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Overview: Mobile Money for the Poor - Zambia

* Ajoint programme of Financial Sector Deepening Zambia (FSDZ) and UNCDF

* Five-year programme focused on digital financial services

* Goal is to increase access to financial services through the use of technology and
agents

* Objective is to have 15 percent of the Zambian population actively using digital
finance by the end of 2019

* This research was funded by the UNCDF Mobile Money for the Poor (MM4P)
programme, in partnership with FSDZ, The MasterCard Foundation and UK aid
(DFID).
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About this Consumer Research Assessment

* InterMedia conducted secondary research analysis of the 2015 FinScope study of Zambian
adults.
v" FinScope Zambia is a nationally representative survey of adults, age 16 and older.*
v" Atotal of 8,579 adults were surveyed during February-March 2015.*
v Interviews were conducted face to face, and interviews were approximately 45 minutes long.*

« The purpose of this assessment is to identify relevant financial behaviors, interests and
barriers to financial services access to optimize digital product adoption for private sector
partners, including banks, mobile network operators (MNOSs) and other financial services
providers.

«  This deck presents consumer-facing findings from FinScope, and focuses on the use of
individual products (mobile phones and accounts), and general financial behaviors so as not
to contradict the FinScope financial inclusion measurements.

v InterMedia examined six main areas of the FinScope study: income sources, fiscal responsibilities,
attitudes and usage of accounts, savings and credit behaviors, funding education, and agricultural
activities.

* The full FinScope survey supports various topics.

v InterMedia reviewed the initial analysis by FinScope, and also performed its own analysis of the
dataset utilizing FinScope’s nationally representative weights to preserve the authenticity of the
sample.

v InterMedia did not apply its own standard financial inclusion calculation to this study.

* As specified in the 2015 FinScope Zambia report of findings, issued June 2015
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About FinScope Zambia

 The Bank of Zambia, in partnership with Financial Sector Deepening Zambia (FSDZ), and
with advisory support from FinMark Trust, implemented the FinScope Zambia 2015 survey
with the following objectives:*
v To track overall trends in financial inclusion over time in terms of:
* Changes in the levels of inclusion — both formal and informal inclusion.
+ Changes in the types of financial services being used and the types of providers.
v To assess whether Zambia is on track to achieve national financial inclusion targets.

*  FinScope issued its report of findings in June 2015 and showed:*

v 59.3% of Zambians are currently financially included, having used either formal or informal financial
services. This reflects an increase in financial inclusion from 37.3% in 2009.

v 38.2% of Zambian adults are formally financially included, having an account with a regulated or
supervised institution. This also reflects an increase from 2009 when 23.1% were formally included.

v Financial inclusion increases span the population, and the biggest growth was in urban areas and
among women.

v Financial inclusion is skewed toward the employed.

v Growth in bank services largely drove financial inclusion. In 2009, only 13.9% used banks. In 2015,
24.8% used bank services. Increases for MFIs, insurance/pensions, and capital market instruments
were all within 2% of 2009 levels.

* As specified in the 2015 FinScope Zambia report of findings, issued June 2015
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Harnessing Consumer Behaviors

v/ Zambians struggle to make ends meet, and may not often have any discretionary income at the
end of a month, but they do not fall completely behind on expenses.

v The vast majority adjusts expenses based on available funds, and will keep track of income and
spending.

v" Savings is of critical importance for Zambians. They save to afford their needs, and as a reserve
when in need of emergency funds.

Implication: Its important for providers and potential lenders to recognize responsible financial
attitudes and behaviors in consumers when considering potential target audiences for products.

Implication: Products that help smooth income irregularities, facilitate saving for expenses, and
remove the temptation to spend cash on hand will pair with consumer aspirations.



Harnessing Consumer Behaviors

v A large portion of consumers are cognizant of interest rates, keeping money safe in a financial
account and working toward a goal.
v Consumers utilize informal financial channels, largely due to proximity, availability and comfort.

v There’s a bifurcated view of the relevance of formal savings institutions.
* Consumers believe that formal savings institutions are the best fit for their savings needs -- in theory.
* But, they also feel current formal options are exclusionary, and or not intended for them.

* This suggests that either consumer knowledge is not deep enough, and/or existing financial institution
positioning is not connecting with consumer needs.

v" Proximity to formal channels is also challenging for adoption.

Implication: Consumers appear primed for a targeted formal savings proposition

if distance to a point of service and minimum deposit/fee requirements also match their
circumstances.



Harnessing Consumer Behaviors

v Four in 10 salaried Zambians receive their payments digitally, and this includes some of the
more disadvantaged consumer groups (lower income, rural, women).

v There’s interest in remitting payments for goods and services through digital channels, even
though the infrastructure does not yet support this.

v At the same time, close to half of adults (47%) are averse to carrying cash.
v The vast majority of adults (86%) feel they personally are ready to learn a new technology.

Implication: Employers could be a channel for expanding digital accounts, and even building a
more digital ecosystem, thus encouraging more noncash remittances.
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Expanding Digital Finance

 There are three barriers to mobile money use: lack of mobile phones, the lack of general
knowledge of the service among all consumers, and lack of product relevance for those
consumers who have heard of it.

v Four in 10 Zambians do not have a mobile phone, making it difficult for them to interact with mobile
money platforms independent of someone else lending them a phone, or relying solely upon a mobile
money agent. The trajectory in more mature markets shows that usage correlates with individual
handset ownership.

v/ Only half of Zambians are aware of the concept of mobile money. Awareness dips among lower
income, less educated and rural Zambians, who are even farther away from other formal financial
services.

v Using a mobile phone to pay bills or transfer/receive funds is appealing to the majority of consumers
who know of mobile money, including nonusers. Nonusers attribute lack of use to insufficient
knowledge or need for the product, suggesting they do not connect mobile money to desired mobile
phone activities.

Implication: Strategies for uptake should address the lack of solely owned mobile devices in the
market place.

Implication: Mobile money growth will require building knowledge of the service.

Implication: Existing awareness needs to be advanced by imparting meaningful knowledge that
emphasizes the mobile-money value proposition.



Expanding Digital Finance

v Fear of losing money if the mobile phone is stolen, or the transaction failing is greater
than actual use or meaningful knowledge about mobile money. That means that any
type of recruitment campaign has to allay fears if it is to effectively bring in new
customers.

v This suggests that a fear (or negative) might be defining mobile money more so than an
attribute (or positive).

Implication: Consumers require assurances that their money is safe during transfer,
storage, and even if they lose their phones.

Implication: Consumers need more positive messages about mobile money so that fears
over money security do not define the product.
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Zambians mostly live on non-salaried incomes, which come in the form
of cash; a notable portion of salaried income comes digitally

Income sources Salaried income
(Shown: Zambian adults) (Shown: Zambian adults who receive a salaried income)

0.1% in both

~ 90—

Non-salaried income
(Shown: Zambian adults who receive a non-salaried income)

)

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8,570 adults, nationally representative

2% in both



There’s even some digital salary receipt for rural, lower income, and
less educated consumers

Demographics: Receiving salaried income Demographics: Receiving salaried income digitally
(Shown: Zambian adults who receive a salaried income) (Shown: Zambian adults who receive a salaried income digitally)
Male 62% 63%

Female 38% 37%

Above poverty line 38% 62%

Below poverty line 62% 38%

Urban 55% 66%

Rural 45% 34%

Grade 12+ 30% 56%

No/less than

0, (v)
secondary education 70% 4

19% of Zambians receive a salaried income 2> 42% of them receive it digitally

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative
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There’s some disposable income in the marketplace; Just over one-
third have money to spend as they wish

Have money of their own to spend “as they wish” Main reason for not having money to spend “as they wish”
(Shown: Zambian Adults) (Shown: Do not have disposable income)

Money goes into household
expenses

Don't get an income _ 36%
Yes, 36%

0 other N 17%

Give money to family members l 5%

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative
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Women with salaried incomes, especially those who are paid digitally,
are more likely to be able to spend money as they wish

Have money of their own to spend as they wish

(Shown: Zambian adults, by gender)

42%

36% = =
total

Male Female

Women who have money of their own to spend as they wish

52%

44% ‘Women with

salaried

’Women with inC_Om?S_
salaried paid digitally

32% incomes
.Women with
incomes

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative
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Zambians:

Are in touch with

monthly needs, Struggle to get by each

month

expenses and necessary
adjustments over the
course of a month
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Most Zambians adjust spending based on their available funds; many
track and are conscious of spending

Indicators of financial awareness

(Shown: Zambian adults)

Adjust expenses according to the
money available

Keep track of money that you
receive and spend

Know how much money you
spent last week

Often have to spend more than
you have available

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Financial awareness is mostly static across demographics; there’s
greater expense management among men, rural, higher income groups

Indicators of financial awareness
(Shown: Zambian adults)

Male ° Female Urban Rural Below poverty , Above poverty

Adjust expenses according to v

the money available 87% LY 86% 89% 85% 86% 91%
Keep track of money that you

receive and spend 60% 62% 59% 61% 60% 60% 64%

Know how much money you
spent last week 58% 48% 50% 55% 52% 53%

Often have to spend more

. 26% 24% 26% 24% 24% 26%
than you have available

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Even consumers without bank, mobile money accounts still exhibit
financial awareness

Indicators of financial awareness
(Shown: Zambian adults by subgroup)

No bank Mobile No mobile
Bank access access money access money access

Adjust expenses according to
the money available 87% 92% 85% 91% 86%
Keep track of money that you
receive and spend 60% 66% 59% 67% 59%

Know how much money you
spent last week 60% 50% 64% 51%

Often have to spend more

. 29% 23% 28% 24%
than you have available

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative
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Many struggle financially, but do not fall completely behind on regular

expenses
Indicators of financial well-being
(Shown: Zambian adults)
63%
Sometimes struggle to keep up with regular expenses
Have fallen struDolz ;t all
behind g8
to keep up
completely on )
with regular
regular expenses
expenses

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative
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The rural and poor struggle more, and yet they still do not fall completely

behind

Have fallen behind
completely on
regular expenses

Indicators of financial well-being

(Shown: Zambian adults)

Don’t struggle at
all to keep up with
regular expenses

63%
Sometimes struggle to keep up with regular expenses
®
lI| 1% 25% 64% 10%
m.en
n 2% 24% 62% 11%
1% 19% 65% 13%
@ 2% 28% 61% 8%
rural
o 2w 27% 62% 9%
below
poverty
?bl’ 4% 11% 68% 19%
above
poverty

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative
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Mobile money:

Knowledge

is confined to about
half of the
population, and may
be shallow, not
extending beyond
general awareness

Usage

is limited, attributed
to lack of need or
meaningful
knowledge

Interest

in using a mobile
phone for
transactions is
evident
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FinScope: mobile money characterization

Mobile money
includes:

e Airtel
e MTN

e Amtel
e Zanaco
e /oona

Distinction
between mobile
money and money
transfer services

e At the provider level

e Incidence of money-
transfer services limits
analysis

Registered mobile
money accounts

e Consumer
PERCEPTION of
whether or not they,
themselves, are
registered with all
providers



Just over half of Zambians are aware of mobile money and only one-
guarter of those have used it

All Zambian Adults:

11% Own mobile money accounts*
4% Use mobile money, unregistered

Indicates:

24% of those who know about mobile Contained IanWIGdge*ind
money, have used it use of mobile money

e 53% are aware of mobile money

Limited handset ownership
Eesssssssssssssssssss— 61% own a phone

A
| |
Source of mobile money awareness
(Shown: Zambian adults)
18% 16% 15% 8% 6% 2% 2%
o | ~ = 7
Wik & B =
— |
Television Radlo Family, sMS Newspapers Billboards

friends or agent/
coworkers provider

*Own or joint account

**FinScope reports 14% having/using mobile money services, which is in line with these more incremental observations
Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Focus on: Women

10% of women have used
mobile money at least once = Equates to 5% of all Zambian adults

66% of women who have used it at least once, currently use it
! ]

W

e
e

63% of women who have ever used mobile money, own an account - EFquates to 3% of all
Zambian adults

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Mobile money features are both attractive, and cause some concern

All Zambian Adults:

e 53% are aware of mobile money
Eesssssssssssssssssss— 61% own a phone

11% Own mobile money accounts*
4% Use mobile money, unregistered

A
|
Source of mobile money awareness
(Shown: Zambian adults)
18% 16% 15% 8% 6%
(=]
ch W xix &
Television Radlo Family,

friends or agent/
coworkers provider

*Own or joint account

sMS Newspapers

Aware of mobile money and would like to

use their phone to...
(Shown: Zambian adults who are aware of mobile money)

Pay utility bills: 69%
Pay for goods and services: 68%
Put money away for later: 65%

Aware of mobile money and believe the

following to be true:
(Shown: Zambian adults who are aware of mobile money)

Easily lose money sending/receiving payments:
24%

Can not get money back if your phone is lost:  29%

**FinScope reports 14% having/using mobile money services, which is in line with these more incremental observations
Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



36%

of Zambians are ready O
to learn a new O
technology

Of Zambians do not like
to carry cash

Source: 2015 FinScope study of Zgmbian adults, conducted February-March 2015, 8570 adults, nationally representative
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Mobile money is not a consumer’s exclusive financial tool

55% of mobile money account holders also
have a bank account

40% of mobile money account holders still rely upon
family or friends when they need help managing
their finances.

18% of mobile money account holders also use a Chilimba*

* Informal savings and credit group
Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Lack of general mobile money knowledge, process for getting it, and
knowing its utility are barriers to usage

Reasons for not using mobile money

(Shown: Zambian adults who are aware and do not use mobile money)

| do not know what it is

| do not know how to get it

| do not need it, | do not make any transactions
| do not understand this service

There is no point-of-service/agent close to where | live
| do not have a smartphone

| do not trust that my money is safe

| do not have the required documents
Registration is too complicated

Mobile money does not provide any advantage
Using it is difficult

Fees for using this service are too high

No one among my friends or family uses this service

15%
8%
5%
3%

2%

2%
1%
1%
1%
1%
1%
1%

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative

26%

Suggests that
appealing
mobile money
activities are
not being
conveyed to
consumers



Proximity and awareness of mobile money agents correspond to use

of services
Proximity to 15 minutes or . 30 minutes—1 More than 1
. 15-30 minutes Don’t know
mobile money agent less hour hour
Zambian adults 13% 8% 10% 18% 51%
...who use banks 28% 16% 12% 14% 29%
...who use mobile
money 38% 20% 16% 18% 9%
...who do not use
mobile money 10% 7% 9% 18% 57%
Above poverty level 36% 18% 10% 9% 27%
Below poverty level 8% 6% 9% 20% 56%
Men 14% 9% 10% 22% 44%
Women 12% 8% 9% 14% 57%
Urban 25% 14% 12% 7% 42%
Rural 4% 4% 7% 27% 58%

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative
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Bank accounts have:

High association with
savings, safety

Low usage due to
perceived:

e Lack of relevance
e Lack of need
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Zambians connect bank accounts with savings and security, not lending
or payments

What are banks used for?
(All Zambian adults)

Savings 30%

Keeping money safe 31%
Borrowing 15%
Salary processing 13%
Money transfers 11%

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



One-quarter use accounts and many use them at least once a month

Bank account usage
(Shown: Zambian Adults)

25%

Last used bank:

Yesterday

In the past 7 days

In the past 30 days

19%

In the past 90 days

More than 90 days ago but less
than 6 months ago

Bank users Bank account holders
6 months ago or longer

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative

7%
24%
45%

13%

4%

6%

76%
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Bank account users are:

Bank account usage —
(Shown: Zambian Adults)

64%/36% < more urban

: than rural
Urban/Rural
[ 1
25% 43%/57% < more male
Bank users than female

Female/Male

53%/47% & above and

below the
poverty line

Above/Below Poverty

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



The prime reasons for using a bank account are security and earnings

Reasons for using a bank account
(Shown: Bank account users)

40%
25%
21%
6%
0
2% 2%
To keep money safe  To save/earn interest To receive To send/receive money To pay salaries/wages To pay
on savings salary/wages suppliers/receive

money from customers

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Perceived lack of need, knowledge is an initial barrier to bank usage,
more so than bank requirements or locations

Reasons for not using a bank account
(Shown: Bank account non users)

46% Suggests consumers do not
connect accounts with value
proposition

Could potentially grow with awareness

12%
5%
o) 0 o)

3% 3% 2% 2% 1%
Does not need it - Cannot maintain Banks are too far  Bank service Does not know Does not have the Does not Does not trust
insufficientorno  the minimum away chargesaretoo howtoopena documentation understand banks
money coming in balance high bank account required benefits of having

to justify it

a bank account

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Distance to ATMs and bank branches favor higher income, urban

individuals
Distance to 15 minutes or 30 minutes-1 More than 1
15-30 minutes Don’t know
ATMS, branches less hour hour
Total 13% 14% 17% 34% 22%
Use bank 26% 24% 20% 24% 6%
Don’t use bank 8% 10% 16% 37% 28%
Use mm 27% 24% 22% 22% 5%
Above povert
“:e y 32% 26% 21% 13% 8%
Below poverty
line 8% 11% 17% 39% 26%
Male 14% 14% 18% 39% 16%
Urban 24% 12% 16%
Rural 3% 4% 12% 53% 28%

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative
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Savings and Credit

as important, a :
P , But do so using

important good match for :
needs informal
channels due to

access and
ease of use

And at the same time, are hesitant to reach out for a line of credit




There is a strong culture of savings in Zambia

Save for speC|f|c s

purposes & don’t; o
otherwise use 1-70/8
the money

v
-----

Save for speC|f|c
purposes but use 54%
the money for _
something eIse::

Don’t buy things:":‘_
they wantso :
they can save

money

68%

Try different .
savings options '._ :
to find the ones 43%
with the highest ; '
interest

.
.
*

o
o
s

95%

agree with at least one of
these statements

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Consumers think of “saving” as preventing impulse purchases, keeping
money safe, and growing it over time

Most common definitions of “saving”
(Shown: Zambian adults)

[ ] [ ]
Putting money somewhere to stop you 32% n232% w :32%
from spending it so that you have it later
[ ] [ ]
Putting money somewhere to keep it safe 19% 'ZZO% w :19%

Putting money away so the total amount 2 :
increases over time due to interest _ ﬂ:lS% w :19%
) ] [ ) [ ]
Putting mone.y aside fo.r }/ou to use later ':10% w 11%
for something specific
[ ) [ ]
’l:lO% w :10%

. [ ] [ ]
Savings are the money that is left over A
from your income after you cover all >

rom o n:G% w :6%

Putting money away so the total amount
increases over time as you add more

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Living expenses, emergencies and school fees are top savings motivators

Top reasons for saving

O Living expenses for when there is no money 3 2 %

Non-medical emergencies 2 1 o/
0 Other reasons for saving %

ducation & school fees 0 Buying/building a house 3
q 1 6 A) Business expenses 2

Buying household

. appliances, goods or 2
a, Farming costs 59% furniture
\' Starting/expanding 5
business
AR .
Medical expenses 5% Retirement 1
0 Buying land 1
Funeral expenses 1

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Zambians recognize that formal accounts are important for managing
daily finances

Most important for managing daily finances
(Shown: Zambian adults)

54%
9%
4% 9
3% 1% 1% 1% 1% 1% 1%
Savings Chilimba Savingsina Loanaccount Savingsata Savings at a Loan froma Mobile money Mobile money Mobile money
account at a savings group at a bank microfinance  savingsand kaloba/shylock  services— services for services for
bank institution like credit remittances paying bills  buying goods
Finca or Pride  cooperative
(SACCO)

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Close to two-thirds save money; saving is largely informal despite
Importance of formal channels

Current savings channels
o (Shown: Zambian adults who currently save)
63%

Hiding cash 43%
Bank 30%
Chilimba 15%
of Zambians cu rrent|y have Cash with family members 12%
savings through at least one
formal or informal channel
Investing in agriculture inputs 10%

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Savers are male and female, urban and rural, and slightly older

Demographics of Zambian adults who save Demographics of Zambian adults who don’t save
(Shown: Zambian adults who save) (Shown: Zambian adults who do not save)
Above poverty Iine- 10%
45-54 11%
M 10%) 16%

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Banks are more commonly used for savings by urban, above poverty

groups
Current Savings Channels
(Shown: Zambian adults who currently save)
Those who currently save Male ,, Female Urban _ Rural Below poverty Above poverty
] ' 7]
Hiding cash 43% 40% 45% 36% 49% 49% 23%
Bank 30% 35% 25% 41% 20% 19% 68%
Chilimba 15% 10% 21% 19% 12% 14% 21%
Cash with family members 12% 13% 11% 10% 14% 14% 6%
Investing in agriculture inputs ~ 10% 12% 7% 5% 14% 11% 6%

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Half save monthly; still mostly through informal channels

Monthly savings Preferred method of saving
(Shown: Zambian adults) (Shown: Zambian adults who save monthly)

Save. but 43% hide cash at home

less than
once a
month,

Don't 13%
save, 38%

34% save at a bank

19% save through a Chilimba

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Zambians who have more than one savings product think saving at a
bank is the best fit for them

Self-reported “best-fit” means of saving for needs
(Shown: Zambian adults with more than one savings product)

Save at a bank 29%
Hiding cash at home 13%

Save via Chilimba 12%

Investing in
agriculture*®

11%

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Choice of saving location is driven by access, safety and easy of use

Reason for choosing savings option

(Shown: Zambian adults with more than one savings product)

Have quick access

Know money is safe from
theft/fire

Proximity — convenient access

Easy/simple to use

Earn good interest

Trust

So nobody will know about it

Because
family/friends/community use it

I v
I 7%
I
I

I 1% i
I 10%
B 1%

Fl%

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative

Access, safety
and ease of use



Credit tendencies are relatively limited, and social acceptability of credit

even more so
30%

of Zambian adults
borrowed money
in the past year

20%

of Zambian adults
currently owe

MONEY  Average owed: 2,540
Kwacha

Range borrowed: 1 to
800,000 Kwacha

17%

of Zambian adults
think it is OK to

borrow money to

pay back other debts

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative
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Borrowing money brings with it a concern about the ability to repay the
loan

Reasons for not borrowing money
(Zambian adults who did not borrow money in the past year)

» Worried would not be able to pay back the money (48%)
Didn’t need to borrow money (20%) .

Don’t want to/believe in borrowing money (13%)
Don’t know where to borrow money from (3%)

Interest charged on borrowed money is too high (2%)

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative
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Education and school fees are the...

ik Biggest e Top B Reason

expense priority for
saving

... for Zambians



Children’s education is perceived by far as the most costly life event

Perceived most costly life event

(Shown: Zambian adults who selected each)
8% 0
/% 2%
?

i
> — v

Children’s education Funeral Birth of a child Wedding Lobola (dowry)

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Paying for school-related costs is the most important expense beyond

food and clothing

Most important regular expenses, beyond food and clothing
(Shown: Zambian adults)

25%

9%

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative

14%

Agricultural inputs and investments 9
13%

Saving — through formal and informal 4

institutions

Land and building materials 3
13%

Business investments 2

Church tithes 0.8



Drawing on savings is the most common way to cover children’s
education

Methods for covering children’s education
(Shown: Zambian adults who value children’s education)

Savings, 39%

Borrow from bank/formal
- institution, 1%
@ Take children out of school, 1%

e Cut back on expenses, 3%
- Sell something, 4%

Borrow with money
lender/family, 5%

Rely on others/gifts, 6%

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Rural and agricultural sector members place a greater emphasis on
children’s education than those outside the sector

Zambians who view child’s education
as biggest life expense

0% 2%, ‘ 27% 56%

(fe)male Belowpoverty Agri sector  Rural

Children’s education is most
costly life event v

Zambians who don’t view child’s
education as biggest life expense

52% 82% 22% 53%

’
)
s

¢
g

Female Below poverty Agrisector  Rural

Another item is most

costly life event

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative
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Agriculture is the...

Diverse
by age

Diverse Largest single

crops,
livestock employment
sector in

Zambia

Male and
female
presence




Agriculture is the largest single source of income for Zambians

) Receive their
income from
working in
agriculture

8%

Receive some money Entirely dependent
Are day laborers Self-employed Work for a company from household on family
(piece work) business owner or business member

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



The agricultural sector is both male and female, young and old; nearly
all are rural and live below poverty

60%
male

40%

female

51%
25-44
years old

96%

below poverty

B
e
|
o
w
P
o
v
e
r
t
y

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Most agricultural sector workers are involved with cash crops; fish
farmers are the smallest group

Cash Crops Livestock Vegetables

Poultry Fisheries

[Shown: Agricultural sector workers]
Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Half own mobile phones; fewer have bank accounts

59% Own mobile money accounts

3% use mobile money, unregistered
50%

of the = 39%, are aware of mobile money

. Account
agricultural

owners

| 1
Source of mobile money awareness
24% borrow a phone (Shown: Percentage of agricultural sector aware of mobile money)
17% 11% 7% 5% 4% 1% 1%
(=] . -

WK ol = G

Radio Family, Television SMS MM  Newspapers Billboards
friends or Agent/
coworkers provider

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative



Focus on: Cash Crop Farmers

Cash crop farmers

(n=1,707)

88% 92% seasonal

7% throughout the year

/ 1% only sometimes

Financial Realities: %
Always or sometimes struggle with regular expenses 90
Always or sometimes struggle with unexpected expenses 92
Most costly life event: children’s education 66
Pay for most costly event with: savings 37

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative

Cash crop farmer dynamics:

(n=1,707)

59% are male

52% own a
mobile phone

15% own a bank
or mobile
money account

97% live below
the poverty line



Focus on: Vegetable Farmers

Vegetable farmers

(n=626)

40% seasonal

3‘6% 49% throughout the year

12% only sometimes

Financial Realities %
Always or sometimes struggle with regular expenses 89
Always or sometimes struggle with unexpected expenses 92
Most costly life event: children’s education 66
Pay for most costly event with: savings 43

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative

Vegetable farmer dynamics
(n=626)

61% are male

51% own a
mobile phone

-

[ 2. 18% own a bank

= or mobile

—_— ‘ money account

95% live below
the poverty line



Focus on: Livestock Farmers

Livestock farmers

(n=447)

3% seasonal

k 91% throughout the year

\ 6% only sometimes

Financial Realities %
Always or sometimes struggle with regular expenses 91
Always or sometimes struggle with unexpected expenses 93
Most costly life event: children’s education 63
Pay for most costly event with: savings 33

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative

Livestock farmer dynamics

(n=447)

64% are male

58% own a
mobile phone

. 19% own a bank

or mobile
money account

96% live below
the poverty line



Focus on: Poultry Farmers

Poultry farmers

(n=442)

4% seasonal

% 86% throughout the year

\ 9% only sometimes

Financial Realities %
Always or sometimes struggle with regular expenses 90
Always or sometimes struggle with unexpected expenses 91
Most costly life event: children’s education 60
Pay for most costly event through: savings 29

Source: 2015 FinScope study of Zambian adults, conducted February-March 2015, 8570 adults, nationally representative

Poultry farmer dynamics
(n=442)

62% are male

' 55% own a

mobile phone

7\ 17% own a bank
-8 or mobile
= | money account

96% live below
' the poverty line
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