MA4D |
Airtel &

e.

GSIMA.




Key Questions

HNI asked M4D Impact to focus on a set of core  As a result of this review, we also flagged

questions as part of our review & assessment questions we believe most pertinent to HNI's
business model

Where are the
bottlenecks in the customer
journey?

How can HNI

tackle the
What are the drivers bottleneck in the
of repeated usage? What user journey’>

is the most effective
content?
What is user

willingness to pay,
is there a good
B2C model?

How can we
determine which users
are more valuable for a

mobile operator?

How can HNI better use
their data to support
their cost structure?

What is user
willingness to pay for the
service?

From which gender
are the users of the gender
menu? What gender
content is most effective?

How can HNI
strengthen ties will all
key partners who are
critical for business
model?

How do

marketing/promotional
activities impact 3-2-1?

© GSMA 2015



Summary of Findings

Where are the

bottlenecks in the customer
journey?

What are the drivers
of repeated usage? What
is the most effective
content?

How can we

determine which users
are more valuable for a
mobile operator?

© GSMA 2015

The home menu is the main roadblock on the customer journey: 52% of
calls do not pass it

Family planning and water & sanitation are less successful in channeling
users to messages

Only 32% of calls end up in a message listened to at over 75%

The launch of the gender content has generated high usage
representing 47% of all IVR content accessed and creating spill over on
family planning

The most popular content is gender and health

Chances to listen to a message in full is more than twice for a repeat user
than for occasional users

Gender, health and family planning are the most popular content repeat
users have paid for

3-2-1 users show lower churn rates than non 3-2-1 users

Further analytics need to be conducted to fully demonstrate the value for
Airtel, especially at the user level




Summary of Findings

What is user
willingness to pay for the
service?

From which gender
are the users of the gender
menu? What gender
content is most effective?

How do

marketing/promotional
activities impact 3-2-1?

© GSMA 2015

User interviews indicate that individuals are willing to pay

Yet attrition at the home page reaches 45.0% of paid calls made by repeat
users suggesting a high number of users hanging up potentially for
fear of being charged

19.5% of paying users are occasional users not listening to a single
message in full, i.e. not really engaged with the service

53% of users have entered their gender on the IVR only once, 21%
twice

The audience of the gender menu is balanced with 41% of consistent
female answers and 38% male answers

Flip floppers represent 20% of the users of the gender menu, the main
drivers of flip flopping being curiosity and error

Batch SMS have impacted IVR and USSD traffic, more than radio and
TV




Our approach

The following presentation details relevant insights and recommendations to tackle the aforementioned
guestions, using analytical techniques applied to mobile usage data sets, aggregating findings from
millions of data points generated by the base of HNI’'s +3million users of the 3-2-1 service

We divide the presentation of findings into the following sections:

Project & Organisation Overview: Business Model Snapshot: Exploring channels of access:

An impressive service that needs to substantiate its Documenting 3-2-1 usage will be the comer stone IVR the richest channel, though single-channel Mapping the Customer Journey:

value proposition and look to drive highest quality of HNI's business model users tend fo use SMS/USSD gzlsys:nz tjhei;;jvgf IVR calls end up in actual
usage in view of internationalization __ - g y

Mapping content access trends: In-depth Gender Area Focus: Specific Customer Insights:

: : - ‘ Recommendations:

Access Io dendermenu in ocus, Wil analysis thal hecioiviinnnessicieavisoostianditell o Strengthen partnerships, increase understanding of
can be replicated across content areas to powerful flopper problem assessed oo wet perfo,rmance e s

effect .

$?

Creating data driven evidence around the
engagement with content from users

5
© GSMA 2015



GSIMA.

Project & Organisation Overview:

An impressive service that needs to substantiate
Its value proposition to drive highest quality usage

INn view of internationalization

Organisation

Service

Need




HNI engages content providers +
MNOSs, reaching a mass audience

Organization
Overview

HNI has reached +3m mobile subscribers with
the 3-2-1 service in Madagascar since 2010

Content
. Make
Provider amiEnl
mobile

HNI, a US-based NGO offers public service information via Gy

Airtel 3-2-1 on a range of topics such as health, agriculture and
gender in the local language via mobile phone:

Working with content providers who are trying to
/ reach a mass audience, HNI have designed a model

Integrate

to build and fund content generation committees, _ / with mobile
making content mobile ready ' . network

The mobile phone represents the most cost-effective way to reach
the population at large. Multi-channel access value added
services (VAS), e.g. IVR + SMS + USSD allow efficient targeting

The partnership with a mobile network operator mobile subscribers

/ (MNO) enables reaching millions of individuals. 3-2-1 since 2010
records 3m+ users since its launch in Madagascar in
2010

© GSMA 2015



The organisation is entering an

ambitious internationalization phase

Expansion will depend on key social and
commercial metrics across markets

HNI is internationalizing and needs to demonstrate its value to
funders and partners. The headline metric for driving commercial
and social impact is the number of users. More specific metrics
need to be explored across the commercial and social dimensions
of the service:

© GSMA 2015

Partner MNOs derive revenue from
stickiness of users and their average
revenue per user (ARPU)

3-2-1 users are able to collect information
on topics and change behavior

Organization

Overview

/ -
\ “Pan Africa /
\ !

1\ Voo
) LA
,J )

f

Madagascar Malawi \ PARY

Deployment in Ghana

new country — Zambia

(operator) Nigeria
Mozambique

Tanzania
Malawi 3m users

Madagascar (Airtel) Madagascar (Airtel)
3m+ users Malawi (Airtel)

2014 2015

HNI’s ambition is to reach a total of 50 million potential subscribers by end 2015




3-2-1 Is a multi-channel VAS

leveraging IVR, USSD and SMS

Users can access the service via different channels
& get varying access to content, mainly for free

The IVR offers access to the richest range of content, and is also best
suited to users with lower literacy levels, yet allows only 4 free calls per
month. Other channels have less content, but allow unlimited free access.

Access to all channels is significantly subsidized by the MNO

© GSMA 2015

IVR access by

USSD access
by dialing *3-2-
1#

\ SMS access by

keywords

SIM (STK)
application

(1) Access to agriculture topic depends on the version of the SIM, Airtel having changed the STK application over time for size constraint
(2) Emergency (launched in Dec. 2014), but has been excluded from analysis in this report which covers a period of data pre Dec 2014

simply dialing 3-2-
1

Access to all 8 topics : Gender (launched in Oct.
2014), health, family planning, microfinance,
agriculture, water & sanitation & land tenure
First 4 calls are free of charge (8 in 2015) then
200 Ar (100 Ar starting 2015)

Menus: gender (Oct. 2014), health, agriculture,
water & sanitation
Unlimited access, free of charge

Menus (keyword access) : gender, health,
agriculture, water & sanitation

Menus (STK access) : health, agriculture®
Unlimited access, free of charge

Product

Overview




User acquisition is dynamic though
users lifetime remains limited

Performance

Overview

Users active over the last ~6 months are
relatively new to the service

3,000 -

+3m

mobile subscribers
since 2010

100%
90%
80%
70%
60%
1,500 50%

While the user base has steadily grown, active rates (i.e., 2800 1

proportion of monthly active users) have been slowly declining
over the last 2 years. There are concerns around recurring
usage of the service, as approximately half of users who have
actively used the service in the last 6 months are very recent 1.000 7
additions to the 3-2-1 user base (i.e. have only been using the 500 -

service for 6 months) A “"

2,000 -

Thousands

40%
30%
20%
10%
0%

Jun-12
Sep-12 7

These results highlight the need to investigate the quality and '
nature of the usage of of 3-2-1’s user base in more detail. While
the user base growth is a positive story, the declining active

rates are negative story which needs addressing. Fm—Total users

Dec-12 =—&——

Mar-13
Jun-13 7
Sep-13 |
Dec-13
Mar-14
Jun-14 7
Sep-14 |

Share of active users (%)

Distribution of recent users® by number of months since first
usage

‘. 27%
Looking at users active from the 15t June 2014, 25% 1

27% of the users started using the service less 20% -
than one month before their last use, and 47% 15% -

0
have started using it less than 6 months before 10% - / 47 /0
5% -
0% -

0123456 7 8 91011121314151617 18192021 22 23 242526 27 28 29 30 31 32 33 34 35 36 37

# months
© GSMA 2015

@ Users being active after 1t of June 14.



HNI want to better understand and
drive relevant customer behavior

. o]
Need to understand behavior related to Keoyvzrrsieﬁm

intended impacts

The intended impact for the service covers both commercial and

social dimensions: By leveraging their existing data
= Commercial — Do 3-2-1 subscribers become more active and HNI have rich user data across channels for over 3m 3-2-1
valuable customers on the mobile network? subscribers. However, this data has been under used to date in
shedding light on key questions that would drive service
= Social — Do 3-2-1 subscribers become better informed, and improvements.
able to act on critical information related to given content
areas?

What are the Who might be
most effective willing to pay
: content areas? for the
SUIEECIE Social service?
ghe Well Who is most likely
. I. Informed t% eﬁhibit posiﬂve
4 it ehavior for he
O sub Citizens MNO?
cased ARP 5 Relevant behavior change

with stated dependence on
0 access to 3-2-1 information Answers: to be data driven

© GSMA 2015



Business Model Snapshot:

GSIMA.

Documenting 3-2-1 usage will be the cornerstone

of HNI’'s business model




An overview of the 3-2-1 model

GSIMA.

Key
Partners

(Airtel)

Grant
providers
/ funders

(USAID; Better U
Foundation, World
Bank, GSMA, etc.)

IVR platform
provider (o)

SMS platform
provider

2 E 4

Key
Activities

Disseminating
public service
information

Making content
mobile ready

Registering users

Key
Resources

Historical data

Value
Proposition

Users: get on
demand access to
information on
selected topics

Grant
providers/funders

provides efficient
dissemination of
messages

Content

Technical
development (IP)

Staff (<100)

MNO: improve
stickiness of users,
increase indirect
ARPU and VAS
usage
(note: direct revenue
generation marginal)

Customer
Relationships

Direct/indirect
relationship
with customers

Allows branding by
partners

Channels

SMS and USSD
most popular

IVR probably most
efficient to convey
messaging

Customer
Segments

B2C (possible to
generate direct
revenue from
mobile
subscribers)

B2B (e.g. seeing
content providers
as customers /
aligning with
business
objectives of MNO)

Cost ‘ ] Revenue
Structure Streams

Grants from MNO
Technical Call center providers/funder contrlt_)utlon (in
platform s kind)

Key Customer
Partners activities & Value
resources Proposition

Paid messaging

Marketing (marginal)

13



3-2-1provides cost-efficient message
generation and dissemination

Partners

3-2-1 leverages two types of
partners

= Funders interested in large-scale information

dissemination on specific topics and paying for Key | - | value o P— | castasr 0
the service, e.g. GSMA for gender content, the Partners ol | Activities Ry | proposition ([ | Relationships o2 | Segments L
World Bank on microfinance, USAID on water & I

. . public SeNICS Users: get on Direct/indirect
San'tat'on : information cieig}i?::aatti:gszito relationship

selected topics with customers B2C (possible to

= A mobile network operator hosting the service

for free with a view to boost loyalty among its .

users, to motivate its subscribers to use VAS, providers

. / funders
and to engage in CSR
Key y
Resources -

MNO: improve stickiness
Content of users, increase

indirect ARPU and VAS
Technical
development (IP)

generate direct
revenue from

mobile subscribers)
Allows branding by
Grant partners
providers/funders:

provides efficient
dissemination of
messages

Channels

B2B (e.g. seeing
content providers as
customers / aligning

with business
objectives of MNO)

SMS and USSD
most popular

IVR platform
provider v

Costs are very low due to a cost-
efficient content generation

usage
(note: direct revenue
generation marginal)

IVR probably most
efficient to convey
messaging

provider

m Od e I Cost E | Revenue
<F

Structure

Staff Marketing T;;Gg'r‘fﬁ' Call center

MNO

contribution (in R ssad g

= Content is provided for free either by the rans from
funders themselves or by animated sessions
with stakeholders like ministries, civil society
organizations, etc..

=  Costs are mostly fixed and correspond to the
core HNI team and technical cost related to the

platform (not covered by the MNO)

providers/funders kind) (marginal)

© GSMA 2015 14



Marketing and user knowledge could
be improved

© GSMA 2015

Marketing efforts could be better
coordinated with MNO, customer
access channels little understood

Marketing activities have been mostly
conducted by Airtel via push e-mails, presence
on the STK menu, radio spots and posters but
with little coordination with HNI

HNI promotes the service mostly by organizing
events

HNI has a limited understanding at present of
the engagement through different channels
for the service

Efforts focused on content generation
rather than on understanding existing
usage data

HNI teams moderate working groups among
stakeholders to get ahold of content

Once content is ready, it is aggregated to feed
the various channels

HNI operates a small call center to provide
support to the service but does not have direct
relationship with its users otherwise and miss
information on usage

Key

activities &
resources

Grant
providers
/ funders

IVR platform
provider us

SMS platform

provider

Activities o

Disseminating
public service
information

Making content
mobile

Registering users

M‘
Resources <

Content

Technical
development (IP)

Staff (<100)

Value
Proposition

£

Users: get on
demand access to
information on
selected topics

Grant
providers/funders:
provides efficient
dissemination of
messages

MNO: improve stickiness
of users, increase
indirect ARPU and VAS
usage
(note: direct revenue
generation marginal)

Customer
Relationships

Direct/indirect
relationship
with customers

J/

—

Allows branding by
partners

Channels

SMS and USSD
most popular

IVR probably most
efficient to convey
messaging

Customer h

Segments li-

B2C (possible to
generate direct
revenue from
mobile subscribers)

B2B (e.g. seeing
content providers as
customers / aligning

with business
objectives of MNO)

Cost
Structure

Revenue

<
all center

Grants from
providers/funders kind)

MNO

contribution (in

Paid messaging
(marginal)

15




3-2-1 value proposition Is strong
but needs further substantiation

HNI value proposition is strong

Currently, 3-2-1 is one of the most cost
efficient channels to disseminate information
at large in Madagascar

More than 3m users, prestigious funders and
an MNO satisfied with the relationship make
the service successful so far

... but missing pieces are needed to make the
service sustainable

Important information that HNI could leverage are
still missing to fully demonstrate the value
proposition to the funders, e.g. are 3-2-1 users
actually listening to messages? What types of
users are they?

More data analytics could also strengthen the
case with the MNO
KPIs based on data-analytics should be

developed and followed to best substantiate value
to funders and Airtel

Customer
Value
Proposition

Grant
providers
/ funders

IVR platform
provider e

SMS platform
provider

Key ‘:{
Activities 3%

Disseminating
public service
information

Making content
mobile ready

Registering users

Users: get on
demand access to
information on
selected topics

Grant
providers/funders:

Key ')
Resources (&=

Historical data

Technical
development (IP)

Staff (<100)

provides efficient
dissemination of
messages

MNO: improve stickir

(note:
generation marginal)

Cost
Structure

. Technical
Staff W EWG] ;gtf';:%? Call center

Value A,
Proposition Ri2R
~F

Customer )
Relationships /

_—

Direct/indirect
relationship
with customers

Allows branding by
partners

Channels

SMS and USSD
most popular

IVR probably most
efficient to convey
messaging

Customer
Segments

B2C (possible to
generate direct
revenue from
mobile subscribers)

B2B (e.g. seeing
content providers as

customers / aligning
with business

objectives of MNO)

Grants from
providers/funders

MNO
contribution (in
kind)

Paid messaging
(marginal)

16




GSIMA.

Exploring channels of access:

IVR Is the richest channel, though single-channel
users tend to use SMS/USSD

USSD




Channels have various pros and

cons for users

We consider why users might This will likely relate to factors around usability, discoverability, the
prefer different channels of literacy level of the user and their requirements around content

access to the 3-2-1 service storage

© GSMA 2015

IVR

“l want to access

(11 -
I want tO IISten the service without
fo messages not short codes”
read them”

SMS

USSD
(STK)

“l want to store
content on my
phone”

What is the relative
distribution of users ?
across channels for the J
3-2-1 service




Channels have various pros and

cons for users

Lty (SMS - STK)

(SMS/USSD)

IVR offers the richest channel for the
user in terms of experience

IVR is the only channel for which all content is
accessible to the user and the only channel which is
accessible to the illiterate user. It is therefore the
channel likely to deliver the richest user experience to
the widest audience. However, the fact that SMS is
available on the STK may make it easier to ‘discover’
for the user since it is available through browsing
‘Airtel Services’ on the SIM.

© GSMA 2015

IVR

Access to all content
areas

Accessible to
illiterate users

Access to half of
content areas

Completely free

Easy to discover (at
present) through
Airtel service on SIM

Completely free
Can store messages

Cannot store
messages

Content takes time
to access

Only 4 free calls per
month

Not suitable for
illiterate users

USSD interface may
be less intuitive for
users

STK access has
least content
available

Not suitable for
illiterate users



/1% of users access a single channel,
SMS/USSD users have access to less content

71% |_®_ Exposure to a given channel
J
IVR IVR only SMS 52%
12% ]

USsD 50%
Single channel use dominates, IVR of
. . . IVR 34%
later interest, while channel exposure is Sr—
fairly even 28%

= 71% of users have used one channel only, yet many
will likely constitute ‘one off’ users of the service

= While IVR is less common single channel use case SMS + USSD

than USSD/SMS, it is a more prevalent double channel USSD only %

use case than USSD, implying that the IVR use case 31% USSDO+ IVR

may be more likely to be discovered later in the 6l 6%

customer journey IVR + SMS

10% SMS + USSD + IVR I

= This is also reflected in the general exposure to given o

channels, where we see that IVR quickly catches up Sj

\ ' . ingle channel
with SMS and USSD categories 9 Double channel All channel users

users only users only

S = Segmentation of users by channels based on June-Nov. 2014 service traffic



Spikes In IVR/USSD traffic mark key s
events and behavior

vvvvv

1 — calls
“ — users

IVR

35800

ﬂﬂﬂﬂﬂ

Gender launch triggered ~6x spike in
IVR and USSD - | | |

,\,'1\'\_,&/_. JIM. o A
N WA A A A
AR RS R A o

The launch of the gender menu had a massive impact
on the 3-2-1 IVR traffic with the number of calls jumping

Jut A

e ar 3 ¥ sep :l How Dec
from c. 5,000 daily to 28,000 daily, same for USSD ’ Oct 2014

(Gender content

from <10,000 sessions to >40,000 sessions. launch)

— calls
IVR data reveals the ‘free call’ effect .
Spikes in IVR traffic at the beginning of each month
show the users’ sensitivity to a 5™ call being charged on \
the IVR, we do not see this pattern in the USSD. This L
suggests users are sufficiently aware and cost N Mw“ \
conscious around the ‘paid for’ element of the 3-2-1 N M
service S NN

© GSMA 2015



IVR is often a more “usable” channel i
INn the eyes of users

Users that preferred IVR pointed to the fact that they often trusted the automated calls more than if
they had received a messages. For many it was also an easier method for digesting the information

: : : Because | can
| like listening to hear a voice |

the calls trust calling
because it is more than

less effort reading the
messages

| prefer to call
because it is
easier for me to

follow the
instructions

©GSMA 2015
] On the basis of 20 in depth user qualitative interviews, pictures not to be shared publically without express user consent 22



SMS usage is driven by the STK &
limited to two topics

3-2-1 SMS traffic in 2014

JULJ |/ / JH — oo
[ MWU‘ /‘/L\W‘/\N’M plp\f\ﬂ‘N m/\ fl AN o A
sm‘ V 'ﬂ'\ \/ " \/\\ ‘,\ \I W ‘L/\\ L’\V\ I‘
,q “\ IR by
e f | |
| | !
- |
The SMS channel was not |mpact_ed py /MWW\WMM)\& AN A AN A i,
gender launch because STK application |
drives use e = A
‘ ' ‘ o Oct 2014
Only menus embedded on the STK (i.e. for users who access (Gender content faunch)
content through ‘Airtel services’ on their phone) have
generated sizeable SMS traffic. Users are accessing multiple
SMS’s in general, reflected in the greater gap between unique T
users and SMS traffic than for IVR/USSD: A\} * ‘10 000 ]

* Average SMS’s traffic per day (<20,000) is more than a 2x
increase over unique users (>10,000) per day

* Health and Agriculture access dwarf Gender and Water &
Sanitation (by a 1000x scalar), while Health is accessed 4x ‘ ¢ e :
more than Agriculture | Water &

Sanitation

« Itis likely that many users discover the application on their

STK by chance, given that over 50% of user base has been SMS access by .
exposed to SMS, the significance of this phenomenon Keywords
should not be discounted as;)“ghglg

© GSMA 2015



Batch SMS impacted IVR and USSD
traffic more than radio and TV

We can also assess marketing effects on ” .‘| o
traffic from channels . |

IVR “ |
The gender menu content launch had a big effect on Traffic ""l' |
channe_l traffic in response to batch SMS marketing (2014) ) I‘ L
campaigns o o | "’. ,.‘_n

* Both IVR and USSD channels were effected by batch
SMS in a similar way

* IVR response was higher to radio and TV than USSD,
though still comparatively lower than batch SMS effects

*  SMS has not been impacted by marketing activities USSD : |
(caveat: gender not included in STK menu) Traffic

(2014) : r

Batch SMS
W, ‘ a No impact
Radio + TV SMS - B R (0 AN OA A
Traffic ' | I
Other activities correspond to: (2014) | | |
Flyers (small numbers), conferences, 1 [ - ‘,_, )
other ' J

© GSMA 2015
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Mapping the Customer Journey:

Only one third of IVR calls end up in actual
message delivery

Cursory Occasional Repeat




A basic customer journey Is mapped G

across 5 categories

We formulated a customer journey similar to

those already used by the GSMA

The GSMA has used a similar model of the customer journey to
analyse the quality of user bases across different service types
including mobile agriculture information services, mobile money
services, and mobile insurance products. In each case we map

We have data for later stages of the journey

across channels for the 3-2-1 service

the progression of customers from a state of low awareness to
quality (or engaged) use of the mobile service

Defl n |t| O nS of various stages are detailed below:

Non-Aware

Users have potential to
access the 3-2-1 service
but are not aware of the
service

Users have become
aware of the 3-2-1
service

Users have not accessed
a single message, they
have only had a
superficial interaction
with the service

© GSMA 2015

Occasional

Occasional users have
called less than 5 times
over the period and have
accessed at least one
message

Awareness and earlier stages of the journey are harder to
quantify using available data. We will focus on understanding
different kinds of use later on in the customer journey

Repeat

Repeat users have called
5 times or more over the
period and have accessed
at least one message




We focus on 1 channel, 2 time
periods & 3 stages of the journey

IVR is the best channel to analyse We focus on later stages of the user journey
Users have not Occasional users Repeat users have
accessed a single have called less than called 5 times and
message, they have 5 times over the more over the period
only had a superficial period and have and have accessed to
interaction with the accessed to at least at least one message
service one message

Use data from 2 time periods Assess “engagement”
... but does she
listen to over
75% of the
message

f?

01/06 31/07 0110  30/11 A user dials the
I_l | | IVR and
accesses a

2014 2015

message...

© GSMA 2015 27



Reasoning for analytics setup and

focus areas

IVR is the best channel to
analyse

Our analysis is mainly focused on IVR
usage because:

= this channel gives access to all 7
menus

= jtis the richestin terms of reaching a
wide audience

= [tis the only channel for which “quality
of usage” can be assessed in terms of
understanding whether 3-2-1 users
have listened to the whole message

© GSMA 2015

Time periods were selected on
the basis of data quality

Due to changes in the IVR tree, we
selected periods for which we knew the
menu structure and messages were
consistent.

This ensured we were able to map the
IVR usage data onto the right menu
structure, and so calculate the listening
ratio for messages accordingly, i.e. how
many users have listened to 75% of a
given message

—

2014 2015

Period 1 Period 2

We focused on later stages of
the user journey

With 3 million subscribers to the HNI
service, the clear focus for HNI is to
understand its existing user base and
how to drive greater usage. We therefore
focus on 3 phases:

» Cursory — how many users never even
listened to a message?

* Occasional — how many users came
back to the service a few times?

* Repeat — how many users came back
repeatedly, and what was their quality
of use?

Occasional

Occasional users
have called less than
5 times over the
period and have

Users have not
accessed a single
message, they have
only had a superficial
interaction with the
service

Repeat users have
called 5 times and
more over the period
and have accessed to
at least one message

accessed to at least
one message

28



49.7% of users have listened to

messages In full

90%

These users are

Of users who have the most
. significant
never listened to a bottleneck to both
general and

message in full come

from CUISOTlY use
segment

engaged use...

Total users
evaluated:

~360k

© GSMA 2015

These users are
the most likely to
be highly
engaged and
valuable users of
the service...

15.3%
| S

Occasional Repeat

2014

Non-
Engaged

]

users who have
listened to a
message in full
(>75% of entire
message)

users who have
not listened to a
message in full
(>75% of entire
message)

01/06 31/07 01/10 30/11

2015



Higher quality usage increases
along the journey as expected

Non-
Engaged

Propensity to be
non-engaged,

i.e. not listen to a
message in full
(>75%)

© GSMA 2015

Quality usage increases later on in the
customer’s journey, while cursory use is a
serious bottleneck

= Cursory users, i.e. those who never even access a
message, still make up the majority (45%) of the base and
create the largest bottleneck in the journey to quality usage

= Qccasional use represents the next biggest bottleneck,
meaning only 15.3% of the user base has made more than 5
calls in the period

= Repeat users are more likely to be engaged than occasional
users




To Do: Calculate ARPU ssmR
implications across segments

For users who have
engaged fully with the

In order to demonstrate value to the MNO, more work Service, or used the
service more, are they

needs to be done with data analytics higher value subscribers

for the MNO?

Existing data is not conclusive But it could be across customer segments...
Existing data shows that the average We hypothesize that the average 3-2-1 repeat engaged
3-2-1 user has marginally better churn user would have more significant decreases in churn and
rate than the average non-user on ARPU uplift — but this needs analysing further

Airtel’s base, yet the story could be
made more compelling for the MNO

Cursory 49.7%
ARPU = ?

% Churn = ?

ARPU =?
% Churn = ?

45.2% Occasional/

39.5% non-engaged ARPU =2
ARPU = ? % Churn = ?

% Churn =?

50.3%

Repeat/ non-
[0) engaged
15.3% ARPU =?
% Churn = ?

Cursory Occasional Repeat



Other channels are “awareness
gateways” for most IVR users

USSD 1%t

16% =  We cannot fully quantify the

numbers of aware individuals, as
O not all will be existing users of the

O 3-2-1 service
Of IVR users
Accessed service 13t

through SMS/USSD o
IVR 1st =  This implies that other channels,

39% particularly SMS (45%), are
important gateways and likely
drivers of IVR usage

=  However, 61% of the users using
IVR have used other channels first

First channel of access to 3-2-1
(IVR users from 01/06)

M

2014 2015

Highlights need
to carefully consider
impact of SMS STK
component

01/06 31/07 01/10 30/11

© GSMA 2015



Cursory use clearly the primary

barrier in the journey

= Most of the users are at the cursory stage, 83.8% are exiting
at the home menu, showing that this is the likely driver for this

© GSMA 2015

bottleneck

83.8%

Of cursory users
stuck at home
menu

83.8% of the calls exit at home,
5.2% in the gender tree, 4.7%
in health, 2.5% in family
planning

19.5% of paying users are in
this segment (probably by
mistake)

Highlights
need to look at
home menu in
further detail

01/06 31/07 01/10 30/11

—

2014 2015



Users quickly become engaged, and i
listen to full messages

Occasional

= QOccasional use creates strong quality engagement, with users
more likely to end up in a message from a call than repeat
users (though not as frequently), and with a good listening
ratio (0.90) =  65.5% of the calls by

occasional users end up in a
message

= Message listening ratio
average is 0.90

Main exit topics : 24.6%
gender, 19.7% health, 10.4%
family planning

Highlights
that users start
to become
engaged

15.3% quickly

© GSMA 2015 | |

2014 2015

01/06 31/07 01/10 30/11



Repeat users have the highest

listening ratio

= Repeat users are less likely to end in a message from a call
than occasional, but their propensity to be engaged is higher,
with 92% of final messages being listened to in full (>75%
listening ratio)

Occasional

© GSMA 2015

51.4% of the calls by repeat
users end up in a message

Message listening ratio
average is 0.92

Main exit topics : (32.9%
home), 18.8% gender, 16.9%
health, 11.3% family planning

16.7% have paid for usage
58.9% also use SMS channel

46.4% also use USSD channel

01/06 31/07 01/10

—

2014

30/11

2015



Message to user ratios further

highlight value of repeat users

© GSMA 2015

. Users

. Messages l l -

listened at >75%
istened a 0 201,630

For every repeat
user 3.8 messages are

189,591

161,959

versus 1.5 for
occasional use

Demonstrates that
repeat users are not
only more frequent, but
also more valuable
users

Occasional

01/06 31/07 01/10 30/11

]

2014 2015



Customer journey summary

Segment / Stage

Repeat

Non-Engaged

Occasional

Occasional

Non-Engaged

Cursory

Non-Engaged

© GSMA 2015

Key issues

Close to one third of calls made by
repeat users do not pass the home
menu

51.4% of calls made by repeat users
end up in a message (a figure close to
occasional users)

Only 46.4% of calls made by repeat
users end up in a message listened to at
over 75%

65.5% of calls made by occasional users
end up in a message

Chances to listen to a message in full is
less than half of repeat users

83.8% of the calls exit at home

19.5% of paying users are in this
segment (probably by mistake)

Priorities

Improve IVR
tree design
and content

Boost repeat
behavior

Improve IVR
tree design and
content

Educate about the
< service

2
T / Improve IVR

home menu



Guard against vanity metrics and

measure what matters

A warning against vanity metrics

This picture of the data also clearly shows how looking at user
numbers, or even active rates (which are far better), is not
always sufficient to understand quality engagement. Consider
that:

3,000
2,500
2,000
1,500
1,000

500

© GSMA 2015

All users across cursory, occasional and repeat categories
will be registered (in the given period) as active customers

Yet of these active customers, 15% (repeat) drive most of
the valuable usage

So “share of engaged users” (i.e. >75% listening) make up
an even smaller proportion of the overall customer base than
is shown on the below for active customers

+3m

mobile subscribers
since 2010

mmmm Total users === Share of active users

Focusing on the metrics that matter

By focusing on the listening behavior of users and determining
how many are ‘engaged’, i.e. who have listening to a message
>75%, we can assess how many users in the base have used
the service in a way that could create real value

= |tis a logical pre-condition of behavior change — in social
impact terms — that the user must have listened to a
message in full, therefore only ‘engaged users’ should be
expected to exhibit the relevant changes in behavior

= The good news is that engagement rates for HNI are high,
with almost half of the users in a position to act on the
information heard

- 100%
- 90%
- 80%
- 70%
- 60%
- 50%
- 0

I gg;; Of the

- 20% recently
F*10%
- 0%

active user
base

Non-Engaged

38
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Cursory stage Is the main barrier

Too many users at the ‘cursory’ stage of the journey are
— the good news is that users later
In the journey appear highly engaged

-
83.8%

Of occasional + repeat
users listen to
messages in full

Of cursory users
stuck at home
menu

Cursory Occasional Repeat




GSIMA.

Mapping content access trends:

Creating data driven evidence around the
engagement with content from users




We Investigate access trends and
engagement across content areas

@ assess which areas gain the most hits — initial demand

S|eSIaAiI] NUSLW WOl

A &= B MW_

o :
e L, Agrcuure woronarce FEI Health
Water &
Sanitation
e assess the overall level of
i 2 assess the ‘pass through’ engagement! — ‘real access’ to
rates - attrition information

IE = ® @ A [T
i3 if i3 3 ig it
a o < 5 Message listened at over 75%
et ¢ 5 2
AN g -
8 2
o
=]

S)XD safessayy  92UBUL 0JOIW

© GSMA 2015 li.e. >75% listening ratio



Home menu Is the main roadblock
on the customer journey

52%

© GSMA 2015

Exits at home menu

| Incoming Calls

148,671

139,353

of calls do not
pass the home menu

Home menu traversals

Only 32%

of callsend up in a
Health message listened to
i at over 75%

58,183

Family Planning
(67%)

24,716 |

94,030

Message listened at over 75%

104,003

Micro Finance ~ Messages exits
(87%)

19,254

(90%)

Agriculture
(85%)

Water & Sanitation

= (74%)

o B
|

B8] Land Tenure 01/06  31/07  01/10

® (77%) I_l

2014

30/11

2015



The gender content has generated

high usage

© GSMA 2015

Exits at home menu | o=

Incoming Calls

338,883

Home menu traversals

46.8%

. of all IVR content
sGender  accessed is gender

75%
. content
gender content may
have generated
Health p . .
(74%) on family planning
§; Family Planning
[ (64%) 0
© | Micro Finance Message listened at over 75% | .=
& (8];%) _|] (82%) S 's lowest
Messages exits | .» conversion
Agricult a ratio to message
ricutture .
o 8a%) _Ilstens .
) (family planning,
Land Tenure L1 water sanitation)
= (77%)
™
[ee)
Water & Sanitation L |
= (64%)
01/06 31/07 01/10 30/11
2014 2015



Repeat users better at reaching

menus and messages

55,170

Exits at home menu

Gender
(79%)

69,250

Incoming Calls Health

(77%)

Home menu traversals ) .
Family Planning

(64%)
Messages exits

Agriculture
(87%)

o oo [z W

Micro Finance
1 (88%)

g Land Tenure

m (81%)

Water & Sanitation
o (70%)

© GSMA 2015

21%

of repeat users
exit at home
menu

113,879

Message listened at over 75%
(83%)

94,033

Most popular
content remains

Gender
Health

among repeat users

Repeat

01/06 31/07 01/10 30/11

]

2014

2015



Charged calls show a high
percentage of exit at home

- 45%

Of charged repeat users
exit at the home menu

Exits at home menu

5,922

Almost double the
rate for repeat users
generally

. Family Planning
*] Incoming Calls

Agriculture

& Home menu traversals

4,227

— Message listened at over 75%
Micro Finance

Messages exits

5,370

- Land Tenure

|:| Water & Sanitation

01/06 31/07 01/10 30/11

© GSMA 2015 | |

= June to Nov. 2014 calls charged to repeat users 2014 2015
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In-depth Gender Area Focus:

Access to gender menu Iin focus, with analysis that
can be replicated across content areas to powerful
effect

mportant Information 8
choices
regarding

4783
2188\
L A
2
Quarterly, : Good
K o sating upapusnoss  Frerueffihcioe

R L
nd Incof orating
mem.mﬁcuu » "m‘ R
s

8327 )

Kind of st nterprise M-';uw
s * L e Soiea '
250

Kinds of




We further focus on data from the
gender content area

Each content area has an associated
view of the IVR tree that we zoom in on

Psychu\r.,vio‘lsnca Physi'JlEnce Toll-fr

This tree is broken into two key components:

3
g 5238 Econo.iolenl:e

ber in
ence

perp:;a. iz::nca Definitions and Iurm::).; ple ! YOU;.;Etim o
_ _ H What sho e‘dpné 'm 3 violence 2686
Sub-menus — which are further areas of the Fovon o o st ~7 et ek
content area the user can select in order to e 1714 _ s v
access COﬂtent How k_:‘ pr‘l violence 7 Ths.,?.:m 0'18954 ;:25 ra It y:E:J' I_t;.l':rshear
I:‘J'aymd bl its victim 547 8292 perpslramiolenca

How to prevent violence
8435

Final messages —are the pieces of
information that we want to determine’’ X )
. Loy what is racy an
whether users access, and if so, whether saing ociton ™ b
H n. o Advice nning a
they listen to the content in-ful - e N N Everyon s and

.t 1621
N Responsibilities as
.* parents and spouse political development
xS 1168

£5 Rightsand jere Taking . politics
. respon ies for 6INg
education how to .e news Genl me

Violence
how to

Educal;‘
raist ren Ad for
s(rsngt! your
spousal ionship

2425

a14

Benefits from using a
saving br;

and offer

related on the

Prucedunr.'loin Airtel _Phone

201 Benelits"‘ng Airtel

. 306
Air.nay
386

rmation

Alr.;ney.

2 Docum needed
before y k for an
emp! ent

. u s 23430
. - 256 2205 207
L Ri nd . . Benefits from using
" i {
respo ies.of _gog Rightsand  55g Edgggyon Job a.semenl F574 Managl‘usmess saving branches and

000 parents, boys and girls  responsibilities ina ——__ Airtel Money

family 52752 377 1653

o] Ap) nce
Womsn's.s in their 7 outstan.:\sr‘ and HarmOm. Additi
tamilies wi va078 2750 15 u:'
new and useful advice 2676
PY impor:;nt ::-;forr;wa_xion ol 4384 ney m men{ Procedure for job
regarding life choices soekin
207 / 2460 Body a Ith care 2792 8 101
g A quot’rlghlen 3961 1525
............ Educa'n good s o Y L
1PHEIA m. 5 Quarter! es: Good
........ . , 3 seuing upasusness PSR
® e Sex tion . . and income-generating
...... Citizens rtificates activity
-------- Impart: of girls 832 225
-------- ed n Kind of si nterprise Advice i want to
--------- easy t p and po5 1057 gsetup a sl nterprise
........ mal e 250
............ Kinds of

can

i\dva.nga"
bul - .., ‘P_ror.;ﬁand
up a small‘enterprise

documet setting
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Gender question is a barrier, and

access and demand mismatch

New & useful advice

Messages exits
| Gender menu

aﬂ; Violence

118,614

31. Education
&

Economic development

Gender question exits

D Political development

© GSMA 2015

Message listened at over 75%

Economic development .
Political development .

Asking for gender
seems to be a problem
for some of the users since

12%

of the calls end at
this question

New & useful advice w

Traffic matches the order the

menu appears in to the user,

but does not reflect the same
order of user engagement

“New & Useful
advice”

39%

engagement only

Violence | &

Education

01/06 31/07 01/10

—

30/11

2014 2015



The menu In pole position shows
significantly lower engagement

The most popular content area is option 1,
likely driven by its priority placement
in the menu structure and its title since it has
by far the lowest quality engagement at

39%

The other 4 subtopics are closely grouped
around

Political
Development

New and
useful advice

% % 75%
calls listens

Sub-menu 1.1
category

Economic
% 75%

% % 75%
calls listens

23% 84% 15% 85% 6% 83% 6% 84%

% 75% % % 75%
listens calls listens

hit ratio/ 75%
listening ratio

Drop at Gender menu 5%
Drop at Gender question 12%

© GSMA 2015 49



The same pattern holds more starkly
at the message level

/ Though ‘deeper’ menus
receive less hits, the

qguality of
engagement is
much higher

The high hit ratio
likely driven by fact
that the message is
on path 1.1.1 — yet
engagement is poor
at only 8%

28,079 98% 99% 100% 98%

100%

90%

80%

70%

60%

50%

7,798 40%
30%

1,525 2,867 20%

10%

. #hits

(%) 75% listening
ratio 8%

0%
Messages with P

Outstanding men . Personal Care & reparation Joining an

most hits in sub- FAS = 1214 Sexual Violence | 1.3. Appearance 1.4.2.2 before an 154  Jonngsn

menu category interview with...*

Sub-menu New and Economic Political

“Sexual violence is unwanted sexual
touching or taking advantage (...) Snapshot of

Even within the conjugal relationship, = message

sexual violence is wrong (...)” content

© GSMA 2015
() Actual #1 message was ‘Job advertisement’ but this very short message (4.6s) just says that there is no content here



sing this technique, nodes can be

Isolated for investigation

The IVR tree and messages can be
systematically examined and improved
The lowest hit messages are at the

same level as the highest hits in the
gender menu

Ho void
perpetral iolence
What sho e done to
prevent ence of
violenice

. 1779
How to pry it violence
to avoid b its victim

1714

The IVR tree mapping highlights

where low/high performing sub-menus i

Psychol. violence

Sexu.lence
The d ion of
vi e 1

How to prevent violence

Physi.alence
803

5p68 Econo‘olence

347 1906
Definitions and forms of
s403 Violence

Toll-fre, ber in
case lence
If you a ictim of
vi e

1351

2686

What should be done to
358 address violence
1193

1825 i

8954 If you wi or hear
Pe ra abou nce

perpetrat violence

8292

and messages lie in the tree allowing 6495
; ; : . Violence
for corrective actions and quick fixes _
. . Educal." how to )
of technical issues raise\ghildren Adyie for what is D‘r_acv and
strenngg your Joining .sociation its fo tion
Advice nning a spousal tionship
b .Id g8 2288 ufls Everyon‘hts and
o oaz 3gre 35839 2867 responsibilityin politics Berefits from usihg a
Responsibilities as 1621 saving bragiigand offer
. relat n the
parents and spouse political development L ated oneo
1169 Pro:edunr.(oln Airtel
Ri nd go72 Taking ‘ politics
respon ies for 6919 201 Benefits ing Airtel
education how to 'e news Gen me AW
u s 23430
. 256 2205 207
Ri nd ’ i i
respo*ies of gpg  Rightsand _ p4,e. . Education ' a.sement - Managil.:usiness Sisi':lzf'ﬁ_;zz‘e:sa";%
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A irtl ne
Lowest hits 548 nolce 4 2\, 1688 366 .’ Y
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i . W Ll 2750 Addition rmation
a s 28079 1422 on Air oney.
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regarding life choices A Body a th care 2792 seeking 1012 Docum needed
902 A quot’righten 3361 Nes before y k for an
i Educati@filon good 901 y e employment
eLnovév\ q;nilgzt m’s g 972 Quarterly‘es: Good Setti busi Prepara efore an
gag Sex ation m. S etting up a business interview employer

messages
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Import: of girls
ed n

and income-generating

Citize nsl.rtificates

activity.
83 225
Kind of s nterprise Advice i want to
easy t p and 5q5 1057 setupas nterprise
mal e 250
Kinds of p‘sses that
Advanta‘ a lawful can tup
bu S Proc and
docume setting
up a smalt"enterprise

51



User testimonials should be layered
over analytics

Dig deeper into existing and
potential behavior change in relation
to content

et . . s = 1825
. . P I Lt PR R i
w w m m omomomom® .=

Pe ra
etrat violer
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Use a

mixture of data
analytics and
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gualitative
work to most efficiently and Since
effectively Improve the service then, Georgette feels that there has been a
delivery to change in her husband’s treatment towards
end users her.

— a change she attributes to the
information on women’s rights from the 3-2-1
gender service...*

* Extract from Alexandra Tyres’ Connected Women blog post here


http://www.gsma.com/connectedwomen/putting-a-human-face-on-a-mobile-service-for-women-the-story-of-georgette-in-madagascar/

This could be the basis of “insights

(1=

dashboard” to content sponsors

Create a replicable approach to producing
content dashboards to content funders so
they can track the performance and make
improvements to the content areas

Key

Lowest hits

Low quality
engagement
messages

In depth user
insights

wyfBlavoid
perp Ingviol
What shouidibe done to

prevent fgelifrence of
violafice. 384

In-depth user insights

The dgfiflition of !
How to prél@ht violence violenge 16954
to avoid being its vietim 2 Par.zr a
2547 perpetra violence
How to prevent violence
5435

Educatigi@p how to
raise‘ghildren Adyiga for

strengtnibg your 0 oolatio

spausal FeMetionship Joining gAN@Ssociation

what is D@M@cracy and
its foudation

Everyongi@liights and
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1821
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1168
Taking paftin politics
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Righigsand \ 8972
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edutation how to éE8lve news

g 05

Gender home

23430
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Sibilities of gog Aights and  540q Education Managifg &business

bays and girls  responsibilities in a Job advertise:
‘ . " 377

ol 7 1659

ights in their
lies

Appeara
Harmonidus Bousehold  Economic development

2750

. 1
new and useful advice

2676
importang@iilermation  © Yoag ney ménagement
regarding life choices N
902 A # 69 Body argdfigalth care 2792
quotgfi@brighten a¥s1
Educatjiifilflen good w ife
mMARNeTs

se

Quarterly @lices: Good
manners
CitizensHifi@ertificates

Setting up a business

‘Sex gdugation and income-generating

Procedurdli@ljoin Airtel

GSIMA.

Berlefits from using a
saving brafi@ijand offer
related on the

phone

201 Banefits gffiising Airtel
v

Benafits from using

saving branches and

Alftel Money, 306

LT

Airtglmeney

Addition@ififilormation
on Airfglioney.

Procedure for job
eking 1012 Documepis, needed

before ydulabk for an
1Bes employment

Preparati@filbefore an
interview Wih'employer

Importgfiggof girls ’ 225

edlcation Kind
easy to|g8thp and 5g5
manage

Advantag@8Rf a lawful
buSIfess Proceduge and
documerisifer setting
up a small'enterprise

Analysis time period:

Advice iffifli want to
set up a smallenterprise

Gender Content Area 01/06 31/07 01/10 30/11

2014




Along with recommendations to

content sponsors

Implementation
actions

Try ordering menu options

4 differently to assess potential of

content since traffic. So far traffic
exactly matches the order of
appearance

~# New and useful advice section to
be revamped because of poor
guality engagement

Investigate high engagement
gender messages (e.g. “sexual
violence”) with qualitative research
to understand possible behavior
change

GSIMA.

Psyl:ht:\. violence
80

1351
HowgBlavoid
perpetralingviolence gt
Definitions and forms o
What shouigbe done to 5403 Violence
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3
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In-depth user insights
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GSIMA.

Specific Customer Insights:

The lack of willingness to pay flagged, and the flip-
flopper problem assessed

... dials IVR &

nnnnnnnnnnn

Press 1: Press 2:
Fo :

r For
male female



User interviews often showed a
willingness to pay

This was most striking where users clearly linked messages around their needs for otherwise hard to
get information, especially around health content

My parents are always
absent, and so | was
never told about things like

This service saved my
baby’s life, | listened very

the menstrual cycle, this carefully to the messages

service has answered a lot
of questions for me

so | could treat my baby
when she had malaria

] Male user, 30

Female user, 15 _ _
= Started using health content in 2013

Using the service for a number of months

Very invested in the health content *  Happy to pay for content as he values the
Stated that 200 Ar is a reasonable charge per health messages
message =  Prefer to pay a one off payment rather than for
each call
© GSMA 2015 ) ) L ) ) ) ) 56
. On the basis of 20 in depth user qualitative interviews, pictures not to be shared publically without express user consent



Yet data analytics cast doubt on
users’ willingness to pay

But data analytics attest of the presence
of major barriers

The price for the service is considered
reasonable by the audience

© GSMA 2015

The mechanism of a 200 MGA charge per call starting the
5t call in a given month in 2014 will be changed to 100
MGA after 8 calls. In qualitative research conducted by
HNI, users often reported that they would be willing to pay
for further calls.

“| can afford it”

User
Testimonials

“200 MGA is very
reasonable”

*MGA = Malagasy Ariary

Patterns of paid usage
show very little engagement
with the service and

reluctance to
pay for it

= |VR traffic shows spikes at the beginning of each

month when users haven’t exhausted their quota
of calls for the month

Only 9,177 repeat users have had a paying usage

Attrition at the home page reaches 45.0% of paid
calls made by repeat users suggesting a high
number of users hanging up potentially in fear of
being charged

19.5% of paying users are occasional users not
listening to a single message in full, i.e. not really
engaged with the service




Outlining the “flip-flopper” problem,

users register gender both ways

Since gender content launch (Oct. 14), users
are systematically asked for their gender each
time they access the gender content

Problem

Around 20% of the gender content users do not provide
consistent data across multiple access

Question asked

Are we able to
assess the actual
gender of these
flip-floppers’

?

© GSMA 2015

Gender Content User...

User dials
IVR & enters
gender
content area

For

Each

access user
asked:

“Are you
male or
female?”

Press 1: Press 2:

For

female

For

male

20%

of gender content users provide

inconsistent
answers

Flip

Flopper
problem



Unfortunately data cannot be fully

conclusive

53.4%

of users answered
once only

20.1%

Of users in the
gender section* are
flip-floppers

© GSMA 2015

Flip
Flopper
problem

Total number of answers given to question (‘male’
70k or ‘female’) in gender menu

Users who
# of only hung

users up when
asked the

gender
question

¥
mle el - -
e

# of answers

Ratio of aggregate recorded gender (per user) for users who have answered
at least one gender question

50k
Most sit
at 50-50
mark
I I

Male ratio Neutral ratlo Female
0.0<- — gender e

(*) having answered at least once to the gender question




The topic of gender Is a new
concept for many users

Curiosity may be a strong driver for
choice in gender selection

| listened to the gender content to

see if men and women really were

Amongst those interviewed, users between the ages of equal

15-19 were the most curious about the differences
between men and women

Selecting male and female was often mistaken for a
category that offered different information depending on
your gender

| wanted to learn about the
differences between the rights of
men and women

| pick the female and my sister picks
the male so we can hear the
difference | thought there would be less rights for
women but | learnt they were the same
as men
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Further qualitative research highlighted
potential drivers to flip-flopping

Flopper

problem

= 12% of the calls are lost at the stage of asking the gender question, a higher drop out rate than
at the gender menu itself (only 5%)

Barrier

Data

Findings from qualitative research component

" Some flip floppers interviewed quoted a misunderstanding that selecting a different gender will
show different content, and expressed their interest in the content related to the opposite
gender

" Though seldom quoted in the qualitative research, some users reported difficulties dealing with
phones, and errors in entering gender could occur

= Most interviewees reported not borrowing nor sharing their phone when it comes to
accessing the gender content

Hypotheses

© GSMA 2015 . . . . . . .
Qualitative research is based on 20 one on one interviews conducted by the GSMA Connected Women team in Madagascar in Jan./Feb. 2015



Recommendations:

GSIMA.

Strengthen partnerships, increase understanding of

users, and monitor performance In real time




Recap of the 3-2-1 model

GSIMA.

Key
Partners

MNOs
(Airtel)

Grant
providers
/ funders

(USAID; Better U
Foundation, World
Bank, GSMA, etc.)

IVR platform
provider (vor)

SMS platform
provider

Key
Activities

Disseminating
public service
information

Making content
mobile ready

Registering users

Key
Resources

Historical data

Content

Technical
development (IP)

Staff (<100)

Value

Proposition S| "

Users: geton
demand access to
information on
selected topics

Grant
providers/funders

provides efficient
dissemination of
messages

MNO: improve
stickiness of users,
increase indirect
ARPU and VAS
usage
(note: direct revenue
generation marginal)

Customer
Relationships

Direct/indirect
relationship
with customers

Channels

SMS and USSD
most popular

IVR probably most
efficient to convey
messaging

Customer
Segments

B2C (possible to
generate direct
revenue from
mobile
subscribers)

B2B (e.g. seeing
content providers
as customers /
aligning with
business
objectives of MNO)

Revenue
Streams

Grants from MNO
Technical Call center providers/funder contrlputlon (in
platform s kind)

Paid messaging

Marketing (marginal)

Key Customer
Partners activities & Value
resources Proposition
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Key recommendations summary

© GSMA 2015

Customer value
proposition

Key activities &
resources

Partners

Recommendations
Improve user experience by addressing biggest
bottleneck to users becoming engaged

Investigate and improve the service experience
across gender category

End users not a good target in short (& likely
medium) term as revenue source — focus elsewhere

Determine feasibility of covering fixed cost model on
basis of a potential B2B model

Use the data to create a new monetisable value
proposition

Continue investigation of methods to best

disaggregate gender

Create case for continued access to mobile channel
that is attractive to MNO

Align with key partner KPIs/ objectives to strengthen
relationships

How can HNI
tackle the
bottleneck in the
user journey?

How can the:
challenge of
gender data
be further
investigated?

What is user
willingness to pay,

is there a good
B2C model?

How can HNI better
use their data to
support their cost
structure?

How can HNI
strengthen ties will all
key partners who are

critical for business
model?



Where In the user journey are the
barriers to valuable repeat use?

barrier

83.8%

Of cursory users
stuck at home
menu

Occasional

39.5%

Cursory

SWA




Address the home menu barrier
and users stuck at cursory use stage

Customer Improve user experience by addressing biggest

Value

CEIRItoll bottleneck to users becoming engaged

barrier

83.8%

Of cursory users
stuck at home
menu

There are a few competing hypotheses
as to what creates the barrier

Occasional
39.5%
Users calling the service by mistake, for
instance by mixing up the 3-2-1 service
with the 123 service’ focused on AIDS

prevention
. Users may be unwilling to pay and thinking
The service bottleneck from the user Sensiiviy  that by hanging up they wouid not be
perspective is the home menu charged
" User journey bottleneck is at the home menu with close to half . . .
of calls not passing the home menu overall Home Issue with the design of the home itself,
Menu potentially too long, user is confused about
=  The main contributor to this is users in the cursory stage of the Design next action

journey — 84% get stuck at the home menu

" The issue also prevails among repeat users with 27.2% attrition
rate at the home menu as well as among charged calls with a
high 45.0% attrition rate

Users find no interest in any content areas
mentioned, or do not think they can find what
they expect, so hang up

© GSMA 2015
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Test hypotheses around the barrier,
design service changes carefully

Customer Improve user experience by addressing biggest

Value

Test using COSNI bottleneck to users becoming engaged
multiple
techniques
different hypotheses best explored _ _
ome ment design wih user (451G, Implementation actions

test cost sensitivity with ethnographic

in-depth interviews
Conduct further user interviews (qualitative
research + user testing) to assess barriers at
home menu

Make sure you .. Make changes based on findings, and re-

measure using customer journey technique
re-measure

You need to know whether Y, . .
the situation has improved Further educate the audience about the benefits

— hopefully linking this to of the service and on the charging mechanism
your implemented actions through marketing messaging

Be careful

. . . Potentially make the service free of charge for
With changing the pricing = . .
model of the service to users, users irrespective of the number of calls

any change should be
supported by as much testing
and user research as
possible — changes of this
kind are very hard to reverse
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What is user willingness to pay, Is
there a B2C revenue model?

End users not a good target in short (& likely
medium) term as revenue source

User
Testimonials

Patterns of paid usage show
very little engagement with the
service and

reluctance to

200 Ar is very pay for it

reasonable

© GSMA 2015



Don’t focus on revenue generation

directly from customers now (or soon)

© GSMA 2015

Customer willingness to pay is not evident

Data suggests that usage is predicated — in the user’s mind
— on the basis of content being free

We see significant risk in implementing sudden ‘charging
models’ into the data — the IVR charged calls data is an
early indication of this, since we see opposite behavior than
expected

Revenue generated by users has remained low (less than
$1k/month) and cannot be considered as a benefit to the
MNO

Option would be to focus on a freemium style model, with
revenue generation for HNI coming from (essentially) B2B
model, likely from content providers

In a context of low willingness to pay, optimizing costs
becomes a necessity.

End users not a good target in short (& likely
medium) term as revenue source

direct revenue
contribution doesn’t
look like a good bet

focus on other
aspects of the
model

Implementation actions

Focus on business planning around different cost

structures, likely B2B model

Optimize media spend as well as message length
according to full content delivery
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How can 3-2-1 usage data be the
cornerstone of the business model?

Value Customer =) Customer A

Ke Ke,
Y of Proposition £ ; : / 13
P Relationships Z Segments ! I

Partners ‘.‘_55 Activities

==

Partners

Higher
i quality sub

On
L

deman

Key activities &
resources

MNO

) info
Partner | Key ’
* 'S

Channels Ve

ResaurcT \“\:J
; push :
Cost/Rev Content content to Mobile Biz
onten channel
structure Partner Tﬁ;gﬁfl customer

N @
® °

Revenue
Streams

Use data analytics to
Document
Engage
Refine

the value proposition
with key partners
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GSIMA.

Align with key partner KPIs/ objectives
to strengthen relationships

Partners

act'K'e'y Use the data to create a new monetisable
ivities & v
resources Value proposition

Determine feasibility of covering fixed
cost model on basis of a potential B2B play

What can be done with rares




Develop and monetize a content
engagement analysis model

Document and analyse customer content M Align with key partner KPIs/ objectives
engagement in line with interest of content partners to strengthen relationships

et g Use the data to create a new monetisable
Higher subscriber content engagement is little understood at resources Value proposition
present, but there is huge potential to refine and adapt content areas
based on data analytics, which can also be offered as a monetised Determine feasibility of covering fixed

value added service to content partners cost model on basis of a potential B2B play

Data in IVR channel alone demonstrates the potential to
IVR data gain deep insights into user behaviour with respect to
content engagement, these insights add significantly more

monetisable o :
proposition detail, and are based on much larger sample sizes (i.e. note: if engagements W'th these
entire populations!) than these organisations would Recurring (B2B) content generating clients are
otherwise have access to revenue on-going, this analytics model has
mode the advantage of a recurring
revenue model (e.g., monthly
By benchmarking against the costs such organisations reports, based on a subscription fee)
Find may incur in conducting M&E on ‘communication
RSNl  Outreach work' of this nature, HNI can start to build a note: there is potential to build
for business business case for the sustainability of the 3-2-1 service, further expertise (that is
case considering whether this monetisation channel would be Chance . . S
able to support their operations, which largely represent tolayer extra  monetisable in a similar way) to help
services clients refine their existing content to

fixed costs in nature ) .
improve engagement metrics

Content

Partner

72
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Use examples from our analysis as
a foundation

We show how existing IVR data can be used to B Aiign with key partner KPIs/ objectives
create granular insights — test value with funders to strengthen relationships

The slide below outlines analysis of content in the gender section, this ey Use the data to create a new monetisable
could form the basis of a report that is passed back to content area Tesources Value proposition

funders, and is — in some form or other — monetised in future

Determine feasibility of covering fixed
cost model on basis of a potential B2B play

IVR data
monetisable

proposition push content to
masses

Data .
analysis g al n

nsight AANE Implementation actions

Define and follow KPlIs in near real time and at a very
granular level to assess customer journey with a focus
on traffic, menus, content, repeat behavior and
messages listened in full — provide findings to content
partners

Using feedback from them develop a service offering
that can be monetised (B2B value proposition)

Lowest hits

High quality Low quality
eengagement engagement Analysis time period.

msm _ Gender Content Area 01/08 3107 e 301 Content
B4 Partner

73
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Example: recall gender specific

content area recommendations...

Support
partners in
measuring and
clarifying their
social impact
metrics

© GSMA 2015

IVR data
monetisable  Dpata
proposition

push content to
masses

gain
insight

Data
analysis

Implementation
actions

Try ordering menu options
differently to assess potential of
content since traffic so far exactly
matches order of appearance

New and useful advice section to
be revamped because of poor
quality engagement

Investigate high engagement
gender messages (e.g. “sexual
violence”) with qual research to
understand possible behavior
change

Align with key partner KPIs/ objectives
to strengthen relationships

I Use the data to create a new monetisable
Value proposition

activities &
resources

Determine feasibility of covering fixed
cost model on basis of a potential B2B play
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GSIMA.

Align with key partner KPIs/ objectives

Partners . .
to strengthen relationships
Key Use the data to create a new monetisable
activities &

Value proposition

resources

Create case for continued access to
channel that is attractive to MNO

MNO

What can be done with | Parners



Prioritise evidence for MNO KPIs to
ensure continued channel access

Given the level of dependence and in-kind support of Align with key partner KPIs/ objectives
] to strengthen relationships
MNOs around channel access, HNI should invest

activities &

resources Value prOpOSition

Higher MNO subscriber quality is important to demonstrate since
they will want to see demonstration of metrics that tell a good
story from a revenue generating perspective (even if this is indirect)

Create case for continued access to
channel that is attractive to MNO

= These metrics are complex to demonstrate, so target the easier
areas to measure first — e.g., MNO sub monthly revenue

= Aggregated data provides a small talking point at present, but

won't likely be enough longer term Implementation actions
= By analysing the 3-2-1 sub base across segments, you can isolate
segments that are of higher MNO subscriber quality, and therefore ./~ Negotiate access to more data from Airtel

align service development with the critical MNO (commercial) KPIs

¢~ Conduct analysis at the MSISDN level and build

= Another approach is to demonstrate that 3-2-1 users generate %" user profiling (including location data if possible)
more revenue for the operator once they have used the service by
comparing the usage and retention of cohorts or users over time Share analytics with Airtel and funders

= Given the level of dependence the HNI service has on these MNO
partnerships, we see further investment in this area of analytics as
critical, whichever way the service business model develops

MNO Pro-actively attempt to measure and

= This also important, since the more data driven insights that can .
P J Partner track KPIs of interest to MNOs

show progress for the business objectives of the MNO, the more
they will be willing to share data (potential virtuous cycle effect)
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Dis-aggregating gender

(and other demographic data)

© GSMA 2015

Customer
Value
Proposition

Key
activities &
resources

User dials IVR &
enters gender
content area

Press 1: Press 2:
For For

male female

Investigate and improve the service
Experience across gender categories

Continue investigation of methods to best
disaggregate gender



Continue to investigate challenging

guestions around gender

User dials IVR
& enters
gender
content area,

Press 0: Press 1:
For For

female male

The current ‘gender question’ does not work well
to capture reliable gender data from users

Digging deeper into gender and other demographic data, given
the interest of funders and MNOs alike to understand the user base
not only by usage profile but also demographics, it is critical to
address questions around the most effective methods to
understand and match mobile use with demographic data

= Qur data analytics around the existing ‘gender question’ further
highlight the confusion with this question.

= Qualitative interview work gives some insights, but no clear
actionable solutions going forward

© GSMA 2015

Customer
Value
Proposition

Key
activities &

resources

Investigate and improve the service
Experience across gender categories

disaggregate gender

Implementation actions

Invest in ‘user testing approach’ or ‘experimental
data analytics approach’ as options to investigate
problem further

Potentially conduct a/b testing to test options for
adjustment of the IVR tree

Reposition the gender question after message
listening, and parameter IVR so that it is asked
only once, possibly take the opportunity to ask
further questions then

Try ordering menu options differently to assess
potential of content since traffic so far exactly
matches order of appearance

New and useful advice section to be revamped
because of poor quality engagement

Continue investigation of methods to best

78



Try different approaches to get multi-

dimensional understanding of issue

Suggestions on two different approaches for
investigating the gender question outlined

An experimental

approach/ driven
by user testing

© GSMA 2015

Design mock-up solutions of the IVR menu
(or USSD/SMS) that can either be paper
prototyped, or mocked up on phone

They will subtlety differ from the existing 3-
2-1 service, only insofar as they insert ‘the
gender question’ at differing points, and
with differing content/ design

Bring in users for testing, and carefully
record their experience with the service
(ensure best practice, i.e., no leading
actions that would lead them to the ‘result
you want’), documenting the reasons that
led them to make certain decisions at the
menu*

Once a solution that works has been
documented, with enough user testing to
ensure confidence, then implement service
change

Customer
Value
Proposition

Key
activities &
resources

A data analytic
investigation
approach

. *cf MOOC course, or similar, particularly on material around user testing)

Investigate and improve the service
Experience across gender categories

Continue investigation of methods to best
disaggregate gender

= Use call center data to generate a data
set of reasonable sample size that
disaggregates gender of users (e.g.
through voice of caller). Notwithstanding
issues around device/SIM sharing
(though the qualitative research we saw
indicates that this phenomenon was
potentially less prevalent than expected),
investigate other patterns in the usage
behavior of users in the two groups, with
a research question: “are there any
patterns in usage behavior that appear to
correlate with the gender data from the
call center? (assuming this as a more
reliable source)”

= The issue may well be that there aren’t
any behaviors that differentiate users
successfully here, but insights from this
work may prove useful to develop new
solutions
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