOM Rocket Remit 200 500 Debit/credit card Internet yes Unknown
320200364 2020_1Q AUS SOM Western 200 500 Cash Agent yes Agent
Union
320200365 2020_1Q AUS SOM WorldRemit 200 500 Bank account Internet yes Unknown
transfer,Debit/credit
card
320204204 2020_1Q SWE SOM Amal Express 200 500 Cash Agent yes Agent
320204205 2020_1Q SWE SOM Dahabshiil 200 500 Cash Agent yes Agent

320204206 2020_1Q SWE SOM Iftin Exiress 200 500 Cash Aient ies Aient

320204208

320204209

320204990
320204991
320204992
320204993
320204994
320204995

320204996

320204997

2020_1Q

2020_1Q

2020_1Q
2020_1Q
2020_1Q
2020_1Q
2020_1Q
2020_1Q

2020_1Q

2020_1Q

SWE SOM Transfer
Galaxy
SWE SOM WorldRemit
USA SOM Al-Mustaqgbal
Express
USA SOM Dahabshiil
USA SOM Iftin Express
USA SOM Kaah Express
USA SOM Tawakal
Express
USA SOM Western
Union
USA SOM WorldRemit
USA SOM WorldRemit

200

200

200
200
200
200
200
200

200

200

500

500

500
500
500
500
500
500

500

500

Bank account
transfer,Debit/credit
card
Bank account
transfer,Debit/credit
card
Cash

Cash
Cash
Cash
Cash

Cash

Bank account
transfer,Debit/credit
card
Bank account
transfer,Debit/credit
card

Internet

Internet

Agent
Agent
Agent
Agent
Agent
Agent

Internet

Internet

yes

yes

yes

yes
yes
yes
yes

yes

yes

Unknown

Unknown

Agent
Agent
Agent
Agent
Agent
Agent

Unknown

Agent
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Annex - Tables (Part II)

Table 34A: Money remitted by Al-Mustagbal Express from G8 to Somalia (2015 — 2020).

ID Period Source Receiving Remittance firm Amount in Fee in Amount Speed actual FX FX Total Inter
country country local local denomina rate margi  cost%  bank
currency curren ted in n exch
cy UsD ange
rate
49657 2015_2 USA SOM Al-Mustaqbal $200 12 200 Less than 1 0 6 1
Q Express one hour
52560 2015_3 USA SOM Al-Mustagbal $200 12 200 Next day 1 0 6 1
Q Express
55149 2015_4 USA SOM Al-Mustagbal $200 12 200 Next day 1 0 6 1
Q Express
59269 2016_1 USA SOM Al-Mustagbal $200 12 200 Next day 1 0 6 1
Q Express
62016355 2016_2 USA SOM Al-Mustaqgbal $200 12 200 Next day 1 0 6 1
5 Q Express
92016381 2016_3 USA SOM Al-Mustaqgbal $200 12 200 Next day 1 0 6 1
4 Q Express
12201638  2016_4 USA SOM Al-Mustagbal $200 12 200 Next day 1 0 6 1
03 Q Express
32017382 2017_1 USA SOM Al-Mustagbal $200 12 200 Next day 1 0 6 1
2 Q Express
62017394 2017_2 USA SOM Al-Mustagbal $200 12 200 Next day 1 0 6 1
6 Q Express
92017402 2017_3 USA SOM Al-Mustagbal $200 12 200 Next day 1 0 6 1
7 Q Express
12201740 2017_4 USA SOM Al-Mustaqbal $200 12 200 Next day 1 0 6 1
34 Q Express
32018222  2018_1 USA SOM Al-Mustaqgbal $200 12 200 Next day 1 0 6 1
7 Q Express
62018411 2018_2 USA SOM Al-Mustagbal $200 12 200 Next day 1 0 6 1
6 Q Express
92018424 2018_3 USA SOM Al-Mustagbal $200 10 200 Next day 1 0 5 1
8 Q Express
12201844 2018_4 USA SOM Al-Mustaqgbal $200 10.00 200 Next day 1.00 0.00 500 1.00
56 Q Express
32519455 2019_1 USA SOM Al-Mustaqbal $200 12 200 Next day 1 0 6 1
2 Q Express
62519474  2019_2 USA SOM Al-Mustagbal $200 12 200 Next day 1 0 6 1
4 Q Express
10221949 2019_3 USA SOM Al-Mustagbal $200 12 200 Next day 1 0 6 1
79 Q Express
12201949 2019_4 USA SOM Al-Mustagbal $200 12 200 Next day 1 0 6 1
68 Q Express
32020499 2020_1 USA SOM Al-Mustaqgbal $200 12 200 Next day 1 0 6 1
0 Q Express
Table 34B: Money remitted by Al-Mustagbal Express from G8 to Somalia (2015 — 2020).
ID Perio  Source Receiving Remittance Amount Fee in Amo Speed actual FX FX Total Inte
d country country firm in local local unt rate mar cost  rban
currency  currency deno gin % k
mina exch
ted ang
in e
USD rate
49657 2015_ USA SOM Al-Mustaqbal $500 30 500 Less than one 1 0 6 1
2Q Express hour
52560 2015_ USA SOM Al-Mustagbal $500 30 500 Next day 1 0 6 1
3Q Express
55149 2015_ USA SOM Al-Mustagbal $500 30 500 Next day 1 0 6 1
4Q Express
59269 2016_ USA SOM Al-Mustagbal $500 30 500 Next day 1 0 6 1
1Q Express
620163555  2016_ USA SOM Al-Mustagbal $500 30 500 Next day 1 0 6 1
2Q Express
920163814  2016_ USA SOM Al-Mustaqbal $500 30 500 Next day 1 0 6 1
3Q Express
1220163803  2016_ USA SOM Al-Mustagbal $500 25 500 Next day 1 0 5 1
4Q Express
320173822  2017_ USA SOM Al-Mustagbal $500 25 500 Next day 1 0 5 1
1Q Express
620173946  2017_ USA SOM Al-Mustagbal $500 30 500 Next day 1 0 6 1
2Q Express
920174027  2017_ USA SOM Al-Mustagbal $500 12 500 Next day 1 0 2 1

3Q Express
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1220174034  2017_ USA SOM Al-Mustaqbal $500 12 500 Next day 1 0 1
4Q Express
320182227 2018_ USA SOM Al-Mustaqbal $500 12 500 Next day 1 0 1
1Q Express
620184116  2018_ USA SOM Al-Mustagbal $500 12 500 Next day 1 0 1
2Q Express
920184248  2018_ USA SOM Al-Mustagbal $500 12 500 Next day 1 0 1
3Q Express
1220184456  2018_ USA SOM Al-Mustaqbal $500 12.00 500 Next day 1.00 0.00 2.40 1.00
4Q Express
325194552 2019_ USA SOM Al-Mustaqbal $500 30 500 Next day 1 0 1
1Q Express
625194744 2019_ USA SOM Al-Mustaqbal $500 30 500 Next day 1 0 1
2Q Express
1022194979 2019_ USA SOM Al-Mustagbal $500 30 500 Next day 1 0 1
3Q Express
1220194968  2019_ USA SOM Al-Mustagbal $500 30 500 Next day 1 0 1
4Q Express
320204990 2020_ USA SOM Al-Mustaqbal $500 30 500 Next day 1 0 1
1Q Express
Table 35A: Money remitted by Amaana Express from Sweden to Somalia (2015 — 2017).
ID Period Source Receiving  Remittance firm  Amount Fee Amo Speed FX FX Total Interbank
country country in local in unt actual rate marg  cost% exchange
currency  local deno in rate
curre mina
ncy ted
in
UsD
55774 2015_4 SWE SOM Amaana Kr 1700 85 200 Same 0.1105 4.18 9.18 0.11532
Q Express day
620163620 2016_2 SWE SOM Amaana Kr 1700 85 200 Same 0 5 10 0
Q Express day
920163260 2016_3 SWE SOM Amaana Kr 1700 85 200 Same 0 3 8 0
Q Express day
1220163245 2016_4 SWE SOM Amaana Kr 1700 85 200 Same 0 5 10 0
Q Express day
320173245 2017_1 SWE SOM Amaana Kr 1700 85 200 Same 0 7 12 0
Q Express day
Table35B: Money remitted by Amaana Express from Sweden to Somalia (2015 —2017).
ID Period Source  Receivin Remittance firm Amount Fee Amo Speed FX rate FX Tot Interba
country g in local in unt actual mar al nk
country currency  local  deno gin  cost exchang
curre  mina % e rate
ncy ted
in
USD
55774 2015_4 SWE SOM Amaana Express Kr 4300 215 500 Same 0.110504 4.17 9.17 0.11532
Q day
620163620 2016_2 SWE SOM Amaana Express Kr 4300 215 500 Same 0 5 10 0
Q day
920163260 2016_3 SWE SOM Amaana Express Kr 4300 215 500 Same 0 3 8 0
Q day
1220163245 2016_4 SWE SOM Amaana Express Kr 4300 215 500 Same 0 5 10 0
Q day
320173245 2017_1 SWE SOM Amaana Express Kr 4300 215 500 Same 0 7 12 0
Q day
Table 36A: Money remitted by Amal Express from G8 and Netherlands and Sweden to Somalia (2011 — 2020).
ID Period Source Receivin  Remittance =~ Amount Fee Amo Speed actual FX rate FX Tot Interba
country g firm in local in unt marg al nk
country currency  local  deno in cost  exchang
curre  mina % e rate
ncy ted
in
USD
28025 2011_3Q GBR SOM Amal £120 6 200 Same day 1.58 1.99 6.99 1.612
Express
16743 2012_1Q GBR SOM Amal £120 6 200 Same day 1.56 1.42 6.42 1.58245
Express
30787  2012_3Q GBR SOM Amal £120 6 200 Same day 1.573 1.05 6.05  1.58966
Express
19462  2013_1Q GBR SOM Amal £120 6 200 Same day 1.59 -0.57 443  1.58104
Express
2567 2013_2Q GBR SOM Amal £120 6 200 Same day 1.51 1.07  6.07 1.5264
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Express
2568 2013_3Q GBR SOM Amal £120 6 200 Same day 1.49 1.12 6.12  1.50689
Express
2569 2013_4Q GBR SOM Amal £120 6 200 Same day 1.588 1.14 6.14 1.6063
Express
33022 2014_1Q GBR SOM Amal £120 6 200 Same day 1.61 1.23 6.23 1.63
Express
37511  2014_2Q GBR SOM Amal £120 6 200 Same day 1.658 1.49 6.49 1.683
Express
39817  2014_3Q GBR SOM Amal £120 6 200 Same day 1.69 0.92 5.92 1.7057
Express
42681  2014_4Q GBR SOM Amal £120 6 200 Same day 1.567 12 6.2 1.586
Express
44609  2015_1Q GBR SOM Amal £120 6 200 Same day 1.51 1.56 6.56 1.534
Express
48300  2015_2Q GBR SOM Amal £120 6 200 Same day 1.525 0.78 5.78 1.537
Express
49656 2015_2Q USA SOM Amal $ 200 10 200 Less than one 1 0 5 1
Express hour
52115 2015.3Q GBR SOM Amal £120 7.2 200 Same day 1.5175 1.33 7.33 1.538
Express
52561  2015_3Q USA SOM Amal $ 200 12 200 Next day 1 0 6 1
Express
53027  2015_4Q GBR SOM Amal £120 7.2 200 Same day 1.501 1.39 739  1.52215
Express
55148  2015_4Q USA SOM Amal $ 200 12 200 Next day 1 0 6 1
Express
55658  2015_4Q NLD SOM Amal €140 7 200 Less than one 1.03 3.98 8.98  1.07268
Express hour
55775  2015_4Q SWE SOM Amal Kr 1700 85 200 Same day 0.1105 4.18 9.18  0.11532
Express
57478  2016_1Q GBR SOM Amal £120 7.2 200 Same day 1.41 1.38 7.38  1.42978
Express
58176  2016_1Q NLD SOM Amal €140 7 200 Less than one 1.06 4.64 9.64 1.1116
Express hour
59268  2016_1Q USA SOM Amal $ 200 12 200 Next day 1 0 6 1
Express
620161  2016_2Q GBR SOM Amal £120 7 200 Same day 1 1 7 1
101 Express
620163  2016_2Q USA SOM Amal £200 12 200 Next day 1 0 6 1
554 Express
620163  2016_2Q SWE SOM Amal Kr 1700 68 200 Same day 0 5 9 0
621 Express
920161  2016_3Q GBR SOM Amal £120 7 200 Same day 1 2 8 1
595 Express
920162  2016_3Q NLD SOM Amal €140 7 200 Less than one 1 2 7 1
497 Express hour
920163  2016_3Q SWE SOM Amal Kr 1700 68 200 Same day 0 5 9 0
261 Express
920163  2016_3Q USA SOM Amal $ 200 12 200 Next day 1 0 6 1
815 Express
122016  2016_4Q GBR SOM Amal £120 7 200 Same day 1 2 8 1
1598 Express
122016  2016_4Q SWE SOM Amal Kr 1700 68 200 Same day 0 6 10 0
3246 Express
122016  2016_4Q USA SOM Amal $ 200 12 200 Next day 1 0 6 1
3802 Express
320171  2017_1Q GBR SOM Amal £120 7 200 Same day 1 2 8 1
582 Express
320173 2017_1Q SWE SOM Amal Kr 1700 68 200 Same day 0 6 10 0
246 Express
320173 2017_1Q USA SOM Amal $ 200 12 200 Next day 1 0 6 1
823 Express
620171 2017_2Q GBR SOM Amal £120 7 200 Same day 1 2 8 1
669 Express
620173 2017_2Q SWE SOM Amal Kr 1700 68 200 Same day 0 5 9 0
360 Express
620173 2017_2Q USA SOM Amal $ 200 12 200 Next day 1 0 6 1
945 Express
920171  2017_3Q GBR SOM Amal £120 7 200 Same day 1 2 8 1
716 Express
920173  2017_3Q SWE SOM Amal Kr 1700 68 200 Same day 0 6 10 0
435 Express
122017 2017_4Q GBR SOM Amal £120 7 200 Same day 1 2 8 1
1748 Express
122017 2017_4Q SWE SOM Amal Kr 1700 68 200 Same day 0 5 9 0
3432 Express
320180  2018_1Q GBR SOM Amal £120 7 200 Same day 1 2 8 1
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412 Express
320182  2018_1Q SWE SOM Amal Kr 1700 68 200 Same day 0 7 11 0
731 Express
620181  2018_2Q GBR SOM Amal £120 7 200 Same day 1 2 8 1
775 Express
620183  2018_2Q SWE SOM Amal Kr 1700 68 200 Same day 0 6 10 0
467 Express
920181  2018_3Q GBR SOM Amal £120 7 200 Same day 1 2 8 1
847 Express
920183  2018_3Q SWE SOM Amal Kr 1700 68 200 Same day 0 6 10 0
570 Express
122018 2018_4Q SWE SOM Amal Kr 1700 68.00 200 Same day 0.10 5.82 9.82 0.11
3714 Express
122018  2018_4Q GBR SOM Amal £120 7.20 200 Same day 1.28 2.10 8.10 1.31
1928 Express
325191  2019_1Q GBR SOM Amal £120 7.2 200 Same day 1.27 1.97 7.97 1.2955
993 Express
325193  2019_1Q SWE SOM Amal Kr 1700 68 200 Same day 0.104 3.63 7.63  0.10792
796 Express
625192 2019_2Q GBR SOM Amal £120 5.6 200 Same day 1.285 1.56 6.22  1.30534
104 Express
625193  2019_2Q SWE SOM Amal Kr 1700 51 200 Same day 0.098 5.8 8.8 0.10404
964 Express
102219 2019_3Q GBR SOM Amal £120 5.6 200 Same day 1.2131 1.55 6.22  1.23224
2233 Express
102219 2019_3Q SWE SOM Amal Kr 1700 68 200 Same day 0.0978 5.5 9.5 0.10349
4170 Express
122019 2019_4Q SWE SOM Amal Kr 1700 68 200 Same day 0.0977 5.93 9.93  0.10386
4166 Express
122019  2019_4Q GBR SOM Amal £120 5.6 200 Same day 1.271 1.26 593  1.28721
2187 Express
320202 2020_1Q GBR SOM Amal £120 5.6 200 Same day 1.31 -0.48 419 1.3038
189 Express
320204  2020_1Q SWE SOM Amal Kr 1700 68 200 Same day 0.09812 5.93 9.93  0.10431
204 Express
Table 36B: Money remitted by Amal Express from G8 and Netherlands and Sweden to Somalia (2011 —2020).
ID Period Source Receivi  Remittance ~ Amoun Feein Amo Speed actual FX rate FX Tot Interba
country ng firm tin local unt marg al nk
country local curren  deno in cost  exchang
currenc cy mina % e rate
y ted
in
UsD
28025 2011_3Q GBR SOM Amal £300 15 500 Same day 1.58 1.99 6.99 1.612
Express
16743 2012_1Q GBR SOM Amal £300 15 500 Same day 1.56 1.42 6.42  1.58245
Express
30787 2012_3Q GBR SOM Amal £300 15 500 Same day 1.573 1.05 6.05  1.58966
Express
19462 2013_1Q GBR SOM Amal £300 15 500 Same day 1.59 -0.57 443 1.58104
Express
2567 2013_2Q GBR SOM Amal £300 15 500 Same day 1.51 1.07  6.07 1.5264
Express
2568 2013_3Q GBR SOM Amal £300 15 500 Same day 1.49 112 6.12  1.50689
Express
2569 2013_4Q GBR SOM Amal £300 15 500 Same day 1.588 1.14 6.14 1.6063
Express
33022 2014_1Q GBR SOM Amal £300 15 500 Same day 1.61 1.23 6.23 1.63
Express
37511 2014_2Q GBR SOM Amal £300 15 500 Same day 1.658 1.49 6.49 1.683
Express
39817 2014_3Q GBR SOM Amal £300 15 500 Same day 1.69 0.92 5.92 1.7057
Express
42681 2014_4Q GBR SOM Amal £300 15 500 Same day 1.567 1.2 6.2 1.586
Express
44609 2015_1Q GBR SOM Amal £300 15 500 Same day 1.509 1.63 6.63 1.534
Express
48300 2015_2Q GBR SOM Amal £300 15 500 Same day 1.525 0.78 5.78 1.537
Express
49656 2015_2Q USA SOM Amal $ 500 25 500 Less than one 1 0 5 1
Express hour
52115 2015_3Q GBR SOM Amal £300 18 500 Same day 1.5175 1.33 7.33 1.538
Express
52561 2015_3Q USA SOM Amal $ 500 30 500 Next day 1 0 6 1
Express
53027 2015_4Q GBR SOM Amal £300 17.99 500 Same day 1.501 1.39 7.39  1.52215
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Express
55148 2015_4Q USA SOM Amal $ 500 30 500 Next day 1 0 6 1
Express
55658 2015_4Q NLD SOM Amal €345 17.5 500 Less than one 1.03 3.98 9.05  1.07268
Express hour
55775 2015_4Q SWE SOM Amal Kr 4300 215 500 Same day 0.110504 4.17 9.17  0.11532
Express
57478 2016_1Q GBR SOM Amal £300 18 500 Same day 1.41 1.38 7.38  1.42978
Express
58176 2016_1Q NLD SOM Amal €345 17.5 500 Less than one 1.06 4.64 9.71 1.1116
Express hour
59268 2016_1Q USA SOM Amal $ 500 30 500 Next day 1 0 6 1
Express
62016110  2016_2Q GBR SOM Amal £300 18 500 Same day 1 1 7 1
1 Express
62016355  2016_2Q USA SOM Amal $ 500 30 500 Next day 1 0 6 1
4 Express
62016362  2016_2Q SWE SOM Amal Kr 4300 172 500 Same day 0 5 9 0
1 Express
92016159  2016_3Q GBR SOM Amal £300 18 500 Same day 1 2 8 1
5 Express
92016249  2016_3Q NLD SOM Amal €345 18 500 Less than one 1 2 7 1
7 Express hour
92016326  2016_3Q SWE SOM Amal Kr 4300 172 500 Same day 0 5 9 0
1 Express
92016381 2016_3Q USA SOM Amal $ 500 30 500 Next day 1 0 6 1
5 Express
12201615  2016_4Q GBR SOM Amal £300 18 500 Same day 1 2 8 1
98 Express
12201632 2016_4Q SWE SOM Amal Kr 4300 172 500 Same day 0 6 10 0
46 Express
12201638  2016_4Q USA SOM Amal $ 500 30 500 Next day 1 0 6 1
02 Express
32017158  2017_1Q GBR SOM Amal £300 18 500 Same day 1 2 8 1
2 Express
32017324  2017_1Q SWE SOM Amal Kr 4300 172 500 Same day 0 6 10 0
6 Express
32017382  2017_1Q USA SOM Amal $ 500 30 500 Next day 1 0 6 1
3 Express
62017166 2017_2Q GBR SOM Amal £300 18 500 Same day 1 2 8 1
9 Express
62017336  2017_2Q SWE SOM Amal Kr 4300 172 500 Same day 0 5 9 0
0 Express
62017394  2017_2Q USA SOM Amal $ 500 30 500 Next day 1 0 6 1
5 Express
92017171 2017_3Q GBR SOM Amal £300 18 500 Same day 1 2 8 1
6 Express
92017343  2017_3Q SWE SOM Amal Kr 4300 172 500 Same day 0 6 10 0
5 Express
12201717 2017_4Q GBR SOM Amal £300 18 500 Same day 1 2 8 1
48 Express
12201734 2017_4Q SWE SOM Amal Kr 4300 68 500 Same day 0 5 7 0
32 Express
32018041 2018_1Q GBR SOM Amal £300 18 500 Same day 1 2 8 1
2 Express
32018273  2018_1Q SWE SOM Amal Kr 4300 172 500 Same day 0 7 11 0
1 Express
62018177  2018_2Q GBR SOM Amal £300 18 500 Same day 1 2 8 1
5 Express
62018346  2018_2Q SWE SOM Amal Kr 4300 172 500 Same day 0 6 10 0
7 Express
92018184  2018_3Q GBR SOM Amal £300 18 500 Same day 1 2 8 1
7 Express
92018357  2018_3Q SWE SOM Amal Kr 4300 172 500 Same day 0 6 10 0
0 Express
12201837  2018_4Q SWE SOM Amal Kr 4300  172.00 500 Same day 0.10 5.82 9.82 0.11
14 Express
12201819  2018_4Q GBR SOM Amal £300 18.00 500 Same day 1.28 2.10 8.10 1.31
28 Express
32519199  2019_1Q GBR SOM Amal £300 18 500 Same day 1.27 1.97 7.97 1.2955
3 Express
32519379  2019_1Q SWE SOM Amal Kr 4300 172 500 Same day 0.104 3.63 7.63  0.10792
6 Express
62519210  2019_2Q GBR SOM Amal £300 14.01 500 Same day 1.285 1.56 6.23  1.30534
4 Express
62519396  2019_2Q SWE SOM Amal Kr 4300 129 500 Same day 0.098 5.8 8.8 0.10404
4 Express
10221922 2019_3Q GBR SOM Amal £ 300 14.5 500 Same day 1.2131 1.55 6.39  1.23224
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33 Express
10221941  2019_3Q SWE SOM Amal Kr 4300 172 500 Same day 0.0978 5.5 9.5 0.10349
70 Express
12201941 2019_4Q SWE SOM Amal Kr 4300 172 500 Same day 0.0977 5.93 9.93 0.10386
66 Express
12201921 2019_4Q GBR SOM Amal £ 300 14.5 500 Same day 1.271 1.26 6.09 1.28721
87 Express
32020218  2020_1Q GBR SOM Amal £300 14.5 500 Same day 1.31 -0.48  4.36 1.3038
9 Express
32020420  2020_1Q SWE SOM Amal Kr 4300 172 500 Same day 0.09812 593  9.93  0.10431
4 Express
Table 37A: Money remitted by Dahabshiil from G8/G20 and Netherlands and Sweden to Somalia (2011 - 2020).
ID Period Source Receivi  Remittanc Amoun Feein  Amo Speed actual FX rate FX Total  Interba
country ng e firm tin local unt marg cost nk
country local curren  deno in % exchang
currenc cy mina e rate
y ted
in
UsD
28026 2011_3 GBR SOM Dahabshiil £120 4.8 200 Same day 1.6 0.74 4.74 1.612
Q
16744 2012_1 GBR SOM Dahabshiil £120 6 200 Same day 1.56 1.42 6.42 1.58245
Q
30788 2012_3 GBR SOM Dahabshiil £120 6 200 Same day 1.573 1.05 6.05 1.58966
Q
19463 2013_1 GBR SOM Dahabshiil £120 6 200 Same day 1.59 -0.57 4.43 1.58104
Q
2533 2013_2 GBR SOM Dahabshiil £120 6 200 Same day 1.5125 0.91 5.91 1.5264
Q
2534 2013_3 GBR SOM Dahabshiil £120 6 200 Same day 1.502 0.32 5.32 1.50689
Q
2535 2013_4 GBR SOM Dahabshiil £120 6 200 Same day 1.58 1.64 6.64 1.6063
Q
33015 2014_1 GBR SOM Dahabshiil £120 6 200 Same day 1.605 1.53 6.53 1.63
Q
37507 2014_2 GBR SOM Dahabshiil £120 6 200 Same day 1.658 1.49 6.49 1.683
Q
39813 2014_3 GBR SOM Dahabshiil £120 6 200 Same day 1.69 0.92 5.92 1.7057
Q
42685 2014_4 GBR SOM Dahabshiil £120 6 200 Same day 1.5675 1.17 6.17 1.586
Q
44604 2015_1 GBR SOM Dahabshiil £120 6 200 Same day 1.514 1.3 6.3 1.534
Q
48296 2015_2 GBR SOM Dahabshiil £120 6 200 Same day 1.525 0.78 5.78 1.537
Q
49653 2015_2 USA SOM Dahabshiil $ 200 12 200 Less than one 1 0 6 1
Q hour
52116 2015_3 GBR SOM Dahabshiil £120 7.2 200 Same day 1.5175 1.33 7.33 1.538
Q
52562 2015_3 USA SOM Dahabshiil $ 200 12 200 Next day 1 0 6 1
Q
53023 2015_4 GBR SOM Dahabshiil £120 7.2 200 Same day 1.501 1.39 7.39 1.52215
Q
55145 2015_4 USA SOM Dahabshiil $ 200 12 200 Same day 1 0 6 1
Q
55342 2015_4 AUS SOM Dahabshiil 200 10 200 Less than one 0.66333 7.81 12.81  0.71955
Q hour
55659 2015_4 NLD SOM Dahabshiil €140 7 200 Same day 1.0335 3.65 8.65 1.07268
Q
55776 2015_4 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 0.110504 4.17 8.17 0.11532
Q
56295 2016_1 AUS SOM Dahabshiil 200 15 200 Less than one 0.69 3.94 11.44 0.71827
Q hour
57477 2016_1 GBR SOM Dahabshiil £120 7.2 200 Same day 1.41 1.38 7.38 1.42978
Q
58177 2016_1 NLD SOM Dahabshiil €140 7 200 Same day 1.06 4.64 9.64 1.1116
Q
58779 2016_1 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 0.107 8.94 12.94 0.1175
Q
59265 2016_1 USA SOM Dahabshiil $ 200 4.8 200 Same day 1.6 0.74 4.74 1.612
Q
62016032  2016_2 AUS SOM Dahabshiil 200 15 200 Less than one 1 4 11 1
8 Q hour
62016109  2016_2 GBR SOM Dahabshiil £120 7 200 Same day 1 3 9 1
8 Q
62016266  2016_2 NLD SOM Dahabshiil €140 7 200 Same day 1 4 9 1
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5 Q
62016355  2016_2 USA SOM Dahabshiil $ 200 12 200 Same day 0 6 1
1 Q
62016362  2016_2 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 5 9 0
2 Q
92016032  2016_3 AUS SOM Dahabshiil 200 15 200 Less than one 4 12 1
9 Q hour
92016159  2016_3 GBR SOM Dahabshiil £120 7 200 Same day 2 8 1
6 Q
92016249  2016_3 NLD SOM Dahabshiil €140 7 200 Same day 2 7 1
8 Q
92016326  2016_3 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 6 10 0
2 Q
92016381  2016_3 USA SOM Dahabshiil $ 200 12 200 Same day 0 6 1
6 Q
12201603  2016_4 AUS SOM Dahabshiil 200 15 200 Less than one 5 12 1
24 Q hour
12201615 2016_4 GBR SOM Dahabshiil £120 7 200 Same day 2 8 1
95 Q
12201624  2016_4 NLD SOM Dahabshiil € 140 5 200 Same day 4 7 1
9% Q
12201632  2016_4 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 2 6 0
47 Q
12201637  2016_4 USA SOM Dahabshiil $ 200 12 200 Same day 0 6 1
9 Q
32017032  2017_1 AUS SOM Dahabshiil 200 22 200 Less than one 2 13 1
2 Q hour
32017158  2017_1 GBR SOM Dahabshiil £120 7 200 Same day 2 8 1
3 .Q
32017250  2017_1 NLD SOM Dahabshiil € 140 5 200 Same day 4 8 1
9 Q
32017324 2017_1 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 10 14 0
7 Q
32017382  2017_1 USA SOM Dahabshiil $ 200 12 200 Same day 0 6 1
4 Q
62017032  2017_2 AUS SOM Dahabshiil 200 22 200 Less than one 2 13 1
9 Q hour
62017166  2017_2 GBR SOM Dahabshiil £120 7 200 Same day 2 8 1
7 Q
62017336  2017_2 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 8 12 0
1 Q
62017394  2017_2 USA SOM Dahabshiil $ 200 12 200 Same day 0 6 1
2 Q
92017033  2017_3 AUS SOM Dahabshiil 200 22 200 Less than one 6 17 1
4 Q hour
92017171  2017_3 GBR SOM Dahabshiil £120 7 200 Same day 2 8 1
7 Q
92017268  2017_3 NLD SOM Dahabshiil € 140 5 200 Same day 5 9 1
3 Q
92017343  2017_3 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 10 14 0
6 Q
92017402  2017_3 USA SOM Dahabshiil $ 200 12 200 Same day 0 6 1
8 Q
12201703  2017_4 AUS SOM Dahabshiil 200 22 200 Less than one 5 16 1
39 Q hour
12201717  2017_4 GBR SOM Dahabshiil £120 7 200 Same day 2 8 1
46 Q
12201727  2017_4 NLD SOM Dahabshiil € 140 5 200 Same day 3 7 1
10 Q
12201734  2017_4 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 9 13 0
33 Q
12201740  2017_4 USA SOM Dahabshiil $ 200 12 200 Same day 0 6 1
31 Q
32018222  2018_1 USA SOM Dahabshiil $ 200 12 200 Same day 0 6 1
4 Q
32018236 2018_1 AUS SOM Dahabshiil 200 22 200 Less than one 5 16 1
6 Q hour
32018264 2018_1 NLD SOM Dahabshiil € 140 5 200 Same day 3 7 1
2 Q
32018273  2018_1 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 9 13 0
2 Q
62018033  2018_2 AUS SOM Dahabshiil 200 22 200 Less than one 3 14 1
4 Q hour
62018177  2018_2 GBR SOM Dahabshiil £120 7 200 Same day 2 8 1
3 Q
62018274 2018_2 NLD SOM Dahabshiil € 140 5 200 Same day 2 5 1
0 Q
62018346 2018_2 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 8 12 0
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8 Q
62018411  2018_2 USA SOM Dahabshiil $ 200 12 200 Same day 1 0 6 1
3 Q
92018034  2018_3 AUS SOM Dahabshiil 200 22 200 Less than one 1 5 16 1
6 Q hour
92018424  2018_3 USA SOM Dahabshiil $ 200 10 200 Same day 1 0 5 1
6 Q
92018184  2018_3 GBR SOM Dahabshiil £120 7 200 Same day 1 2 8 1
5 Q
92018283  2018_3 NLD SOM Dahabshiil € 140 5 200 Same day 1 4 7 1
7 Q
92018356  2018_3 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 0 3 7 0
7 Q
12201837  2018_4 SWE SOM Dahabshiil ~ Kr 1700 68.00 200 Same day 0.11 -0.23 3.77 0.11
15 Q
12201819  2018_4 GBR SOM Dahabshiil £120 7.20 200 Same day 1.28 2.10 8.10 1.31
26 Q
12201844  2018_4 USA SOM Dahabshiil $ 200 10.00 200 Same day 1.00 0.00 5.00 1.00
53 Q
12201803  2018_4 AUS SOM Dahabshiil 200 22.00 200 Less than one 0.70 2.46 13.46 0.72
61 Q hour
32519199  2019_1 GBR SOM Dahabshiil £120 7.2 200 Same day 1.27 1.97 7.97 1.2955
4 Q
32519036  2019_1 AUS SOM Dahabshiil 200 22 200 Less than one 0.6925 2.59 13.59 0.7109
0 Q hour
32519379  2019_1 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 0.1042 3.44 7.44 0.10792
7 Q
32519455  2019_1 USA SOM Dahabshiil $ 200 10 200 Same day 1 0 5 1
3 Q
62519036  2019_2 AUS SOM Dahabshiil 200 22 200 Less than one 0.6825 2.45 13.45 0.69966
8 Q hour
62519210  2019_2 GBR SOM Dahabshiil £120 7.2 200 Same day 1.285 1.56 7.56 1.30534
5 Q
62519474  2019_2 USA SOM Dahabshiil $ 200 10 200 Same day 1 0 5 1
5 Q
62519396  2019_2 SWE SOM Dahabshiil ~ Kr 1700 51 200 Same day 0.0938 9.84 12.84 0.10404
5 Q
10221903 2019_3 AUS SOM Dahabshiil 200 22 200 Less than one 0.6687 2.55 13.55 0.68621
63 Q hour
10221922 2019_3 GBR SOM Dahabshiil £120 7.2 200 Same day 1.14 7.49 13.49 1.23224
34 Q
10221949  2019_3 USA SOM Dahabshiil $ 200 12 200 Same day 1 0 6 1
80 Q
10221941 2019_3 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 0.0941 9.07 13.07  0.10349
71 Q
12201949  2019_4 USA SOM Dahabshiil $ 200 12 200 Same day 1 0 6 1
69 Q
12201941 2019_4 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 0.094 9.5 13.5 0.10386
67 Q
12201903 2019_4 AUS SOM Dahabshiil 200 22 200 Less than one 0.675 2.06 13.06 0.68918
65 Q hour
12201921 2019_4 GBR SOM Dahabshiil £120 7.2 200 Same day 1.2625 1.92 7.92 1.28721
88 Q
32020219  2020_1 GBR SOM Dahabshiil £120 7.2 200 Same day 1.2675 2.78 8.78 1.3038
0 Q
32020036  2020_1 AUS SOM Dahabshiil 200 22 200 Less than one 0.6598 221 13.21 0.67468
2 Q hour
32020420  2020_1 SWE SOM Dahabshiil ~ Kr 1700 68 200 Same day 0.09827 5.79 9.79 0.10431
5 Q
32020499  2020_1 USA SOM Dahabshiil $ 200 12 200 Same day 1 0 6 1
1 Q
Table 37B: Money remitted by Dahabshiil from G8/G20 and Netherlands and Sweden to Somalia (2011 — 2020)
ID Perio Source Receivi  Remittance Amou  Feein Amount Speed actual FX rate FX Total  Interba
d country ng firm ntin local denomina marg cost nk
country local curren ted in in % exchang
curren cy USD e rate
cy
28026 2011_ GBR SOM Dahabshiil £300 12 500 Same day 1.6 0.74 4.74 1.612
3Q
16744 2012_ GBR SOM Dahabshiil £300 15 500 Same day 1.56 1.42 6.42 1.58245
1Q
30788 2012_ GBR SOM Dahabshiil £300 15 500 Same day 1.573 1.05 6.05 1.58966
3Q
19463 2013_ GBR SOM Dahabshiil £ 300 15 500 Same day 1.59 -0.57 4.43 1.58104
1Q
2533 2013_ GBR SOM Dahabshiil £300 15 500 Same day 1.5125 0.91 591 1.5264
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2Q
2534 2013_ GBR SOM Dahabshiil £ 300 15 500 Same day 1.502 0.32 5.32 1.50689
3Q
2535 2013_ GBR SOM Dahabshiil £ 300 15 500 Same day 1.58 1.64 6.64 1.6063
4Q
33015 2014_ GBR SOM Dahabshiil £ 300 15 500 Same day 1.605 1.53 6.53 1.63
1Q
37507 2014_ GBR SOM Dahabshiil £ 300 15 500 Same day 1.658 1.49 6.49 1.683
2Q
39813 2014_ GBR SOM Dahabshiil £ 300 15 500 Same day 1.69 0.92 5.92 1.7057
3Q
42685 2014_ GBR SOM Dahabshiil £ 300 15 500 Same day 1.5675 1.17 6.17 1.586
4Q
44604 2015_ GBR SOM Dahabshiil £ 300 15 500 Same day 1.514 1.3 6.3 1.534
1Q
48296 2015_ GBR SOM Dahabshiil £ 300 15 500 Same day 1.525 0.78 5.78 1.537
2Q
49653 2015_ USA SOM Dahabshiil $ 500 30 500 Less than 1 0 6 1
2Q one hour
52116 2015_ GBR SOM Dahabshiil £ 300 18 500 Same day 1.5175 1.33 7.33 1.538
3Q
52562 2015_ USA SOM Dahabshiil $ 500 30 500 Next day 1 0 6 1
3Q
53023 2015_ GBR SOM Dahabshiil £ 300 18 500 Same day 1.501 1.39 7.39 1.52215
4Q
55145 2015_ USA SOM Dahabshiil $ 500 30 500 Same day 1 0 6 1
4Q
55342 2015_ AUS SOM Dahabshiil 500 25 500 Less than 0.66333 7.81 12.81 0.71955
4Q one hour
55659 2015_ NLD SOM Dahabshiil € 345 17.5 500 Same day 1.0335 3.65 8.72 1.07268
4Q
55776 2015_ SWE SOM Dahabshiil Kr 150.5 500 Same day 0.110504 4.17 7.67 0.11532
4Q 4300
56295 2016_ AUS SOM Dahabshiil 500 30 500 Less than 0.69 3.94 9.94 0.71827
1Q one hour
57477 2016_ GBR SOM Dahabshiil £ 300 18 500 Same day 1.41 1.38 7.38 1.42978
1Q
58177 2016_ NLD SOM Dahabshiil € 345 17.5 500 Same day 1.06 4.64 9.71 1.1116
1Q
58779 2016_ SWE SOM Dahabshiil Kr 150 500 Same day 0.107 8.94 12.42 0.1175
1Q 4300
59265 2016_ USA SOM Dahabshiil $ 500 30 500 Same day 1 0 6 1.612
1Q
620160328  2016_ AUS SOM Dahabshiil 500 30 500 Less than 1 4 10 1
2Q one hour
620161098  2016_ GBR SOM Dahabshiil £ 300 18 500 Same day 1 3 9 1
2Q
620162665  2016_ NLD SOM Dahabshiil € 345 18 500 Same day 1 4 9 1
2Q
620163551  2016_ USA SOM Dahabshiil $ 500 30 500 Same day 1 0 6 1
2Q
620163622  2016_ SWE SOM Dahabshiil Kr 160 500 Same day 0 5 9 0
2Q 4300
920160329  2016_ AUS SOM Dahabshiil 500 30 500 Less than 1 4 10 1
3Q one hour
920161596  2016_ GBR SOM Dahabshiil £ 300 18 500 Same day 1 2 8 1
3Q
920162498  2016_ NLD SOM Dahabshiil € 345 18 500 Same day 1 2 7 1
3Q
920163262  2016_ SWE SOM Dahabshiil Kr 160 500 Same day 0 6 10 0
3Q 4300
920163816  2016_ USA SOM Dahabshiil $ 500 30 500 Same day 1 0 6 1
3Q
1220160324  2016_ AUS SOM Dahabshiil 500 30 500 Less than 1 5 11 1
4Q one hour
1220161595  2016_ GBR SOM Dahabshiil £ 300 18 500 Same day 1 2 8 1
4Q
1220162494  2016_ NLD SOM Dahabshiil € 345 5 500 Same day 1 4 5 1
4Q
1220163247  2016_ SWE SOM Dahabshiil Kr 172 500 Same day 0 2 6 0
4Q 4300
1220163799  2016_ USA SOM Dahabshiil $ 500 30 500 Same day 1 0 6 1
4Q
320170322  2017_ AUS SOM Dahabshiil 500 47 500 Less than 1 2 12 1
1Q one hour
320171583  2017_ GBR SOM Dahabshiil £ 300 18 500 Same day 1 2 8 1
1Q
320172509  2017_ NLD SOM Dahabshiil € 345 5 500 Same day 1 4 6 1
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1Q
320173247  2017_ SWE SOM Dahabshiil Kr 172 500 Same day 0 10 14 0
1Q 4300
320173824  2017_ USA SOM Dahabshiil $ 500 30 500 Same day 1 0 6 1
1Q
620170329  2017_ AUS SOM Dahabshiil 500 47 500 Less than 1 2 12 1
2Q one hour
620171667  2017_ GBR SOM Dahabshiil £300 18 500 Same day 1 2 8 1
2Q
620173361  2017_ SWE SOM Dahabshiil Kr 172 500 Same day 0 8 12 0
2Q 4300
620173942 2017_ USA SOM Dahabshiil $ 500 12 500 Same day 1 0 2 1
2Q
920170334  2017_ AUS SOM Dahabshiil 500 47 500 Less than 1 6 15 1
3Q one hour
920171717  2017_ GBR SOM Dahabshiil £ 300 18 500 Same day 1 2 8 1
3Q
920172683  2017_ NLD SOM Dahabshiil € 345 5 500 Same day 1 5 6 1
3Q
920173436  2017_ SWE SOM Dahabshiil Kr 172 500 Same day 0 10 14 0
3Q 4300
920174028  2017_ USA SOM Dahabshiil $ 500 30 500 Same day 1 0 6 1
3Q
1220170339  2017_ AUS SOM Dahabshiil 500 47 500 Less than 1 5 14 1
4Q one hour
1220171746  2017_ GBR SOM Dahabshiil £ 345 18 500 Same day 1 2 8 1
4Q
1220172710  2017_ NLD SOM Dahabshiil € 345 5 500 Same day 1 3 5 1
4Q
1220173433  2017_ SWE SOM Dahabshiil Kr 172 500 Same day 0 9 13 0
4Q 4300
1220174031  2017_ USA SOM Dahabshiil $ 500 30 500 Same day 1 0 6 1
4Q
320182224  2018_ USA SOM Dahabshiil $ 500 12 500 Same day 1 0 2 1
1Q
320182366 2018_ AUS SOM Dahabshiil 500 47 500 Less than 1 5 15 1
1Q one hour
320182642 2018_ NLD SOM Dahabshiil € 345 5 500 Same day 1 3 5 1
1Q
320182732 2018_ SWE SOM Dahabshiil Kr 172 500 Same day 0 9 13 0
1Q 4300
620180334 2018_ AUS SOM Dahabshiil 500 47 500 Less than 1 3 12 1
2Q one hour
620181773 2018_ GBR SOM Dahabshiil £300 18 500 Same day 1 2 8 1
2Q
620182740 2018_ NLD SOM Dahabshiil € 345 5 500 Same day 1 2 3 1
2Q
620183468 2018_ SWE SOM Dahabshiil Kr 172 500 Same day 0 8 12 0
2Q 4300
620184113 2018_ USA SOM Dahabshiil $ 500 12 500 Same day 1 0 2 1
2Q
920180346 2018_ AUS SOM Dahabshiil 500 47 500 Less than 1 5 15 1
3Q one hour
920184246 2018_ USA SOM Dahabshiil $ 500 12 500 Same day 1 0 2 1
3Q
920181845 2018_ GBR SOM Dahabshiil £ 300 18 500 Same day 1 2 8 1
3Q
920182837 2018_ NLD SOM Dahabshiil € 345 5 500 Same day 1 4 5 1
3Q
920183567  2018_ SWE SOM Dahabshiil Kr 172 500 Same day 0 3 7 0
3Q 4300
1220183715  2018_ SWE SOM Dahabshiil Kr 172.00 500 Same day 0.11 -0.23 3.77 0.11
4Q 4300
1220181926  2018_ GBR SOM Dahabshiil £300 18.00 500 Same day 1.28 2.10 8.10 1.31
4Q
1220184453 2018_ USA SOM Dahabshiil $ 500 12.00 500 Same day 1.00 0.00 2.40 1.00
4Q
1220180361 2018_ AUS SOM Dahabshiil 500 47.00 500 Less than 0.70 2.46 11.86 0.72
4Q one hour
325191994 2019_ GBR SOM Dahabshiil £300 18 500 Same day 1.27 1.97 7.97 1.2955
1Q
325190360 2019_ AUS SOM Dahabshiil 500 47 500 Less than 0.6925 2.59 11.99 0.7109
1Q one hour
325193797  2019_ SWE SOM Dahabshiil Kr 172 500 Same day 0.1042 3.44 7.44 0.10792
1Q 4300
325194553 2019_ USA SOM Dahabshiil $ 500 15 500 Same day 1 0 3 1
1Q
625190368 2019_ AUS SOM Dahabshiil 500 47 500 Less than 0.6825 2.45 11.85 0.69966
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2Q one hour
625192105  2019_ GBR SOM Dahabshiil £300 18 500 Same day 1.285 1.56 7.56 1.30534
2Q
625194745 2019_ USA SOM Dahabshiil $ 500 25 500 Same day 1 0 5 1
2Q
625193965 2019_ SWE SOM Dahabshiil Kr 129 500 Same day 0.0938 9.84 12.84 0.10404
2Q 4300
1022190363  2019_ AUS SOM Dahabshiil 500 47 500 Less than 0.6687 2.55 11.95  0.68621
3Q one hour
1022192234  2019_ GBR SOM Dahabshiil £ 300 18 500 Same day 1.14 7.49 13.49  1.23224
3Q
1022194980  2019_ USA SOM Dahabshiil $ 500 30 500 Same day 1 0 6 1
3Q
1022194171 2019_ SWE SOM Dahabshiil Kr 172 500 Same day 0.0941 9.07 13.07 0.10349
3Q 4300
1220194969  2019_ USA SOM Dahabshiil $ 500 30 500 Same day 1 0 6 1
4Q
1220194167  2019_ SWE SOM Dahabshiil Kr 172 500 Same day 0.094 9.5 13.5 0.10386
4Q 4300
1220190365  2019_ AUS SOM Dahabshiil 500 47 500 Less than 0.675 2.06 11.46  0.68918
4Q one hour
1220192188  2019_ GBR SOM Dahabshiil £300 18 500 Same day 1.2625 1.92 7.92 1.28721
4Q
320202190 2020_ GBR SOM Dahabshiil £ 300 18 500 Same day 1.2675 2.78 8.78 1.3038
1Q
320200362 2020_ AUS SOM Dahabshiil 500 42 500 Less than 0.6598 2.21 10.61 0.67468
1Q one hour
320204205 2020_ SWE SOM Dahabshiil Kr 172 500 Same day 0.09827 5.79 9.79 0.10431
1Q 4300
320204991  2020_ USA SOM Dahabshiil $ 500 30 500 Same day 1 0 6 1
1Q
Table 38A: Money remitted by Iftin Express from G8 and Sweden to Somalia (2015 — 2020).
ID Perio Source Receivi  Remittance Amou  Feein  Amount Speed FX rate FX Tot  Interbank
d country ng firm ntin local denomi actual marg al exchange
country local curren  nated in in cost rate
curren cy UsSD %
y
46947 2015_ GBR SOM Iftin £120 6 200 Same day 1.51 1.56 6.56 1.534
1Q Express
48301 2015_ GBR SOM Iftin £120 6 200 Same day 1.525 0.78 5.78 1.537
2Q Express
49658 2015_ USA SOM Iftin $ 200 12 200 Less than 1 0 6 1
2Q Express one hour
52117 2015_ GBR SOM Iftin £120 7.2 200 Same day 1.5175 1.33 7.33 1.538
3Q Express
52563 2015_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
3Q Express
55100 2015_ GBR SOM Iftin £120 7.2 200 Same day 1.5 1.46 7.46 1.52215
4Q Express
55150 2015_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
4Q Express
55777 2015_ SWE SOM Iftin Kr 85 200 Same day 0.1105 4.18 9.18 0.11532
4Q Express 1700
57479 2016_ GBR SOM Iftin £120 7.2 200 Same day 1.41 1.38 7.38 1.42978
1Q Express
58781 2016_ SWE SOM Iftin Kr 85 200 Same day 0.106 9.79 14.79 0.1175
1Q Express 1700
59270 2016_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
1Q Express
620163556 2016_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
2Q Express
620163623 2016_ SWE SOM Iftin Kr 68 200 Same day 0 5 9 0
2Q Express 1700
920161597 2016_ GBR SOM Iftin £120 7 200 Same day 1 2 8 1
3Q Express
920163263  2016_ SWE SOM Iftin Kr 68 200 Same day 0 6 10 0
3Q Express 1700
920163817  2016_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
3Q Express
1220161599  2016_ GBR SOM Iftin £120 7 200 Same day 1 2 8 1
4Q Express
1220163248  2016_ SWE SOM Iftin Kr 85 200 Same day 0 6 11 0
4Q Express 1700
1220163804  2016_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
4Q Express
320171584 2017_ GBR SOM Iftin £120 7 200 Same day 1 2 8 1
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1Q Express

320173248 2017_ SWE SOM Iftin Kr 68 200 Same day 0 6 10 0
1Q Express 1700

320173825  2017_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
1Q Express

620171670  2017_ GBR SOM Iftin £120 7 200 Same day 1 2 8 1
2Q Express

620173362  2017_ SWE SOM Iftin Kr 68 200 Same day 0 5 9 0
2Q Express 1700

620173947  2017_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
2Q Express

920171718 2017_ GBR SOM Iftin £120 7 200 Same day 1 2 8 1
3Q Express

920173437  2017_ SWE SOM Iftin Kr 68 200 Same day 0 6 10 0
3Q Express 1700

920174029  2017_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
3Q Express

1220171749 2017_ GBR SOM Iftin £120 7 200 Same day 1 2 8 1
4Q Express

1220173434  2017_ SWE SOM Iftin Kr 68 200 Same day 0 5 9 0
4Q Express 1700

1220174035  2017_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
4Q Express

320182228  2018_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
1Q Express

320182733 2018_ SWE SOM Iftin Kr 68 200 Same day 0 6 10 0
1Q Express 1700

620181776 2018_ GBR SOM Iftin £120 7 200 Same day 1 2 8 1
2Q Express

620183469  2018_ SWE SOM Iftin Kr 68 200 Same day 0 7 11 0
2Q Express 1700

620184117  2018_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
2Q Express

920184249  2018_ USA SOM Iftin $ 200 10 200 Next day 1 0 5 1
3Q Express

920181848  2018_ GBR SOM Iftin £120 7 200 Same day 1 2 8 1
3Q Express

920183571  2018_ SWE SOM Iftin Kr 68 200 Same day 0 6 10 0
3Q Express 1700

1220183716  2018_ SWE SOM Iftin Kr 68.00 200 Same day 0.10 5.69 9.69 0.11
4Q Express 1700

1220181929  2018_ GBR SOM Iftin £120 7.20 200 Same day 1.28 2.10 8.10 1.31
4Q Express

1220184457  2018_ USA SOM Iftin $ 200 10.00 200 Next day 1.00 0.00 5.00 1.00
4Q Express

325191995  2019_ GBR SOM Iftin £120 7.2 200 Same day 1.27 1.97 7.97 1.2955
1Q Express

325193798  2019_ SWE SOM Iftin Kr 68 200 Same day 0.1044 3.26 7.26 0.10792
1Q Express 1700

325194554  2019_ USA SOM Iftin $ 200 10 200 Next day 1 0 5 1
1Q Express

625192106  2019_ GBR SOM Iftin £120 5.6 200 Same day 1.285 1.56 6.22 1.30534
2Q Express

625194746 2019_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
2Q Express

625193966  2019_ SWE SOM Iftin Kr 51 200 Same day 0.098 5.8 8.8 0.10404
2Q Express 1700

1022192235  2019_ GBR SOM Iftin £120 5.94 200 Same day 1.2125 1.6 6.55 1.23224
3Q Express

1022194981  2019_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
3Q Express

1022194172 2019_ SWE SOM Iftin Kr 68 200 Same day 0.0978 5.5 9.5 0.10349
3Q Express 1700

1220194970  2019_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
4Q Express

1220194168  2019_ SWE SOM Iftin Kr 68 200 Same day 0.0976 6.03 10.03 0.10386
4Q Express 1700

1220192189 2019_ GBR SOM Iftin £120 5.94 200 Same day 1.223 4.99 9.94 1.28721
4Q Express

320202191  2020_ GBR SOM Iftin £120 5.68 200 Same day 1.2675 2.78 7.52 1.3038
1Q Express

320204206  2020_ SWE SOM Iftin Kr 68 200 Same day 0.09809 5.96 9.96 0.10431
1Q Express 1700

320204992 2020_ USA SOM Iftin $ 200 12 200 Next day 1 0 6 1
1Q Express
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Table 38B: Money remitted by Iftin Express from G8 and Sweden to Somalia (2015 —2020).

ID Period Sourc  Receivi  Remittance ~Amou Feein  Amount Speed actual FX rate FX Tot  Interbank
e ng firm ntin local denomi mar al exchange
count  country local curren  nated in gin  cost rate
ry curren cy UsD %
cy
46947 2015_1Q  GBR SOM Iftin £300 15 500 Same day 151 1.56 6.56 1.534
Express
48301 2015_2Q  GBR SOM Iftin £300 15 500 Same day 1525 0.78 5.78 1.537
Express
49658 20152Q  USA SOM Iftin $ 500 30 500 Less than one 1 0 6 1
Express hour
52117 2015_3Q  GBR SOM Iftin £300 18 500 Same day 1.5175  1.33 7.33 1.538
Express
52563 2015_3Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
55100 2015_4Q  GBR SOM Iftin £300 18 500 Same day 15 1.46 7.46 1.52215
Express
55150 2015_4Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
55777 2015_4Q  SWE SOM Iftin Kr 215 500 Same day 0.110504  4.17 9.17 0.11532
Express 4300
57479 2016_1Q  GBR SOM Iftin £300 18 500 Same day 141 1.38 7.38 1.42978
Express
58781 2016_1Q  SWE SOM Iftin Kr 215 500 Same day 0.106  9.79  14.79 0.1175
Express 4300
59270 2016_1Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
620163556  2016_2Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
620163623  2016_2Q  SWE SOM Iftin Kr 172 500 Same day 0 5 9 0
Express 4300
920161597  2016_3Q  GBR SOM Iftin £300 18 500 Same day 1 2 8 1
Express
920163263  2016_3Q  SWE SOM Iftin Kr 172 500 Same day 0 6 10 0
Express 4300
920163817  2016_3Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
1220161599  2016_4Q  GBR SOM Iftin £300 18 500 Same day 1 2 8 1
Express
1220163248  2016_4Q  SWE SOM Iftin Kr 215 500 Same day 0 6 11 0
Express 4300
1220163804 2016_4Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
320171584  2017_1Q  GBR SOM Iftin £300 18 500 Same day 1 2 8 1
Express
320173248  2017_1Q  SWE SOM Iftin Kr 172 500 Same day 0 6 10 0
Express 4300
320173825  2017_1Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
620171670  2017_2Q  GBR SOM Iftin £ 300 18 500 Same day 1 2 8 1
Express
620173362  2017_2Q  SWE SOM Iftin Kr 172 500 Same day 0 5 9 0
Express 4300
620173947  2017_2Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
920171718  2017.3Q  GBR SOM Iftin £300 18 500 Same day 1 2 8 1
Express
920173437  2017.3Q  SWE SOM Iftin Kr 172 500 Same day 0 6 10 0
Express 4300
920174029  2017.3Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
1220171749  2017_4Q  GBR SOM Iftin £300 18 500 Same day 1 2 8 1
Express
1220173434  2017_4Q  SWE SOM Iftin Kr 172 500 Same day 0 5 9 0
Express 4300
1220174035 2017_4Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
320182228  2018_1Q  USA SOM Iftin $ 500 12 500 Next day 1 0 2 1
Express
320182733  2018_1Q  SWE SOM Iftin Kr 172 500 Same day 0 6 10 0
Express 4300
620181776  2018_2Q  GBR SOM Iftin £ 300 18 500 Same day 1 2 8 1
Express
620183469  2018_2Q  SWE SOM Iftin Kr 172 500 Same day 0 7 1 0
Express 4300

620184117 2018_2Q USA SOM Iftin $ 500 12 500 Next day 1 0 2 1
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Express
920184249  2018.3Q  USA SOM Iftin $ 500 12 500 Next day 1 0 2 1
Express
920181848 2018_3Q GBR SOM Iftin £300 18 500 Same day 1 2 8 1
Express
920183571 2018_3Q SWE SOM Iftin Kr 172 500 Same day 0 6 10 0
Express 4300
1220183716 2018_4Q SWE SOM Iftin Kr 172.00 500 Same day 0.10  5.69 9.69 0.11
Express 4300
1220181929  2018_4Q  GBR SOM Iftin £ 300 18.00 500 Same day 128 210 8.10 1.31
Express
1220184457  2018_4Q  USA SOM Iftin $ 500 12.00 500 Next day 1.00  0.00 2.40 1.00
Express
325191995 2019_1Q GBR SOM Iftin £300 18 500 Same day 1.27 197 7.97 1.2955
Express
325193798 2019_1Q SWE SOM Iftin Kr 172 500 Same day 0.1044  3.26 7.26 0.10792
Express 4300
325194554 2019_1Q USA SOM Iftin $ 500 15 500 Next day 1 0 3 1
Express
625192106  2019_2Q  GBR SOM Iftin £ 300 14.01 500 Same day 1.285  1.56 6.23 1.30534
Express
625194746 2019_2Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
625193966 2019_2Q SWE SOM Iftin Kr 129 500 Same day 0.098 5.8 8.8 0.10404
Express 4300
1022192235  2019_3Q GBR SOM Iftin £300 14.85 500 Same day 1.2125 1.6 6.55 1.23224
Express
1022194981  2019_3Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
1022194172 2019_3Q  SWE SOM Iftin Kr 172 500 Same day 0.0978 5.5 9.5 0.10349
Express 4300
1220194970  2019_4Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
1220194168  2019_4Q SWE SOM Iftin Kr 172 500 Same day 0.0976  6.03 10.03 0.10386
Express 4300
1220192189  2019_4Q GBR SOM Iftin £300 14.85 500 Same day 1.223  4.99 9.94 1.28721
Express
320202191 2020_1Q GBR SOM Iftin £ 300 14.2 500 Same day 1.2675  2.78 7.52 1.3038
Express
320204206  2020_1Q  SWE SOM Iftin Kr 172 500 Same day 0.09809  5.96 9.96 0.10431
Express 4300
320204992 2020_1Q  USA SOM Iftin $ 500 30 500 Next day 1 0 6 1
Express
Table 39A: Money remitted by Juba Express from Sweden to Somalia (2015 —2018).
ID Period Sourc  Receivi Remittan = Amount Feein Amount Speed FX FX Total Interban
e ng ce firm in local local denominated actual rate margi cost k
count  country currency  curren in USD n % exchange
ry cy rate
55778 2015_4Q  SWE SOM Juba Kr 1700 85 200 Same 0.1105 4.18 9.18 0.11532
Express day
58783 2016_1Q SWE SOM Juba Kr 1700 85 200 Same 0.105 10.64 15.64 0.1175
Express day
620163624  2016_2Q SWE SOM Juba Kr 1700 85 200 Same 0 5 10 0
Express day
920163264  2016_.3Q  SWE SOM Juba Kr 1700 85 200 Same 0 6 11 0
Express day
1220163249  2016_4Q  SWE SOM Juba Kr 1700 85 200 Same 0 6 11 0
Express day
320173249  2017_1Q  SWE SOM Juba Kr 1700 68 200 Same 0 7 11 0
Express day
620173363  2017_2Q SWE SOM Juba Kr 1700 68 200 Same 0 5 9 0
Express day
920173438  2017_3Q SWE SOM Juba Kr 1700 68 200 Same 0 8 12 0
Express day
1220173435  2017_4Q SWE SOM Juba Kr 1700 68 200 Same 0 5 9 0
Express day
320182734  2018_1Q  SWE SOM Juba Kr 1700 68 200 Same 0 8 12 0
Express day
Table 39B: Money remitted by Juba Express from Sweden to Somalia (2015 — 2018).
ID Period Sourc  Receivi Remittanc Amount Feein Amount Speed FX rate FX Total  Interban
e ng e firm in local local denomi actual margin cost k
count  country currenc  curren  nated in % exchange
1y y cy UsSD rate
55778 2015_4Q SWE SOM Juba Kr 4300 215 500 Same day 0.11050 4.17 9.17 0.11532

Express

4
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58783 2016_1Q SWE SOM Juba Kr 4300 215 500 Same day 0.105 10.64 15.64 0.1175
Express
620163624  2016_2Q  SWE SOM Juba Kr 4300 215 500 Same day 0 5 10 0
Express
920163264  2016_3Q  SWE SOM Juba Kr 4300 215 500 Same day 0 6 11 0
Express
1220163249  2016_4Q  SWE SOM Juba Kr 4300 215 500 Same day 0 6 11 0
Express
320173249 2017_1Q SWE SOM Juba Kr 4300 172 500 Same day 0 7 11 0
Express
620173363 2017_2Q SWE SOM Juba Kr 4300 172 500 Same day 0 5 9 0
Express
920173438  2017.3Q  SWE SOM Juba Kr 4300 172 500 Same day 0 8 12 0
Express
1220173435 2017_4Q  SWE SOM Juba Kr 4300 172 500 Same day 0 5 9 0
Express
320182734  2018_1Q  SWE SOM Juba Kr 4300 172 500 Same day 0 8 12 0
Express
Table 40A: Money remitted by Kaah Express from G8 and Netherlands to Somalia (2015 — 2020).
ID Period Source  Receiv  Remittance = Amou Fee in Amount Speed actual FX FX Total Interban
country ing firm ntin local denomina rate margi cost k
countr local curren tedin n % exchange
y curren cy UsSD rate
cy
46948 2015_1 GBR SOM Kaah £120 6 200 Same day 1.51 1.56 6.56 1.534
Q Express
48302 2015_2 GBR SOM Kaah £120 6 200 Same day 1.515 1.43 6.43 1.537
Q Express
49654 2015_2 USA SOM Kaah $ 200 12 200 Less than 1 0 6 1
Q Express one hour
52118 2015_3 GBR SOM Kaah £120 7.2 200 Same day 1.5175 1.33 7.33 1.538
Q Express
52558 2015_3 USA SOM Kaah $ 200 10 200 Next day 1 0 5 1
Q Express
55101 2015_4 GBR SOM Kaah £120 7.2 200 Same day 1.5 1.46 7.46 1.52215
Q Express
55146 2015_4 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
55660 2015_4 NLD SOM Kaah €140 8 200 Less than 1.026 435  10.07 1.07268
Q Express one hour
57483 2016_1 GBR SOM Kaah £120 7.2 200 Same day 1.37 418  10.18 1.42978
Q Express
58178 2016_1 NLD SOM Kaah €140 8 200 Less than 1.058 4.82  10.54 1.1116
Q Express one hour
59266 2016_1 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
620162666 2016_2 NLD SOM Kaah €140 8 200 Less than 1 4 9 1
Q Express one hour
620163552 2016_2 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
920161598 2016_3 GBR SOM Kaah £120 7 200 Same day 1 2 8 1
Q Express
920162499 2016_3 NLD SOM Kaah €140 8 200 Less than 1 2 7 1
Q Express one hour
920163818 2016_3 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
1220161600 2016_4 GBR SOM Kaah £120 7 200 Same day 1 2 8 1
Q Express
1220163800  2016_4 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
320171585 2017_1 GBR SOM Kaah £120 7 200 Same day 1 0 6 1
Q Express
320173826 2017_1 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
620171671 2017_2 GBR SOM Kaah £120 7 200 Same day 1 2 8 1
Q Express
620173943 2017_2 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
920174030 2017_3 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
1220174032 2017_4 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
320182225 2018_1 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
620184114 2018_2 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express




Somali Remittance Prices and Corridors (Full Length Report) 141
920184247 2018_3 USA SOM Kaah $ 200 10 200 Next day 1 0 5 1
Q Express
1220184454  2018_4 USA SOM Kaah $ 200 10.00 200 Next day 1.00 0.00 5.00 1.00
Q Express
325194555 2019_1 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
625194747 2019_2 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
1022194982 2019_3 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
1220194971 2019_4 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
320204993 2020_1 USA SOM Kaah $ 200 12 200 Next day 1 0 6 1
Q Express
Table 40B: Money remitted by Kaah Express from G8 and Netherlands to Somalia (2015 — 2020).
ID Period Sourc  Receivi Remittance Amou  Feein Amount Speed actual FX FX Total  Interban
e ng firm ntin local denomina rate margi cost k
count  country local curren ted in n % exchange
1y curren cy UsSD rate
cy
46948 2015_1Q  GBR SOM Kaah £300 15 500 Same day 1.51 1.56 6.56 1.534
Express
48302 2015_2Q GBR SOM Kaah £300 15 500 Same day 1.515 1.43 6.43 1.537
Express
49654 2015_2Q USA SOM Kaah $ 500 30 500 Less than 1 0 6 1
Express one hour
52118 2015_3Q  GBR SOM Kaah £300 18 500 Same day 1.5175 1.33 7.33 1.538
Express
52558 2015.3Q  USA SOM Kaah $ 500 25 500 Next day 1 0 5 1
Express
55101 2015.4Q  GBR SOM Kaah £300 18 500 Same day 1.5 1.46 7.46 1.52215
Express
55146 2015_.4Q  USA SOM Kaah $ 300 30 500 Next day 1 0 6 1
Express
55660 2015_4Q NLD SOM Kaah €345 20 500 Less than 1.026 4.35 10.15 1.07268
Express one hour
57483 2016_1Q GBR SOM Kaah £ 300 18 500 Same day 1.37 4.18 10.18 1.42978
Express
58178 2016_1Q  NLD SOM Kaah €345 20 500 Less than 1.058 4.82 10.62 1.1116
Express one hour
59266 2016_1Q  USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
620162666  2016_2Q  NLD SOM Kaah €345 20 500 Less than 1 4 9 1
Express one hour
620163552 2016_2Q USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
920161598 2016_3Q GBR SOM Kaah £300 18 500 Same day 1 2 8 1
Express
920162499  2016_3Q  NLD SOM Kaah €345 20 500 Less than 1 2 7 1
Express one hour
920163818  2016_3Q  USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
1220161600 2016_4Q  GBR SOM Kaah £300 18 500 Same day 1 2 8 1
Express
1220163800  2016_4Q USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
320171585 2017_1Q GBR SOM Kaah £ 300 18 500 Same day 1 0 6 1
Express
320173826 2017_1Q USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
620171671 2017_2Q GBR SOM Kaah £300 17 500 Same day 1 2 8 1
Express
620173943  2017_2Q  USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
920174030 2017_3Q USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
1220174032 2017_4Q USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
320182225 2018_1Q USA SOM Kaah $ 500 12 500 Next day 1 0 2 1
Express
620184114  2018_2Q  USA SOM Kaah $ 500 12 500 Next day 1 0 2 1
Express
920184247  2018_3Q  USA SOM Kaah $ 500 12 500 Next day 1 0 2 1
Express
1220184454  2018_4Q USA SOM Kaah $ 500 12.00 500 Next day 1.00 0.00 2.40 1.00

Express
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325194555 2019_1Q USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
625194747  2019_2Q  USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
1022194982  2019_.3Q  USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
1220194971  2019_4Q  USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
320204993 2020_1Q USA SOM Kaah $ 500 30 500 Next day 1 0 6 1
Express
Table 41A: Money remitted by mHITS Remit from G20 to Somalia (2017_Q3).
ID Period Sourc  Receivi Remittance =~ Amou  Feein Amount Speed actual FX FX Total  Interban
e ng firm ntin local denomi rate margi cost k
count  country local curren  nated in n % exchange
1y curren cy UsD rate
cy
920170335 2017_3Q AUS mHITs 200 10 200 Less than one 1 5 10 1
SOM Remit hour
Table 41B: Money remitted by mHITS Remit from G20 to Somalia (2017_Q3).
ID Period Sourc  Receivi Remittance ~Amou  Feein  Amount Speed actual FX FX Total Interban
e ng firm ntin local denomi rate margi cost k
count  country local curren  nated in n % exchange
1y curren ¢y UsSD rate
y
920170335  2017.3Q  AUS mHITs 500 25 500 Less than one 1 5 10 1
SOM Remit hour
Table 42A: Money remitted by Mustagbal Express from G8 to Somalia (2011 —2017).
ID Period Sourc Recei Remittance firm  Amo Fee Amount Speed actual FX FX Total  Interban
e ving unt in denomi rate margi cost k
count  count in local  natedin n % exchange
ry ry local  curre UsSD rate
curre ncy
ncy
28027 2011_.3Q  GBR SOM Mustagbal £120 6 200 Less than one 1.59 1.36 6.36 1.612
Express hour
16745 2012_1Q  GBR SOM Mustaqgbal £120 6 200 Less than one 1.56 1.42 6.42 1.58245
Express hour
30789 2012_3Q GBR SOM Mustagbal £120 6 200 Less than one 1.573 1.05 6.05 1.58966
Express hour
19464 2013_1Q GBR SOM Mustagbal £120 6 200 Less than one 1.59 -0.57 4.43 1.58104
Express hour
2557 2013_2Q GBR SOM Mustagbal £120 6 200 Less than one 1.5 1.73 6.73 1.5264
Express hour
2558 2013_.3Q  GBR SOM Mustagbal £120 6 200 Less than one 15 0.46 5.46 1.50689
Express hour
2559 2013_4Q  GBR SOM Mustagbal £120 6 200 Less than one 1.58 1.64 6.64 1.6063
Express hour
33020 2014_1Q GBR SOM Mustagbal £120 6 200 Less than one 1.6 1.84 6.84 1.63
Express hour
37510 2014_2Q GBR SOM Mustagbal £120 6 200 Less than one 1.655 1.66 6.66 1.683
Express hour
39816 2014_3Q GBR SOM Mustagbal £120 6 200 Less than one 1.69 0.92 5.92 1.7057
Express hour
42682 2014_4Q GBR SOM Mustaqbal £120 6 200 Less than one 1.567 1.2 6.2 1.586
Express hour
44608 2015_1Q  GBR SOM Mustagbal £120 6 200 Less than one 1.5126 1.4 6.4 1.534
Express hour
48299 2015_2Q GBR SOM Mustagbal £120 6 200 Less than one 1.525 0.78 5.78 1.537
Express hour
52119 2015_3Q GBR SOM Mustagbal £120 7.2 200 Less than one 1.5175 1.33 7.33 1.538
Express hour
53026 2015_4Q GBR SOM Mustagbal £120 7.2 200 Less than one 1.5 1.46 7.46 1.52215
Express hour
57480 2016_1Q GBR SOM Mustaqbal £120 7.2 200 Less than one 1.4075 1.56 7.56 1.42978
Express hour
620161100  2016_2Q  GBR SOM Mustagbal £120 7 200 Less than one 1 1 7 1
Express hour
920161599 2016_3Q GBR SOM Mustagbal £120 7 200 Less than one 1 2 8 1
Express hour
1220161597  2016_4Q GBR SOM Mustagbal £120 7 200 Less than one 1 2 8 1
Express hour
320171586 2017_1Q GBR SOM Mustagbal £120 7 200 Less than one 1 2 8 1

Express

hour
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Table 42B: Money remitted by Mustagbal Express from G8 to Somalia (2011 —2017).

D Period Sourc  Recei Remittance firm Amo  Fee Amount Speed actual FX FX Total Interban
e ving unt in denomi rate margi cost k
count  count in local nated in n % exchange
1y 1y local curre USD rate
curre  ncy
ncy
28027 2011.3Q  GBR SOM Mustagbal £300 15 500 Less than one 1.59 1.36 6.36 1.612
Express hour
16745 2012_1Q  GBR SOM Mustagbal £300 15 500 Less than one 1.56 1.42 6.42 1.58245
Express hour
30789 2012.3Q  GBR SOM Mustagbal £300 15 500 Less than one 1.573 1.05 6.05 1.58966
Express hour
19464 2013_.1Q  GBR SOM Mustagbal £300 15 500 Less than one 1.59 -0.57 4.43 1.58104
Express hour
2557 2013_.2Q  GBR SOM Mustagbal £300 15 500 Less than one 15 1.73 6.73 1.5264
Express hour
2558 2013.3Q  GBR SOM Mustagbal £300 15 500 Less than one 1.5 0.46 5.46 1.50689
Express hour
2559 2013_4Q GBR SOM Mustagbal £ 300 15 500 Less than one 1.58 1.64 6.64 1.6063
Express hour
33020 2014_1Q  GBR SOM Mustagbal £300 15 500 Less than one 1.6 1.84 6.84 1.63
Express hour
37510 2014_2Q GBR SOM Mustagbal £ 300 15 500 Less than one 1.655 1.66 6.66 1.683
Express hour
39816 2014.3Q  GBR SOM Mustagbal £300 15 500 Less than one 1.69 0.92 5.92 1.7057
Express hour
42682 2014.4Q  GBR SOM Mustagbal £300 15 500 Less than one 1.567 12 6.2 1.586
Express hour
44608 2015_1Q GBR SOM Mustagbal £ 300 15 500 Less than one 1.5126 1.4 6.4 1.534
Express hour
48299 2015.2Q  GBR SOM Mustaqgbal £300 15 500 Less than one 1.525 0.78 5.78 1.537
Express hour
52119 2015.3Q  GBR SOM Mustaqgbal £300 18 500 Less than one 1.5175 1.33 7.33 1.538
Express hour
53026 2015_4Q  GBR SOM Mustagbal £ 300 18 500 Less than one 15 1.46 7.46 1.52215
Express hour
57480 2016_1Q  GBR SOM Mustagbal £300 18 500 Less than one 1.4075 1.56 7.56 1.42978
Express hour
620161100 2016_2Q GBR SOM Mustagbal £ 300 18 500 Less than one 1 1 7 1
Express hour
920161599  2016_3Q  GBR SOM Mustaqgbal £300 18 500 Less than one 1 2 8 1
Express hour
1220161597  2016_4Q  GBR SOM Mustaqgbal £300 18 500 Less than one 1 2 8 1
Express hour
320171586  2017_1Q  GBR SOM Mustagbal £300 18 500 Less than one 1 2 8 1
Express hour

Table 43A: Money remitted by Pay iZi! From Netherlands to Somalia (2019 — 2020).

ID Period Sourc  Recei  Remittance firm Amo  Fee Amount Speed actual FX FX Total Interban
e ving unt in denomi rate margi cost k
count  count in local nated in n % exchange
ry ry local curre USD rate
curre  ncy
ncy
625193146  2019_2Q NLD SOM Pay iZi! €140 8 200 Same day 1.0555 5.77 11.48 1.12009
1022193336 2019_3Q NLD SOM Pay iZi! € 140 8 200 Same day 1.046 5.41 11.12 1.10583
1220193322 2019_4Q NLD SOM Pay iZi! €140 8 200 Same day 1.0558 5.42 11.14 1.11635
320203347  2020_1Q NLD SOM Pay iZi! €140 8 200 Same day 1.0457 5.28 11 1.10404

Table 43B: Money remitted by Pay iZi! From Netherlands to Somalia (2019 — 2020).

ID Period Sourc Recei Remittance firm  Amo Fee Amount Speed actual FX FX Total  Interban
e ving unt in denomi rate margi cost k
count  count in local  natedin n % exchange
ry ry local  curre UsSD rate
curre ncy
ncy
625193146  2019_2Q NLD SOM Pay iZi! €345 20 500 Same day 1.0555 5.77 11.56 1.12009
1022193336  2019_3Q NLD SOM Pay iZi! €345 20 500 Same day 1.046 5.41 11.21 1.10583
1220193322  2019_4Q NLD SOM Pay iZi! €345 20 500 Same day 1.0558 5.42 11.22 1.11635

320203347  2020_1Q NLD SOM Pay iZi! €345 20 500 Same day 1.0457 5.28 11.08 1.10404
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Table 44A: Money remitted by Qaran Express from G8 to Somalia (2011 —2012).

ID Period Sourc Recei Remittance firm  Amo Fee Amount Speed actual FX FX Total  Interban
e ving unt in denomi rate margi cost k
count  count in local nated in n % exchange
1y 1y local  curre UsD rate
curre ncy
ncy
28028 2011_.3Q GBR SOM Qaran Express £120 3.75 200 Less than one 1.6 0.74 3.87 1.612
hour
16746 2012_1Q GBR SOM Qaran Express £120 6 200 Less than one 1.56 1.42 6.42 1.58245
hour

Table 44B: Money remitted by Qaran Express from G8 to Somalia (2011 - 2012)

ID Period Sourc  Recei Remittance firm  Amo Fee Amount Speed actual FX FX Total  Interban
e ving unt in denomi rate margi cost k
count  count in local natedin n % exchange
1y ry local  curre UsD rate
curre ncy
ncy
28028 2011_3Q GBR SOM Qaran Express £ 300 14.28 500 Less than one 1.6 0.74 5.5 1.612
hour
16746 2012_1Q GBR SOM Qaran Express £ 300 15 500 Less than one 1.56 1.42 6.42 1.58245
hour

Table 45A: Money remitted by Rocket Remit from G20 to Somalia (2017 — 2020).

ID Period Sourc  Recei Remittance firm  Amo Fee Amount Speed actual FX FX Total  Interban
e ving unt in denomi rate margi cost k
count  count in local  natedin n % exchange
1y 1y local  curre UsD rate
curre ncy
ncy

1220170341  2017_4Q AUS SOM Rocket Remit 200 10 200 Less than one 1 5 10 1
hour

320183869  2018_1Q  AUS SOM Rocket Remit 200 10 200 Less than one 1 5 10 1
hour

620180336  2018_2Q  AUS SOM Rocket Remit 200 5 200 Less than one 1 4 6 1
hour

920180345  2018.3Q  AUS SOM Rocket Remit 200 5 200 Less than one 1 4 6 1
hour

1220180363  2018_4Q  AUS SOM Rocket Remit 200 5.00 200 Less than one 0.70 3.39 5.89 0.72
hour

325190361 2019_1Q AUS SOM Rocket Remit 200 5 200 Less than one 0.681 4.21 6.71 0.7109
hour

625190369  2019_2Q  AUS SOM Rocket Remit 200 5 200 Less than one 0.67 4.24 6.74 0.69966
hour

1022190364  2019_3Q AUS SOM Rocket Remit 200 5 200 Less than one 0.66 3.82 6.32 0.68621
hour

1220190366  2019_4Q  AUS SOM Rocket Remit 200 5 200 Less than one 0.661 4.09 6.59 0.68918
hour

320200363  2020_1Q  AUS SOM Rocket Remit 200 5 200 Less than one 0.65 3.66 6.16 0.67468
hour

Table 45B: Money remitted by Rocket Remit from G20 to Somalia (2017 - 2020)

ID Period Sourc Recei Remittance firm  Amo Fee Amount Speed actual FX FX Total  Interban
e ving unt in denomi rate margi cost k
count  count in local natedin n % exchange
ry ry local  curre UsSD rate
curre ncy
ncy

1220170341  2017_4Q AUS SOM Rocket Remit 500 25 500 Less than one 1 5 10 1
hour

320183869 2018_1Q AUS SOM Rocket Remit 500 25 500 Less than one 1 5 10 1
hour

620180336 2018_2Q AUS SOM Rocket Remit 500 5 500 Less than one 1 4 5 1
hour

920180345 2018_3Q AUS SOM Rocket Remit 500 5 500 Less than one 1 4 5 1
hour

1220180363  2018_4Q  AUS SOM Rocket Remit 500 5.00 500 Less than one 0.70 3.39 4.39 0.72
hour

325190361  2019_1Q  AUS SOM Rocket Remit 500 5 500 Less than one 0.681 4.21 5.21 0.7109
hour

625190369  2019_2Q  AUS SOM Rocket Remit 500 5 500 Less than one 0.67 4.24 5.24 0.69966
hour

1022190364  2019_3Q AUS SOM Rocket Remit 500 5 500 Less than one 0.66 3.82 4.82 0.68621

hour
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1220190366  2019_4Q AUS SOM Rocket Remit 500 5 500 Less than one 0.661 4.09 5.09 0.68918
hour

320200363 2020_1Q AUS SOM Rocket Remit 500 5 500 Less than one 0.65 3.66 4.66 0.67468
hour

Table 46A: Money Remitted by Sahamiye from Sweden to Somalia (2016 — 2016).

ID Period Sourc  Recei Remittance Amou Fee Amount Speed actual FX FX Total  Interban
e ving firm ntin in denomina rate margi cost k
count  count local local ted in n % exchange
1y ry curren  curre UsSD rate
cy ncy
55779 2015_4Q  SWE SOM Sahamiye Kr 76.5 200 Same day 0.1105 4.18 8.68 0.11532
1700
58782 2016_1Q SWE SOM Sahamiye Kr 76.5 200 Same day 0.106 9.79 14.29 0.1175
1700

Table 46B: Money remitted by Sahamiye from Sweden to Somalia (2015 — 2016).

ID Period Source Recei Remittance Amou Fee Amount Speed FX rate FX Total  Interban
country ving firm ntin in denomi actual margi cost k
count local local  natedin n % exchange
1y curren  curre UsD rate
cy ncy
55779 2015_4 SWE SOM Sahamiye Kr 193.5 500 Same day 0.110504 4.17 8.67 0.11532
Q 4300
58782 2016_1 SWE SOM Sahamiye Kr 193.5 500 Same day 0.106 9.79 14.29 0.1175
Q 4300

Table 47A: Money remitted by Tawakal Express from G8 and Sweden to Somalia (2011 - 2020).

ID Period Source Recei Remittance Amou  Fee Amount Speed actual  FX FX Total Interban
country ving firm ntin in denomina rate margi cost k
count local local ted in n % exchange
1y curren  curre  USD rate
cy ncy

2011_3 SOM Tawakal

28029 Q GBR Express £120 6 200 Same day 1.6 0.74 5.74 1.612
2012_1 SOM Tawakal £120 200

16747 Q GBR Express 6 Same day 1.56 1.42 6.42 1.58245
2012_3 SOM Tawakal £120 200

30790 Q GBR Express 6 Same day 1.573 1.05 6.05 1.58966
2013_1 SOM Tawakal £120 200

19465 Q GBR Express 6 Same day 1.59 -0.57 4.43 1.58104
2013_2 SOM Tawakal £120 200

2541 Q GBR Express 6 Same day 1.51 1.07 6.07 1.5264
2013_3 SOM Tawakal £120 200

2542 Q GBR Express 6 Same day 15 0.46 5.46 1.50689
2013_4 SOM Tawakal £120 200

2543 Q GBR Express 6 Same day 1.58 1.64 6.64 1.6063
2014_1 SOM Tawakal £120 200

33017 Q GBR Express 6 Same day 1.603 1.66 6.66 1.63
2014_2 SOM Tawakal £120 200

37508 Q GBR Express 6 Same day 1.658 1.49 6.49 1.683
2014_3 SOM Tawakal £120 200

39814 Q GBR Express 6 Same day 1.69 0.92 5.92 1.7057
2014_4 SOM Tawakal £120 200

42684 Q GBR Express 6 Same day 1.5675 1.17 6.17 1.586
2015_1 SOM Tawakal £120 200

44606 Q GBR Express 6 Same day 1.51 1.56 6.56 1.534
2015_2 SOM Tawakal £120 200

48297 Q GBR Express 6 Same day 1.53 0.46 5.46 1.537
2015_2 SOM Tawakal 200 Less than

49655 Q USA Express $ 200 10 one hour 1 0 5 1
2015_3 SOM Tawakal 200

52120 Q GBR Express £120 7.2 Same day 1.5149 1.5 7.5 1.538
2015_3 SOM Tawakal 200

52559 Q USA Express $ 200 10 Next day 1 0 5 1
2015_4 SOM Tawakal 200

53025 Q GBR Express £120 7.2 Same day 1.531 -0.58 5.42 1.52215
2015_4 SOM Tawakal 200

55147 Q USA Express $ 200 10 Next day 1 0 5 1
2015_4 SOM Tawakal Kr 200

55780 Q SWE Express 1700 85 Same day 0.112 2.87 7.87 0.11532
2016_1 SOM Tawakal 200

57482 Q GBR Express £120 7.2 Same day 1.39 2.78 8.78 1.42978
2016_1 SOM Tawakal Kr 200

58780 Q SWE Express 1700 85 Same day 0.107 8.94 13.94 0.1175

59267 2016_1 USA SOM Tawakal $ 200 6 200 Next day 1 0 3 1
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Q Express

62016109  2016_2 SOM Tawakal 200

9 Q GBR Express £120 7 Same day 1 1 7 1
62016355  2016_2 SOM Tawakal 200

3 Q USA Express $ 200 5 Next day 1 0 3 1
62016362  2016_2 SOM Tawakal Kr 200

5 Q SWE Express 1700 85 Same day 0 5 10 0
92016160  2016_3 SOM Tawakal 200

0 Q GBR Express £120 7 Same day 1 2 8 1
92016326  2016_3 SOM Tawakal Kr 200

5 Q SWE Express 1700 85 Same day 0 6 11 0
92016381  2016_3 SOM Tawakal 200

9 Q USA Express $ 200 5 Next day 1 0 3 1
12201615  2016_4 SOM Tawakal 200

96 Q GBR Express £120 7 Same day 1 2 8 1
12201632 2016_4 SOM Tawakal Kr 200

50 Q SWE Express 1700 85 Same day 0 5 10 0
12201638  2016_4 SOM Tawakal 200

01 Q USA Express $ 200 10 Next day 1 0 5 1
32017158  2017_1 SOM Tawakal 200

7 Q GBR Express £120 7 Same day 1 2 8 1
32017325  2017_1 SOM Tawakal Kr 200

0 Q SWE Express 1700 85 Same day 0 7 12 0
32017382 2017_1 SOM Tawakal 200

7 Q USA Express $ 200 10 Next day 1 0 5 1
62017166  2017_2 SOM Tawakal 200

8 Q GBR Express £120 7 Same day 1 2 8 1
62017336  2017_2 SOM Tawakal Kr 200

4 Q SWE Express 1700 18 Same day 0 8 9 0
62017394  2017_2 SOM Tawakal 200

4 Q USA Express $ 200 10 Next day 1 0 5 1
92017171 2017_3 SOM Tawakal 200

9 Q GBR Express £120 7 Same day 1 2 8 1
92017343  2017_3 SOM Tawakal Kr 200

9 Q SWE Express 1700 18 Same day 0 8 9 0
92017403  2017_3 SOM Tawakal 200

1 Q USA Express $ 200 10 Next day 1 0 5 1
12201717 2017_4 SOM Tawakal 200

47 Q GBR Express £120 6 Same day 1 2 7 1
12201734  2017_4 SOM Tawakal Kr 200

36 Q SWE Express 1700 68 Same day 1 0 4 1
12201740  2017_4 SOM Tawakal 200

33 Q USA Express $ 200 10 Next day 1 0 5 1
32018041  2018_1 SOM Tawakal 200

1 Q GBR Express £120 7 Same day 1 2 8 1
32018222 2018_1 SOM Tawakal 200

6 Q USA Express $ 200 10 Next day 1 0 5 1
32018273  2018_1 SOM Tawakal Kr 200

5 Q SWE Express 1700 85 Same day 1 0 5 1
62018177  2018_2 SOM Tawakal 200

4 Q GBR Express £120 7 Same day 1 2 8 1
62018347  2018_2 SOM Tawakal Kr 200

0 Q SWE Express 1700 85 Same day 0 8 13 0
62018411  2018_2 SOM Tawakal 200

5 Q USA Express $ 200 10 Next day 1 0 5 1
92018425  2018_3 SOM Tawakal 200

0 Q USA Express $ 200 12 Next day 1 0 6 1
92018184  2018_3 SOM Tawakal 200

6 Q GBR Express £120 7 Same day 1 2 8 1
92018356  2018_3 SOM Tawakal Kr 200

6 Q SWE Express 1700 85 Same day 1 0 5 1
12201837  2018_4 SOM Tawakal Kr 200

17 Q SWE Express 1700 85.00 Same day 1.00 0.00 5.00 1.00
12201819  2018_4 SOM Tawakal 200

27 Q GBR Express £120 7.20 Same day 1.28 2.10 8.10 1.31
12201844  2018_4 SOM Tawakal 200

55 Q USA Express $ 200 12.00 Next day 1.00 0.00 6.00 1.00
32519199  2019_1 SOM Tawakal 200

6 Q GBR Express £120 7.2 Same day 1.27 1.97 7.97 1.2955
32519379 2019_1 SOM Tawakal Kr 200

9 Q SWE Express 1700 85 Same day 1 0 5 1
32519455  2019_1 SOM Tawakal 200

6 Q USA Express $ 200 12 Next day 1 0 6 1
62519210  2019_2 SOM Tawakal 200

7 Q GBR Express £120 7.2 Same day 1.285 1.56 7.56 1.30534
62519474  2019_2 SOM Tawakal 200

8 Q USA Express $ 200 12 Next day 1 0 6 1
62519396  2019_2 SWE SOM Tawakal Kr 85 200 Same day 1 0 5 1
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7 Q Express 1700
10221922 2019_3 SOM Tawakal 200
36 Q GBR Express £120 7 Same day 1.2131 1.55 7.39 1.23224
10221949 2019_3 SOM Tawakal 200
83 Q USA Express $ 200 12 Next day 1 0 6 1
10221941 2019_3 SOM Tawakal Kr 200
73 Q SWE Express 1700 85 Same day 1 0 5 1
12201949 2019_4 SOM Tawakal 200
72 Q USA Express $ 200 12 Next day 1 0 6 1
12201941 2019_4 SOM Tawakal Kr 200
69 Q SWE Express 1700 85 Same day 1 0 5 1
12201921  2019_4 SOM Tawakal 200
90 Q GBR Express £120 7 Same day 1.267 1.57 7.4 1.28721
32020219 2020_1 SOM Tawakal 200
2 Q GBR Express £120 7 Same day 1.2734 2.33 8.16 1.3038
32020420 2020_1 SOM Tawakal Kr 200
7 Q SWE Express 1700 85 Same day 1 0 5 1
32020499 2020_1 SOM Tawakal 200
4 Q USA Express $ 200 12 Next day 1 0 6 1
Table 47B: Money remitted by Tawakal Express from G8 and Sweden to Somalia (2011 — 2020).
ID Period Sour  Recei Remittance Amou  Feein Amount Speed actual FX FX Total  Interban
ce ving firm ntin local denomi rate margi cost k
coun count local curren  nated in n % exchange
try ry curren cy UsSD rate
cy
SOM Tawakal
28029 2011_3Q GBR Express £300 15 500 Same day 1.6 0.74 5.74 1.612
SOM Tawakal £300 500
16747 2012_.1Q GBR Express 15 Same day 1.56 1.42 6.42 1.58245
SOM Tawakal £300 500
30790 2012.3Q GBR Express 15 Same day 1.573 1.05 6.05 1.58966
SOM Tawakal £300 500
19465 2013_1Q  GBR Express 15 Same day 1.59 -0.57 4.43 1.58104
SOM Tawakal £300 500
2541 2013.2Q GBR Express 15 Same day 1.51 1.07 6.07 1.5264
SOM Tawakal £300 500
2542 2013_3Q GBR Express 15 Same day 1.5 0.46 5.46 1.50689
SOM Tawakal £300 500
2543 2013_4Q GBR Express 15 Same day 1.58 1.64 6.64 1.6063
SOM Tawakal £ 300 500
33017 2014_1Q GBR Express 15 Same day 1.603 1.66 6.66 1.63
SOM Tawakal £ 300 500
37508 2014.2Q GBR Express 15 Same day 1.6551 1.66 6.66 1.683
SOM Tawakal £ 300 500
39814 2014 3Q GBR Express 15 Same day 1.69 0.92 5.92 1.7057
SOM Tawakal £ 300 500
42684 2014 4Q GBR Express 15 Same day 1.5675 1.17 6.17 1.586
SOM Tawakal £300 500
44606 2015_1Q GBR Express 15 Same day 1.51 1.56 6.56 1.534
SOM Tawakal £300 500
48297 2015_2Q GBR Express 15 Same day 1.53 0.46 5.46 1.537
SOM Tawakal 500 Less than one
49655 2015_2Q USA Express $ 500 25 hour 1 0 5 1
SOM Tawakal 500
52120 2015.3Q GBR Express £ 300 18 Same day 1.5149 1.5 7.5 1.538
SOM Tawakal 500
52559 2015.3Q USA Express $ 500 25 Next day 1 0 5 1
SOM Tawakal 500
53025 2015_4Q GBR Express £300 18 Same day 1.531 -0.58 5.42 1.52215
SOM Tawakal 500
55147 2015_4Q USA Express $ 300 25 Next day 1 0 5 1
SOM Tawakal Kr 500
55780 2015_4Q SWE Express 4300 215 Same day 0.112 2.87 7.87 0.11532
SOM Tawakal 500
57482 2016_1Q GBR Express £ 300 18 Same day 1.39 2.78 8.78 1.42978
SOM Tawakal Kr 500
58780 2016_1Q SWE Express 4300 215 Same day 0.107 8.94 13.94 0.1175
SOM Tawakal 500
59267 2016_1Q USA Express $ 500 30 Next day 1 0 6 1
SOM Tawakal 500
620161099 2016_2Q GBR Express £ 300 18 Same day 1 1 7 1
SOM Tawakal 500
620163553  2016_2Q  USA Express $ 500 5 Next day 1 0 1 1
SOM Tawakal Kr 500
620163625 2016.2Q SWE Express 4300 215 Same day 0 5 10 0

920161600  2016.3Q GBR  SOM Tawakal £ 300 18 500 Same day 1 2 8
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Express

SOM Tawakal Kr 500

920163265  2016.3Q SWE Express 4300 215 Same day 0 6 11 0
SOM Tawakal 500

920163819  2016_3Q  USA Express $ 500 5 Next day 1 0 1 1
SOM Tawakal 500

1220161596  2016_4Q  GBR Express £300 18 Same day 1 2 8 1
SOM Tawakal Kr 500

1220163250  2016_4Q  SWE Express 4300 215 Same day 0 5 10 0
SOM Tawakal 500

1220163801 2016_4Q USA Express $ 300 25 Next day 1 0 5 1
SOM Tawakal 500

320171587 2017_1Q  GBR Express £ 300 18 Same day 1 2 8 1
SOM Tawakal Kr 500

320173250  2017_1Q SWE Express 4300 215 Same day 0 7 12 0
SOM Tawakal 500

320173827  2017_1Q  USA Express $ 500 25 Next day 1 0 5 1
SOM Tawakal 500

620171668  2017_2Q  GBR Express £300 18 Same day 1 2 8 1
SOM Tawakal Kr 500

620173364 2017_2Q SWE Express 4300 44 Same day 0 8 9 0
SOM Tawakal 500

620173944  2017_2Q  USA Express $ 500 25 Next day 1 0 5 1
SOM Tawakal 500

920171719 2017_3Q GBR Express £ 300 7 Same day 1 2 5 1
SOM Tawakal Kr 500

920173439  2017.3Q SWE Express 4300 44 Same day 0 5 6 0
SOM Tawakal 500

920174031  2017_3Q USA Express $ 500 25 Next day 1 0 5 1
SOM Tawakal 500

1220171747  2017_4Q  GBR Express £ 300 15 Same day 1 2 7 1
SOM Tawakal Kr 500

1220173436  2017_4Q SWE Express 4300 172 Same day 1 0 4 1
SOM Tawakal 500

1220174033  2017_4Q  USA Express $ 500 25 Next day 1 0 5 1
SOM Tawakal 500

320180411 2018_1Q GBR Express £ 300 18 Same day 1 2 8 1
SOM Tawakal 500

320182226  2018_1Q USA Express $ 500 25 Next day 1 0 5 1
SOM Tawakal Kr 500

320182735 2018_1Q SWE Express 4300 215 Same day 1 0 5 1
SOM Tawakal 500

620181774 2018_2Q GBR Express £ 300 18 Same day 1 2 8 1
SOM Tawakal Kr 500

620183470  2018_2Q SWE Express 4300 215 Same day 0 8 13 0
SOM Tawakal 500

620184115  2018_2Q USA Express $ 500 25 Next day 1 0 5 1
SOM Tawakal 500

920184250  2018_3Q USA Express $ 500 25 Next day 1 0 5 1
SOM Tawakal 500

920181846 2018_3Q GBR Express £ 300 18 Same day 1 2 8 1
SOM Tawakal Kr 500

920183566 2018 3Q SWE Express 4300 215 Same day 1 0 5 1
SOM Tawakal Kr 500

1220183717  2018_4Q SWE Express 4300 215.00 Same day 1.00 0.00 5.00 1.00
SOM Tawakal 500

1220181927  2018_4Q GBR Express £ 300 18.00 Same day 1.28 2.10 8.10 1.31
SOM Tawakal 500

1220184455 2018_4Q USA Express $ 500 25.00 Next day 1.00 0.00 5.00 1.00
SOM Tawakal 500

325191996 2019_1Q GBR Express £ 300 18 Same day 1.27 1.97 7.97 1.2955
SOM Tawakal Kr 500

325193799 2019_1Q SWE Express 4300 215 Same day 1 0 5 1
SOM Tawakal 500

325194556  2019_1Q USA Express $ 300 30 Next day 1 0 6 1
SOM Tawakal 500

625192107  2019_2Q GBR Express £ 300 18 Same day 1.285 1.56 7.56 1.30534
SOM Tawakal 500

625194748  2019_2Q  USA Express $ 500 30 Next day 1 0 6 1
SOM Tawakal Kr 500

625193967  2019_2Q SWE Express 4300 215 Same day 1 0 5 1
SOM Tawakal 500

1022192236  2019_3Q GBR Express £ 300 18 Same day 1.2131 1.55 7.55 1.23224
SOM Tawakal 500

1022194983  2019_3Q USA Express $ 500 30 Next day 1 0 6 1
SOM Tawakal Kr 500

1022194173  2019_3Q SWE Express 4300 215 Same day 1 0 5 1

1220194972 2019 4Q USA SOM Tawakal $ 500 30 500 Next day 1 0 6 1
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Express
SOM Tawakal Kr 500
1220194169  2019_4Q SWE Express 4300 215 Same day 1 0 5 1
SOM Tawakal 500
1220192190  2019_4Q  GBR Express £ 300 18 Same day 1.267 1.57 7.57 1.28721
SOM Tawakal 500
320202192  2020_1Q GBR Express £300 18 Same day 1.2734 2.33 8.33 1.3038
SOM Tawakal Kr 500
320204207  2020_1Q SWE Express 4300 215 Same day 1 0 5 1
SOM Tawakal 500
320204994 2020_1Q  USA Express $ 500 30 Next day 1 0 6 1
Table 48A: Money remitted by Transfer Galaxy from G8 and Netherlands and Sweden to Somalia (2018 — 2020).
ID Period Sour  Recei Remittance Amou Feein  Amount Speed actual FX FX Total Interban
ce ving firm ntin local denomi rate margi cost k
coun count local curren  nated in n % exchange
try ry curren ¢y UsSD rate
<y
320184176 2018_1Q GBR SOM Transfer £120 1 200 Same day 1 5 6 1
Galaxy
320184177 2018_1Q GBR SOM Transfer £120 1 200 Same day 1 5 6 1
Galaxy
320184185 2018_1Q NLD SOM Transfer €140 1 200 Less than one 1 5 6 1
Galaxy hour
320184187 2018_1Q SWE SOM Transfer Kr 9 200 Same day 0 5 6 0
Galaxy 1700
320184188  2018_1Q SWE  SOM Transfer Kr 9 200 Same day 0 5 6 0
Galaxy 1700
620181778 2018 2Q GBR SOM Transfer £120 1 200 Same day 1 3 4 1
Galaxy
620182742 2018 2Q NLD SOM Transfer €140 1 200 Less than one 1 6 6 1
Galaxy hour
620183472 2018_2Q SWE SOM Transfer Kr 9 200 Same day 0 4 5 0
Galaxy 1700
920181850  2018_.3Q GBR  SOM Transfer £120 1 200 Same day 1 4 4 1
Galaxy
920182838 2018_3Q NLD SOM Transfer €140 1 200 Less than one 1 5 6 1
Galaxy hour
920183569 2018 _3Q SWE SOM Transfer Kr 9 200 Same day 0 5 5 0
Galaxy 1700
1220183719  2018_4Q SWE SOM Transfer Kr 8.50 200 Same day 0.11 4.93 5.43 0.11
Galaxy 1700
1220182942  2018_4Q NLD SOM Transfer €140 0.70 200 Less than one 1.08 5.43 5.93 1.14
Galaxy hour
1220181931  2018_4Q  GBR SOM Transfer £120 0.60 200 Same day 1.26 3.63 4.13 1.31
Galaxy
325191997  2019_.1Q GBR  SOM Transfer £120 0.6 200 Same day 1.2503 3.49 3.99 1.2955
Galaxy
325193009  2019_1Q NLD SOM Transfer €140 0.7 200 Less than one 1.0719 5.68 6.18 1.1365
Galaxy hour
325193800 2019_1Q SWE SOM Transfer Kr 8.5 200 Same day 0.1031 4.46 4.96 0.10792
Galaxy 1700
625192108 2019 2Q GBR SOM Transfer £120 0.6 200 Same day 1.2636 3.2 3.7 1.30534
Galaxy
625193147 2019 2Q NLD SOM Transfer €140 0.7 200 Less than one 1.0583 5.52 6.02 1.12009
Galaxy hour
625193968  2019.2Q SWE SOM Transfer Kr 8.5 200 Same day 0.0993 4.55 5.05 0.10404
Galaxy 1700
1022192237  2019.3Q GBR  SOM Transfer £120 0.6 200 Same day 1.1836 3.95 4.45 1.23224
Galaxy
1022193337 2019.3Q NLD SOM Transfer €140 0.7 200 Less than one 1.038 6.13 6.63 1.10583
Galaxy hour
1022194174  2019.3Q SWE SOM Transfer Kr 8.5 200 Same day 0.0989 4.43 4.93 0.10349
Galaxy 1700
1220194170  2019_4Q SWE SOM Transfer Kr 8.5 200 Same day 0.0987 4.97 5.47 0.10386
Galaxy 1700
1220192191  2019.4Q GBR  SOM Transfer £120 0.6 200 Same day 1.2374 3.87 4.37 1.28721
Galaxy
1220193323  2019_.4Q NLD SOM Transfer €140 0.7 200 Less than one 1.0496 5.98 6.48 1.11635
Galaxy hour
320202193 2020_.1Q GBR  SOM Transfer £120 0.6 200 Same day 1.2439 4.59 5.09 1.3038
Galaxy
320203348 2020_.1Q NLD SOM Transfer €140 0.7 200 Less than one 1.0382 5.96 6.46 1.10404
Galaxy hour
320204208  2020_1Q SWE SOM Transfer Kr 8.5 200 Same day 0.0988 5.28 5.78 0.10431
Galaxy 1700




Somali Remittance Prices and Corridors (Full Length Report) 150
Table 48B: Money remitted by Transfer Galaxy from G8 and Netherlands and Sweden to Somalia (2018 — 2020).
ID Period Sour  Rece Remittance Amou Feein Amount Speedactual FX FX Total Interban
ce iving firm ntin local denomi rate margi cost k
coun  coun local curren  nated in n % exchang
try try curren ¢y UsD e rate
cy
320184176 2018_1 GBR  SOM Transfer £ 300 2 500 Same day 1 5 6 1
Q Galaxy
320184177 2018_1 GBR SOM Transfer £ 300 2 500 Same day 1 5 6 1
Q Galaxy
320184185 2018_1 NLD SOM Transfer € 345 2 500 Less than one 1 5 6 1
Q Galaxy hour
320184187 2018_1 SWE SOM Transfer Kr 22 500 Same day 0 5 6 0
Q Galaxy 4300
320184188 2018_1 SWE SOM Transfer Kr 22 500 Same day 0 5 6 0
Q Galaxy 4300
620181778 2018_2 GBR  SOM Transfer £300 2 500 Same day 1 3 4 1
Q Galaxy
620182742 2018_2 NLD SOM Transfer €345 2 500 Less than one 1 6 6 1
Q Galaxy hour
620183472 20182 SWE SOM Transfer Kr 22 500 Same day 0 4 5 0
Q Galaxy 4300
920181850 20183 GBR SOM Transfer £300 2 500 Same day 1 4 4 1
Q Galaxy
920182838 2018_3 NLD SOM Transfer € 345 2 500 Less than one 1 5 6 1
Q Galaxy hour
920183569 2018_3 SWE SOM Transfer Kr 22 500 Same day 0 5 5 0
Q Galaxy 4300
122018371 2018_4 SWE SOM Transfer Kr 21.50 500 Same day 0.11 4.93 5.43 0.11
9 Q Galaxy 4300
122018294 2018_4 NLD SOM Transfer €345 1.72 500 Less than one 1.08 5.43 5.93 1.14
2 Q Galaxy hour
122018193 20184 GBR SOM Transfer £300 1.50 500 Same day 1.26 3.63 4.13 1.31
1 Q Galaxy
325191997  2019_1 GBR  SOM Transfer £300 1.5 500 Same day 1.2503 3.49 3.99 1.2955
Q Galaxy
325193009 2019_1 NLD SOM Transfer €345 1.72 500 Less than one 1.0719 5.68 6.18 1.1365
Q Galaxy hour
325193800 2019_1 SWE SOM Transfer Kr 21.5 500 Same day 0.1031 4.46 4.96 0.10792
Q Galaxy 4300
625192108 20192 GBR SOM Transfer £300 15 500 Same day 1.2636 3.2 3.7 1.30534
Q Galaxy
625193147 2019_2 NLD SOM Transfer € 345 1.72 500 Less than one 1.0583 5.52 6.02 1.12009
Q Galaxy hour
625193968 2019_2 SWE SOM Transfer Kr 21.5 500 Same day 0.0993 4.55 5.05 0.10404
Q Galaxy 4300
102219223 2019_3 GBR  SOM Transfer £300 1.5 500 Same day 1.1836 3.95 4.45 1.23224
7 Q Galaxy
102219333 2019 .3 NLD SOM Transfer €345 1.72 500 Less than one 1.038 6.13 6.63 1.10583
7 Q Galaxy hour
102219417 2019_3 SWE SOM Transfer Kr 21.5 500 Same day 0.0989 4.43 4.93 0.10349
4 Q Galaxy 4300
122019417 20194 SWE SOM Transfer Kr 21.5 500 Same day 0.0987 4.97 5.47 0.10386
0 Q Galaxy 4300
122019219 20194 GBR SOM Transfer £300 1.5 500 Same day 1.2374 3.87 4.37 1.28721
1 Q Galaxy
122019332 2019_4 NLD SOM Transfer €345 1.72 500 Less than one 1.0496 5.98 6.48 1.11635
3 Q Galaxy hour
320202193 2020_1 GBR  SOM Transfer £ 300 1.5 500 Same day 1.2439 4.59 5.09 1.3038
Q Galaxy
320203348 2020_1 NLD SOM Transfer € 345 1.72 500 Less than one 1.0382 5.96 6.46 1.10404
Q Galaxy hour
320204208  2020_.1 SWE SOM Transfer Kr 21.5 500 Same day 0.0988 5.28 5.78 0.10431
Q Galaxy 4300
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Table 49A: Money remitted by Western Union from G8/G20 Countries to Somalia (2011 —2020).
D Period Sour  Recei Remittance Amou  Feein  Amount Speed actual FX rate FX Total Interban
ce ving firm ntin local denomi marg  cost k
coun  count local curren  nated in in % exchange
try ry curren ¢y USD rate
<y
SOM Less than one
28030 2011_.3Q GBR Western Union £120 19.6 200 hour 1.559 3.29 19.62 1.612
SOM 200 Less than one
28031 2011.3Q GBR Western Union £120 19.6 hour 1.559 3.29 19.62 1.612
SOM 200 Less than one
625190370 2019_2Q AUS Western Union 200 25 hour 0.6822 2.5 15 0.69966
1022192238 2019.3Q GBR  SOM  Western Union £120 9.9 200 Same day 1.1385 7.61 15.86 1.23224
1022192239  2019_3Q GBR SOM  Western Union £120 4.9 200 Same day 1.175 4.65 8.73 1.23224
1022192240 2019_3Q GBR SOM Western Union £120 29 200 Same day 1.1459 7.01 9.42 1.23224
SOM 200 Less than one
1022194984  2019_.3Q USA Western Union $ 200 10.5 hour 1 0 5.25 1
SOM 200 Less than one
1220194973  2019_4Q USA Western Union $ 200 10.5 hour 1 0 5.25 1
SOM 200 Less than one
1220190367  2019_4Q  AUS Western Union 200 35 hour 0.6433 6.66 24.16 0.68918
1220192192 2019_4Q GBR  SOM Western Union £120 9.9 200 Same day 1.245 3.28 11.53 1.28721
1220192193  2019.4Q GBR SOM  Western Union £120 4.9 200 Same day 1.2101 5.99 10.07 1.28721
1220192194 2019.4Q GBR SOM  Western Union £120 9.9 200 Same day 1.1972 6.99 15.24 1.28721
320202194  2020_.1Q GBR SOM  Western Union £120 8.9 200 Same day 1.229 5.74 13.15 1.3038
320202195 2020_1Q GBR SOM  Western Union £120 4.9 200 Same day 1.2201 6.42 10.5 1.3038
320202196 2020_.1Q GBR SOM  Western Union £120 9.9 200 Same day 1.2045 7.62 15.87 1.3038
SOM 200 Less than one
320200364 2020_1Q AUS Western Union 200 35 hour 0.62269 7.71 25.21 0.67468
SOM 200 Less than one
320204995  2020_1Q USA Western Union $ 200 10.5 hour 1 0 5.25 1
Table 49B: Money remitted by Western Union from G8/G20 Countries to Somalia (2011 —2020).
ID Period Sour  Recei Remittance Amou  Feein  Amount Speed actual FX rate FX Total  Interban
ce ving firm ntin local denomi marg cost k
coun  count local curren  nated in in % exchange
try ry curren cy UsD rate
cy
28030 2011.3Q GBR SOM Western Union £ 300 27 500 Less than one 1.559 3.29 12.29 1.612
hour
28031 2011.3Q GBR SOM  Western Union £ 300 27 500 Less than one 1.559 3.29 12.29 1.612
hour
625190370 2019 2Q AUS SOM  Western Union 500 50 500 Less than one 0.6822 2.5 12.5 0.69966
hour
1022192238 2019.3Q GBR  SOM  Western Union £ 300 19.9 500 Same day 1.1385 7.61 14.24 1.23224
1022192239 2019 .3Q GBR  SOM  Western Union £ 300 9.9 500 Same day 1.175 4.65 7.95 1.23224
1022192240 2019 .3Q GBR  SOM Western Union £300 4.9 500 Same day 1.1459 7.01 8.64 1.23224
1022194984 2019.3Q USA  SOM  Western Union $ 500 10.5 500 Less than one 1 0 2.1 1
hour
1220194973  2019_4Q USA SOM Western Union $ 500 10.5 500 Less than one 1 0 2.1 1
hour
1220190367 2019_4Q  AUS SOM Western Union 500 50 500 Less than one 0.6433 6.66 16.66 0.68918
hour
1220192192 2019_4Q GBR  SOM Western Union £ 300 19.9 500 Same day 1.245 3.28 9.91 1.28721
1220192193  2019.4Q GBR  SOM  Western Union £ 300 9.9 500 Same day 1.2101 5.99 9.29 1.28721
1220192194 2019.4Q GBR SOM  Western Union £ 300 19.9 500 Same day 1.1972 6.99 13.63 1.28721
320202194 2020_1Q GBR SOM Western Union £ 300 8.9 500 Same day 1.229 5.74 8.7 1.3038
320202195  2020_.1Q GBR SOM  Western Union £ 300 9.9 500 Same day 1.2201 6.42 9.72 1.3038
320202196 2020_.1Q GBR SOM Western Union £300 19.9 500 Same day 1.2045 7.62 14.25 1.3038
320200364  2020_1Q AUS SOM  Western Union 500 50 500 Less than one 0.62269 7.71 17.71 0.67468
hour
320204995 2020_1Q USA SOM Western Union $ 500 10.5 500 Less than one 1 0 2.1 1
hour
Table 50A: Money remitted by WorldRemit from G8/G20 and Netherlands and Sweden to Somalia (2011 —2020).
ID Period Sour Recei Remittance Amou Feein  Amount Speed actual FX rate FX Total  Interba
ce ving firm ntin local denomi marg cost nk
coun  count local curren  nated in in % exchang
try ry curren cy UsD e rate
cy
28032 2011.3Q GBR SOM WorldRemit £120 4.8 200 Less than one 1.599503 0.78 4.78 1.612
hour
16748 2012.1Q GBR  SOM WorldRemit £120 4.8 200 Less than one 1.5667 1 5 1.58245
hour
30791 2012.3Q GBR  SOM WorldRemit £120 4.8 200 Less than one 1.558474 1.96 5.96 1.58966

hour
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19466 2013_1Q GBR SOM WorldRemit £120 5.99 200 Less than one 1.5337 2.99 7.99 1.58104
hour
2549 2013_.2Q GBR SOM WorldRemit £120 5.99 200 Less than one 1.49275 2.2 7.2 1.5264
hour
2550 2013.3Q GBR SOM WorldRemit £120 5.99 200 Less than one 1.49325 0.91 5.9 1.50689
hour
2551 2013_.4Q GBR SOM WorldRemit £120 6 200 Less than one 1.5793 1.68 6.68 1.6063
hour
33019 2014_.1Q GBR SOM WorldRemit £120 6 200 Less than one 1.532 6.01 11.01 1.63
hour
37509 2014_2Q GBR SOM WorldRemit £120 6 200 Less than one 1.654 1.72 6.72 1.683
hour
39815 2014_3Q GBR SOM WorldRemit £120 6 200 Less than one 1.68 1.51 6.51 1.7057
hour
42683 2014.4Q GBR SOM WorldRemit £120 6 200 Less than one 1.5678 1.15 6.15 1.586
hour
44607 2015.1Q GBR SOM WorldRemit £120 6 200 Less than one 1.509 1.63 6.63 1.534
hour
48298 2015_2Q GBR SOM WorldRemit £120 6 200 Less than one 1.52 1.11 6.11 1.537
hour
55343 2015_4Q AUS SOM WorldRemit 200 10 200 Same day 0.69203 3.82 8.82 0.71955
55661 2015.4Q NLD SOM WorldRemit €140 7 200 Same day 1.039 3.14 8.14 1.07268
55781 2015_4Q SWE SOM WorldRemit Kr 85 200 Same day 0.11302 1.99 6.99 0.11532
1700
55874 2015_4Q GBR SOM WorldRemit £120 6 200 Same day 1.503 1.26 6.26 1.52215
56294 2016_1Q AUS SOM WorldRemit 200 10 200 Same day 0.70626 1.67 6.67 0.71827
57481 2016_.1Q GBR SOM WorldRemit £120 6 200 Same day 1.4071 1.59 6.59 1.42978
58175 2016_1Q NLD SOM WorldRemit €140 7 200 Same day 1.09197 1.77 6.77 1.1116
620161824 2016_2Q GBR SOM WorldRemit £120 6 200 Same day 1 2 7 1
620162667  2016_2Q NLD SOM WorldRemit €140 7 200 Same day 1 2 7 1
620163626 2016_2Q SWE SOM WorldRemit Kr 85 200 Same day 0 2 7 0
1700
920160330  2016.3Q AUS SOM WorldRemit 200 10 200 Same day 1 1 6 1
920161601 2016_3Q GBR SOM WorldRemit £120 6 200 Same day 1 2 7 1
920162500  2016_3Q NLD SOM WorldRemit €140 7 200 Same day 1 2 7 1
920163266 2016_3Q SWE SOM WorldRemit Kr 85 200 Same day 0 2 7 0
1700
1220160325 2016_4Q AUS SOM WorldRemit 200 10 200 Same day 1 1 6 1
1220161601  2016_4Q GBR SOM WorldRemit £120 6 200 Same day 1 2 7 1
1220162495 2016_4Q NLD SOM WorldRemit €140 7 200 Same day 1 2 7 1
1220163251 2016_4Q SWE SOM WorldRemit Kr 85 200 Same day 0 2 7 0
1700
320170323 2017_1Q  AUS SOM WorldRemit 200 10 200 Same day 1 2 7 1
320171588  2017_1Q GBR SOM WorldRemit £120 6 200 Same day 1 2 7 1
320172510 2017_1Q NLD SOM WorldRemit €140 7 200 Same day 1 2 7 1
320173251 2017_1Q SWE SOM WorldRemit Kr 85 200 Same day 0 4 9 0
1700
620170330  2017.2Q AUS SOM WorldRemit 200 10 200 Same day 1 2 7 1
620173365  2017.2Q SWE  SOM WorldRemit Kr 85 200 Same day 0 3 8 0
1700
920170336 2017_3Q AUS SOM WorldRemit 200 10 200 Same day 1 2 7 1
920171720  2017.3Q GBR SOM WorldRemit £120 3 200 Same day 1 2 4 1
920172684 2017_3Q NLD SOM WorldRemit €140 7 200 Same day 1 1 6 1
920173440  2017.3Q SWE SOM WorldRemit Kr 85 200 Same day 0 1 6 0
1700
1220170340 2017_4Q AUS SOM WorldRemit 200 10 200 Same day 1 2 7 1
1220171750  2017_.4Q GBR  SOM WorldRemit £120 3 200 Same day 1 2 4 1
1220172711  2017_4Q NLD SOM WorldRemit €140 7 200 Same day 1 1 6 1
1220173437  2017_4Q SWE SOM WorldRemit Kr 70 200 Same day 0 -1 3 0
1700
320182367 2018_1Q AUS SOM WorldRemit 200 10 200 Same day 1 2 7 1
320182643  2018_.1Q NLD SOM WorldRemit € 140 7 200 Same day 1 2 7 1
320182736 2018_1Q SWE SOM WorldRemit Kr 85 200 Same day 0 4 9 0
1700
620180335  2018.2Q AUS SOM WorldRemit 200 10 200 Same day 1 1 6 1
620181777 2018_2Q GBR SOM WorldRemit £120 3 200 Same day 1 2 4 1
620182741 2018.2Q NLD SOM WorldRemit €140 7 200 Same day 1 2 7 1
620183471 2018_2Q SWE SOM WorldRemit Kr 85 200 Same day 0 3 8 0
1700
920180344  2018.3Q AUS SOM WorldRemit 200 10 200 Same day 1 3 8 1
920181849 2018_3Q GBR SOM WorldRemit £120 4 200 Same day 1 2 6 1
920182836  2018_.3Q NLD SOM WorldRemit €140 7 200 Same day 1 1 6 1
920183568 2018_3Q SWE SOM WorldRemit Kr 94 200 Same day 0 4 9 0
1700
1220183718  2018_4Q SWE SOM WorldRemit Kr 93.50 200 Same day 0.11 2.71 8.21 0.11
1700
1220182941 2018_4Q NLD SOM WorldRemit €140 7.00 200 Same day 1.09 3.84 8.84 1.14
1220181930 2018 4Q GBR SOM WorldRemit £120 3.99 200 Same day 1.27 2.94 6.27 1.31
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1220184458 2018 4Q USA SOM WorldRemit $ 200 14.50 200 Less than one 1.00 0.00 7.25 1.00
hour
1220180364 2018_4Q AUS SOM WorldRemit 200 35.00 200 Less than one 0.70 2.81 20.31 0.72
hour
1220180362 2018_4Q AUS SOM WorldRemit 200 10.00 200 Same day 0.71 1.42 6.42 0.72
325191998 2019_.1Q GBR SOM WorldRemit £120 3.99 200 Same day 1.25831 2.87 6.2 1.2955
325190362 2019_.1Q AUS SOM WorldRemit 200 10 200 Same day 0.69201 2.66 7.66 0.7109
325193010 2019.1Q NLD SOM WorldRemit €140 7 200 Same day 1.1078 2.53 7.53 1.1365
325193801 2019_.1Q SWE SOM WorldRemit Kr 93.5 200 Same day 0.1052 2.52 8.02 0.10792
1700
325194557  2019_1Q USA SOM WorldRemit $ 200 11.5 200 Less than one 1 0 5.75 1
hour
625190371 2019 .2Q AUS SOM WorldRemit 200 10 200 Same day 0.68189 2.54 7.54 0.69966
625192109 2019 2Q GBR SOM WorldRemit £120 3.99 200 Same day 1.2665 2.98 6.3 1.30534
625194749 2019_2Q USA SOM WorldRemit $ 200 11.5 200 Less than one 1 0 5.75 1
hour
625193148 2019 2Q NLD SOM WorldRemit €140 7 200 Same day 1.07606 3.93 8.93 1.12009
625193969 2019 .2Q SWE SOM WorldRemit Kr 93.5 200 Same day 0.10142 2.52 8.02 0.10404
1700
1022190365 2019_3Q AUS SOM WorldRemit 200 10 200 Same day 0.67 2.36 7.36 0.68621
1022192241 2019.3Q GBR SOM WorldRemit £120 3.99 200 Same day 1.19718 2.85 6.17 1.23224
1022193338 2019_.3Q NLD SOM WorldRemit €140 7 200 Same day 1.061 4.05 9.05 1.10583
1022194985 2019_3Q USA SOM WorldRemit $ 200 11.5 200 Less than one 1 0 5.75 1
hour
1022194175 2019.3Q SWE SOM WorldRemit Kr 93.5 200 Same day 0.10088 2.52 8.02 0.10349
1700
1220194974  2019_4Q USA SOM WorldRemit $ 200 12 200 Less than one 1 0 6 1
hour
1220194171  2019_4Q SWE  SOM WorldRemit Kr 93.5 200 Same day 0.1013 2.47 7.97 0.10386
1700
1220190368 2019_4Q AUS SOM WorldRemit 200 10 200 Same day 0.67 2.78 7.78 0.68918
1220192195 2019.4Q GBR SOM WorldRemit £120 3.99 200 Same day 1.25299 2.66 5.98 1.28721
1220193324 2019_4Q NLD SOM WorldRemit € 140 7 200 Same day 1.07279 3.9 8.9 1.11635
320202197  2020_1Q GBR SOM WorldRemit £120 3.99 200 Same day 1.26103 3.28 6.61 1.3038
320203349 2020.1Q NLD SOM WorldRemit €140 7 200 Same day 1.05734 4.23 9.23 1.10404
320200365 2020_.1Q AUS SOM WorldRemit 200 10 200 Same day 0.66214 1.86 6.86 0.67468
320204209 2020_1Q SWE SOM WorldRemit Kr 93.5 200 Same day 0.1017 2.5 8 0.10431
1700
320204996 2020_1Q USA SOM WorldRemit $ 200 11.5 200 Less than one 1 0 5.75 1
hour
320204997  2020_1Q USA SOM WorldRemit $ 200 12 200 Less than one 1 0 6 1
hour

Table 50B: Money remitted by WorldRemit from G8/G20 to Somalia (2011 —2020).

ID Period Sour  Recei Remittance Amou  Feein  Amount Speed actual FX rate FX Total  Interba
ce ving firm ntin local denomi marg cost nk
coun count local curren  nated in in % exchang
try ry curren cy UsD e rate
cy
28032 2011_.3Q GBR  SOM WorldRemit £ 300 12 500 Less than one 1.599503 0.78 4.78 1.612
hour
16748 2012_1Q  GBR SOM WorldRemit £ 300 12 500 Less than one 1.5667 1 5 1.58245
hour
30791 2012.3Q GBR SOM WorldRemit £300 12 500 Less than one 1.558474 1.96 5.96 1.58966
hour
19466 2013_1Q GBR SOM WorldRemit £ 300 9.99 500 Less than one 1.5337 2.99 6.32 1.58104
hour
2549 2013.2Q GBR SOM WorldRemit £ 300 9.99 500 Less than one 1.49275 2.2 5.53 1.5264
hour
2550 2013_.3Q GBR  SOM WorldRemit £300 9.99 500 Less than one 1.49325 0.91 4.24 1.50689
hour
2551 2013_4Q GBR SOM WorldRemit £ 300 15 500 Less than one 1.5793 1.68 6.68 1.6063
hour
33019 2014_.1Q GBR SOM WorldRemit £300 15 500 Less than one 1.532 6.01 11.01 1.63
hour
37509 2014 2Q GBR SOM WorldRemit £ 300 15 500 Less than one 1.654 1.72 6.72 1.683
hour
39815 2014 3Q GBR SOM WorldRemit £ 300 15 500 Less than one 1.68 1.51 6.51 1.7057
hour
42683 2014 4Q GBR SOM WorldRemit £300 15 500 Less than one 1.5678 1.15 6.15 1.586
hour
44607 2015_1Q GBR SOM WorldRemit £300 15 500 Less than one 1.509 1.63 6.63 1.534
hour
48298 2015_.2Q GBR  SOM WorldRemit £300 15 500 Less than one 1.52 1.11 6.11 1.537
hour
55343 2015_4Q AUS SOM WorldRemit 500 25 500 Same day 0.69203 3.82 8.82 0.71955

55661 2015.4Q NLD SOM WorldRemit €345 17.25 500 Same day 1.039 3.14 8.14 1.07268
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55781 2015_4Q SWE SOM WorldRemit Kr 215 500 Same day 0.11302 1.99 6.99 0.11532
4300
55874 2015.4Q GBR SOM WorldRemit £300 15 500 Same day 1.503 1.26 6.26 1.52215
56294 2016_1Q  AUS SOM WorldRemit 500 25 500 Same day 0.70626 1.67 6.67 0.71827
57481 2016_1Q GBR  SOM WorldRemit £300 15 500 Same day 1.4071 1.59 6.59 1.42978
58175 2016_1Q NLD SOM WorldRemit €345 17.25 500 Same day 1.09197 1.77 6.77 1.1116
620161824  2016_2Q GBR  SOM WorldRemit £300 15 500 Same day 1 2 7 1
620162667  2016_2Q NLD SOM WorldRemit € 345 17 500 Same day 1 2 7 1
620163626 2016_2Q SWE SOM WorldRemit Kr 215 500 Same day 0 2 7 0
4300
920160330 2016_3Q  AUS SOM WorldRemit 500 25 500 Same day 1 1 6 1
920161601 2016_.3Q GBR  SOM WorldRemit £300 15 500 Same day 1 2 7 1
920162500  2016_.3Q NLD SOM WorldRemit € 345 17 500 Same day 1 2 7 1
920163266 2016_3Q SWE SOM WorldRemit Kr 215 500 Same day 0 2 7 0
4300
1220160325  2016_4Q  AUS SOM WorldRemit 500 25 500 Same day 1 1 6 1
1220161601  2016_4Q GBR  SOM WorldRemit £300 15 500 Same day 1 2 7 1
1220162495 2016_4Q NLD SOM WorldRemit €345 17 500 Same day 1 2 7 1
1220163251  2016_4Q SWE SOM WorldRemit Kr 215 500 Same day 0 2 7 0
4300
320170323 2017_1Q  AUS SOM WorldRemit 500 25 500 Same day 1 2 7 1
320171588  2017_.1Q GBR  SOM WorldRemit £300 15 500 Same day 1 2 7 1
320172510 2017_1Q NLD SOM WorldRemit €345 17 500 Same day 1 2 7 1
320173251 2017_1Q  SWE SOM WorldRemit Kr 215 500 Same day 0 4 9 0
4300
620170330 2017_2Q  AUS SOM WorldRemit 500 25 500 Same day 1 2 7 1
620173365  2017.2Q SWE  SOM WorldRemit Kr 215 500 Same day 0 3 8 0
4300
920170336 2017_3Q  AUS SOM WorldRemit 500 25 500 Same day 1 2 7 1
920171720 2017_3Q GBR SOM WorldRemit £300 7 500 Same day 1 2 4 1
920172684 2017_.3Q NLD SOM WorldRemit €345 17 500 Same day 1 1 6 1
920173440  2017_3Q SWE  SOM WorldRemit Kr 215 500 Same day 0 1 6 0
4300
1220170340  2017_4Q  AUS SOM WorldRemit 500 25 500 Same day 1 2 7 1
1220171750  2017_4Q  GBR SOM WorldRemit £300 5 500 Same day 1 2 3 1
1220172711  2017_4Q NLD SOM WorldRemit €345 17 500 Same day 1 1 6 1
1220173437  2017_4Q SWE  SOM WorldRemit Kr 215 500 Same day 0 -1 4 0
4300
320182367 2018_1Q  AUS SOM WorldRemit 500 25 500 Same day 1 2 7 1
320182643  2018_.1Q NLD SOM WorldRemit € 345 17 500 Same day 1 2 7 1
320182736 2018_1Q SWE SOM WorldRemit Kr 215 500 Same day 0 4 9 0
4300
620180335  2018_2Q AUS SOM WorldRemit 500 20 500 Same day 1 1 5 1
620181777  2018_2Q GBR  SOM WorldRemit £300 5 500 Same day 1 2 3 1
620182741 2018 2Q NLD SOM WorldRemit €345 17 500 Same day 1 2 7 1
620183471 2018_2Q SWE SOM WorldRemit Kr 215 500 Same day 0 3 8 0
4300
920180344  2018.3Q AUS SOM WorldRemit 500 20 500 Same day 1 3 7 1
920181849  2018.3Q GBR SOM WorldRemit £300 6 500 Same day 1 2 4 1
920182836  2018_.3Q NLD SOM WorldRemit € 345 17 500 Same day 1 1 6 1
920183568 2018_3Q SWE SOM WorldRemit Kr 237 500 Same day 0 4 9 0
4300
1220183718  2018_4Q SWE SOM WorldRemit Kr 236.50 500 Same day 0.11 271 8.21 0.11
4300
1220182941  2018_4Q NLD SOM WorldRemit €345 17.25 500 Same day 1.09 3.84 8.84 1.14
1220181930 2018_4Q GBR  SOM WorldRemit £300 5.99 500 Same day 1.27 2.94 4.94 1.31
1220184458  2018_4Q USA  SOM WorldRemit $ 500 36.25 500 Less than one 1.00 0.00 7.25 1.00
hour
1220180364  2018_4Q  AUS SOM WorldRemit 500 50.00 500 Less than one 0.70 2.81 12.81 0.72
hour
1220180362  2018_4Q  AUS SOM WorldRemit 300 19.99 500 Same day 0.71 1.42 5.42 0.72
325191998  2019_1Q GBR  SOM WorldRemit £345 5.99 500 Same day 1.25831 2.87 4.87 1.2955
325190362 2019_1Q AUS SOM WorldRemit 300 19.99 500 Same day 0.69201 2.66 6.66 0.7109
325193010  2019_1Q NLD SOM WorldRemit € 345 17.25 500 Same day 1.1078 2.53 7.53 1.1365
325193801 2019_.1Q SWE SOM WorldRemit Kr 236.5 500 Same day 0.1052 2.52 8.02 0.10792
4300
325194557  2019_1Q USA  SOM WorldRemit 500 28.75 500 Less than one 1 0 5.75 1
hour
625190371 2019 2Q AUS SOM WorldRemit 500 19.99 500 Same day 0.68189 2.54 6.54 0.69966
625192109 2019 2Q GBR  SOM WorldRemit £300 5.99 500 Same day 1.2665 2.98 4.97 1.30534
625194749 2019.2Q USA SOM WorldRemit $ 500 28.75 500 Less than one 1 0 5.75 1
hour
625193148 2019 2Q NLD SOM WorldRemit €345 17.24 500 Same day 1.07606 3.93 8.93 1.12009
625193969 2019 2Q SWE  SOM WorldRemit Kr 236.5 500 Same day 0.10142 2.52 8.02 0.10404
4300
1022190365  2019_3Q  AUS SOM WorldRemit 500 19.99 500 Same day 0.67 2.36 6.36 0.68621
1022192241 2019 .3Q GBR  SOM WorldRemit £300 5.99 500 Same day 1.19718 2.85 4.84 1.23224
1022193338 2019 3Q NLD  SOM WorldRemit €345 17.25 500 Same day 1.061 4.05 9.05 1.10583
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1022194985 2019_3Q USA SOM WorldRemit $ 500 28.75 500 Less than one 1 0 5.75 1
hour
1022194175  2019.3Q SWE  SOM WorldRemit Kr 236.5 500 Same day 0.10088 2.52 8.02 0.10349
4300
1220194974  2019_4Q USA SOM WorldRemit $ 500 30 500 Less than one 1 0 6 1
hour
1220194171 2019.4Q SWE  SOM WorldRemit Kr 236.5 500 Same day 0.1013 2.47 7.97 0.10386
4300
1220190368  2019_4Q  AUS SOM WorldRemit 500 19.99 500 Same day 0.67 2.78 6.78 0.68918
1220192195  2019_4Q GBR  SOM WorldRemit £300 5.99 500 Same day 1.25299 2.66 4.66 1.28721
1220193324  2019_4Q NLD SOM WorldRemit €345 17.25 500 Same day 1.07279 3.9 8.9 1.11635
320202197  2020_1Q GBR SOM WorldRemit £300 5.99 500 Same day 1.26103 3.28 5.28 1.3038
320203349 2020_.1Q NLD SOM WorldRemit €345 17.25 500 Same day 1.05734 4.23 9.23 1.10404
320200365 2020_1Q AUS SOM WorldRemit 500 19.99 500 Same day 0.66214 1.86 5.86 0.67468
320204209  2020_1Q SWE  SOM WorldRemit Kr 236.5 500 Same day 0.1017 2.5 8 0.10431
4300
320204996  2020_1Q USA  SOM WorldRemit $ 500 28.75 500 Less than one 1 0 5.75 1
hour
320204997 2020_1Q USA SOM WorldRemit $ 500 30 500 Less than one 1 0 6 1

hour

NB: This Report has been prepared in late 2020. It took 1,080 hours to complete this work. The World Bank Group updated the data in
2024 but I don’t want to go back and pay another 1,080 hours of hard work. Do you?
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