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[bookmark: _Toc362848042]Update on the GSMA mWomen Programme
Beth Gertz, GSMA mWomen Programme Director

Beth led the group in introductions and provided an update on the GSMA mWomen Programme:
· The objective of the meeting is to encourage and equip operators, other industry members and development partners to increase women’s access and use of mobile at scale.
· The GSMA mWomen Programme aims to promote greater mobile phone access and usage by resource-poor women in in Africa, Asia Pacific and the Middle East by encouraging industry to serve the segment, increasing the availability of life-enhancing value added services (VAS) and promoting solutions to access and usage barriers.
· The programme works with industry and development partners to identify products, services, marketing approaches and distribution mechanisms that increase women’s mobile access in an economically sustainable way.
· Success includes scale, replication, economically sustainable and increasing women’s access.
· Stay tuned to www.mWomen.org and refer to the Working Group meeting presentation for more details on recent activities and future events and publications.
[bookmark: _Toc361840446][bookmark: _Toc362848043]Operators serving women: Examples and approaches (part 1)
Working Group members shared their approaches to designing and deploying mobile services that meet women’s needs. 
[bookmark: _Toc361840447][bookmark: _Toc362848044]Safaricom
Nzioka Waita, Director of Corporate Affairs, Safaricom

Nzioka shared his view that operators need to understand the commercial value in digital inclusion investments, such as those in the underserved women’s segment, in order to gain operator shareholder buy-in.  
· In a competitive mobile universe, traditional revenue streams have changed.  Cherry picking the highest-revenue customers will not be enough; operators will need to learn to serve the future market segments that may currently be underserved.   
· In this context, Safaricom has decided to stop being just a mobile operator and become a social enterprise, serving the market segments of the future.
· For customers, it is not about the product as an end, but what the product can do for them.
· Serving women can help a company survive in the long term.  Creating a relationship built on social value for customers creates a difficult-to-replicate comparative advantage in the market. 

Safaricom has several initiatives that aim to serve women:
· Afya Tips: Taking advantage of Kenya’s high SMS penetration, this service provides twice-daily SMS tips on six topics (health, weight loss, quit smoking, pregnancy, diabetes prevention and diabetes management).  Marketing for this service has been primarily below-the-line and it currently has ~150,000 customers.  Clear tips that are tailored for local norms and language are a key to success. 
· Linda Jamii, insurance for family health:  Consumers use M-PESA to pay the 120,000 Kenyan shillings premium. The success of this initiative stems from smart partnering with an NGO that understands the problem and an insurance company that provides expertise.
· M-KOPA:  Customers pay for this solar lighting system via instalment payments enabled by M-PESA.
· Grundfos:  This M-PESA-enabled system enables customers to access safe water.  The product can have a huge impact on the communities it serves, but it is challenging to bring to scale. 
· [bookmark: _Toc361840448]MShwari:  This service, offered in partnership with Commercial Bank of Africa, offers Safaricom’s customers access to savings and credit services.  Data on client financial behaviour gathered from M-PESA facilitates credit risk analysis.
[bookmark: _Toc362848045]Tigo Tanzania
Yaya Njdore, Project Manager
Yaya described his lessons learned as a dual GSMA mFarmer and GSMA mWomen grantee:
· As a profit-driven company, Tigo’s executives are looking for the commercial case for action for serving women.  Yaya made the case based on the indirect, longer-term revenue opportunities arising from increased brand loyalty and higher acquisition rates. 
· To better serve women, it is important to undertake in-depth research to understand their lives.  Tigo did this through an ethnographic research which allowed them to identify the barriers, challenges and priorities of women using mobile phones.
· Tigo’s approach to content development includes the following elements:
· A framework defining the products and partnerships required.
· Requirements definition, including the right delivery channel.
· Quality assurance, so the content is accurate and relevant for the user.
· It is essential to have a clear partnership strategy.  It’s particularly important to engage the government, which can shut you down at any point.  Partnerships upstream can provide technology and partnerships downstream can increase reach in rural areas.
· Challenges and solutions: 
· Finding a suitable NGO partner:  create a strong engagement plan, be specific, and identify the find incentives needed to spark and retain partners’ interest.
· Distribution:  NGOs can help with knowledge, tools and access to communities.
· Technology:  Since some of the women targeted will be using phones for the first time; it has to be very user friendly. It needs to mirror the client’s social challenges for it to work).
· Sustainability:  Building a strong ecosystem to target the whole value chain may help create a sustainable service.
[bookmark: _Toc361840449][bookmark: _Toc362848046]Orange
Catherine Flouvat, Corporate Responsibility, Africa and Middle East

[bookmark: _Toc361840451]Catherine described how she helped mobilized interest in mWomen at the group level, which ultimately led to a successful GSMA mWomen Innovation Fund grant award for Orange Mali.
· Making the business case internally:  It is easier to make the case for mHealth and mAgri projects, as they are business sectors with identified stakeholders and value chains. But women are not a business sector or marketing segment within the Orange marketing segmentation. Consequently, having a gender approach was not easy…  
· Orange determined 2 axis of work:
· Identify projects where women are key for the success of the project, and/or where women are involved to show internally how women are a key target for business and CSR. That led Orange to identify important projects, especially large experimentations of eHealth projects in Mali and Sénégal (mother and child remote consultation, consultation reminder or health tips & advice).
· Investigate in the regular Orange studies if the gender was identified and analysed. They did on 3 main studies: Quality of Service, Brand Tracking and Segmentation. By partnering with GSMA mWomen, a dedicated Orange team at the group level identified and analysed existing datasets and were able to detect some key themes about women across several markets, e.g. men are more aware of the value of mobile internet and mobile money services than women.
· Addressing the women’s segment is a not a technical innovation, but rather a different way of doing business. This is more complex and not conventional for a MNO, it is only the beginning of the journey!
· The main challenges are:
· Finding the right colleagues who are ‘enlightened’ and will see the business value in Orange affiliates.
· Finding the right partners to complement the company’s capacities and fill in the gaps in the field.
· Never forget the links between urban and rural women and even diaspora to make sure that communication flows and that the value of the solutions is understood.
· Keep in mind that women are wonderful and trustworthy entrepreneurs!
[bookmark: _Toc362848047]Field visit to a Musoni branch
Stanley Munyao, Acting CEO, Musoni 
[bookmark: _Toc361840452]
The Working Group meeting involved a field visit to local Musoni savings groups in the urban town of Thika, led by Stanley Munao.
· Before leaving the members were explained how the service works:
· Founded in September 2009, Musoni is the world's first 100% mobile micro-finance institution that provides loans using mobile money and other mobile tools to lower costs reduce risk and improve efficiency.
· It operates through savings groups, which review members' loan requests and submit high-quality applications to Musoni headquarters.
· Once a group expresses an interest in receiving a Musoni loan, they are met by a loan officer and get a full explanation of the service, its terms and conditions.
· Individuals must save 20% of the total loan request in their M-PESA account, the loan is received in the same account and all repayments will as well be made through M-PESA.
· In terms of the commercial numbers: 
· Musoni has a low default rate of 2%.
· Lean operations: 16,000 customers served by ~65 staff members.
· In the field visit, Working Group attendees had the chance to speak to savings groups on their experience with Musoni, some of the reasons they liked being Musoni customers were:
· Efficiency: the time between a member requesting a loan and it being approved is ~ 24 hours.
· Time Saved: because the loans are disbursed and re-paid using mobile money, there is no need to visit bank branches or ATMs, saving time on long journeys.
· Security: the use of mobile money means that members no longer need to carry cash around, reducing the risk of theft.
[bookmark: _Toc362848048]Insights and practical tips
[bookmark: _Toc361840453][bookmark: _Toc362848049]Insights from MAMA (Mobile Alliance for Maternal Action)
Brooke Cutler, Senior Program Manager, MAMA
Brooke provided background on MAMA and shared key insights based on their experiences in Bangladesh and South Africa.
· About MAMA:
· MAMA’s belief is that pregnancy and deliveries should be safe.
· [bookmark: OLE_LINK1]Its objective is to engage the global community to deliver maternal health information via mobile.
· It offers a growing body of health content, M&E and other tools and lessons to that can be localized to support replication.
· MAMA also links organisations and provides technical assistance.  For example in Kenya, 14 organizations have downloaded MAMA messaging. MAMA has encouraged them to form a consortium to which MAMA can provide technical assistance.

· MAMA offers a web-based repository of approved, open-source health content messages for end users and healthcare workers.
· The messages aim to provide information to improve pregnancy and delivery and to foster more engaged decision-making in the household.
· Content can be delivered via SMS or interactive voice response (IVR).
· Content needs to be tailored for the audience, e.g. by country, for rural versus urban audiences, etc.
· MAMA also runs workshops to help organisations customise the messages.

· MAMA’s experience in Bangladesh has been that programmes need to consider social norms about household decision-making, including men, to create tools that work for women.
· In Bangladesh, household decision-making relies heavily on the husband and/or mother-in-law.
· Need to target messaging and content to men to reduce suspicions arising from their wives’ use of mobile.  In Bangladesh, MAMA send husbands weekly SMS’s.
· Men also benefit from messages that foster trust with community health-workers.
· Need to provide an mHealth service which enables women to focus on other things, which creates value and an economic incentive to own a phone as it contributes to the prosperity of the household.
· There is willingness to pay in Bangladesh; once they get them free, they see value and will pay for getting more messages.

· Their experience in South Africa has been different, illustrating the importance of tailoring to a market:
· In South Africa, a large proportion of new mothers are single, HIV positive, and less reliant on a joint family household.
· [bookmark: _GoBack]Despite the cultural differences, the value of communicating with men emerged: Good Dad Guide available on MAMA mobisite (http://askmama.co.za/mobi.html).    

[bookmark: _Toc361840454][bookmark: _Toc362848050]Insights GSMA Mobile for Development Intelligence (MDI)
Corina Gardner, Senior Manager, GSMA MDI
MDI shared emerging insights on successful mobile operator / NGO partnerships.
· MDI gathers evidence on business models that are proving successful and/or being scaled up.
· Users include the mobile industry, development community, consultancies and others.
· Visit MDI to view the full suite of data, case studies, impact pathways and more.
[bookmark: _Toc361840455][bookmark: _Toc362848051]Unlocking the potential of women and mobile financial services
Building on practitioners’ experiences and research, we discussed opportunities to promote use of mobile money as a catalytic value-added service for women.
[bookmark: _Toc361840456][bookmark: _Toc362848052]Unlocking the Potential: Women and Mobile Financial Services
Dominica Lindsey, GSMA mWomen Research and Evaluation Manager and Susie Lonie, GSMA mWomen adviser

Dominica and Susie shared the findings from GSMA mWomen’s recent study, Unlocking the Potential: Women and Mobile Financial Services, created in partnership with Visa Inc.  The study, which included the diverse markets of Kenya, Indonesia, Pakistan, Papua New Guinea and Tanzania, examines the potential of mobile financial services (MFS) to serve low-resource women, and highlights opportunities for MFS providers to attract this important potential customer base, . 

· Women in developing markets are active financial managers.
· Although not usually the household breadwinners, 75% of women surveyed contribute income from small businesses, remittances or other sources.
· Women typically handle a high volume of low-value, cash-based, household transactions, e.g. 33% pay bills or send remittances.
· 60% of women surveyed save money for children, emergencies or other purposes.

· MFS can meet women’s needs better than many of the formal and informal tools they use today.
· Women expressed four key needs for financial management tools: convenience, reliability, security and privacy.
· Women in low-income settings use a variety of largely informal financial tools which often fail to meet these needs.
· Where MFS is already in use, women tend to rate them higher than traditional financial management tools.
 
· A number of opportunities exist for MFS providers to promote greater adoption of MFS by women:
· Invest to promote greater use of mobiles by women, e.g. by performing consumer insights research on the women’s segment and designing products and services to meet their needs.  
· Tailor above-the-line marketing to reach women, e.g. by leveraging media channels that women use and trust, and designing messages that speak to this audience.
· Invest more in below-the-line marketing, particularly via well-trained agent networks
· Invest to ensure the service consistently delivers the attributes women value: security, privacy, reliability and convenience.
· Address market-specific barriers such as perceived barriers to registration.

· If MFS providers are able to meet women’s needs, they not only will attract and retain more women, but also more men, enabling them to build scale and stability in their operations.

[bookmark: _Toc362848053]Successes and Challenges: Women and Mobile Savings Products: India and the Philippines
Camilla Nestor, Vice President, Financial Services, Grameen Foundation
Grameen foundation shared findings from consumer insights research in the Philippines and India, where they’re working with microfinance institutions (MFIs) to launch mobile financial services.
· Key findings include:
· Women play an important in household savings, generally using multiple savings methods, e.g. storing in the home, saving in bank accounts.  They are sophisticated financial managers.
· Women are more active savers than men and tend to have lower credit risk.
· While poorer customers tend to save less in absolute terms than better off customers, women save more than men at all income levels.
· Confidence and comfort drive uptake so training via agents or peer-to-peer learning within communities is critical to adoption.

· Grameen Foundation plans further research on the following: 
· Barriers to adoption.
· Role of user interface in women’s adoption and usage of mobile financial services.
· Interventions that can reduce women’s propensity to hand over their phones to agents to conduct transactions.
· The relationship between various agent models and uptake and usage. 
[bookmark: _Toc361840457][bookmark: _Toc362848054]CARE: deepening access to financial services
Nelly Otieno, Group Savings and Loan Specialist, CARE Kenya

CARE Kenya shared insights from the group savings and loans program that serves more than 600,000 customers from low-income households in Kenya,  79% of whom are women:
· Rural areas have limited access to banking services as most of the traditional banks are located in urban areas.

· There is a strong demand for linking savings groups to formal institutions, but challenges exist: 
· High transport costs as bank branches are often far away.
· Lack of awareness of bank services and charges.
· More demand for loans and withdrawal rather than long-term saving.

· To learn how mobile banking services can help overcome these challenges, with Bill and Melinda Gates Foundation funding, CARE partnered with Equity Bank and Orange to pilot a mobile banking service for savings groups in 2012.
· Savings groups can open accounts remotely via mobile.
· The shared accounts are secure, as three members must enter separate PINs to perform transactions.
· Loans are transferred virtually from the group savings account to an individual’s account.
· Members can deposit and withdraw cash at any Orange agent or Equity Bank branch.
· By the end of 2012, about 250 savings groups had signed up with net savings of $35,000.

[bookmark: _Toc361840458][bookmark: _Toc362848055]M-KOPA: Solar-powered lighting and mobile charging
Jesse Moore, Managing Director, M-KOPA
Jesse shared M-KOPA’s business model and potential to overcome a key barrier to women’s adoption of mobile phones:  lack of power to charge phones.
· M-KOPA is a social enterprise that aims to overcome two key challenges:
· A large proportion of Kenyans is not connected to the grid and as a result uses Kerosene for lighting, which has adverse health and environmental impact.
· Rural Kenyans often have to travel long distances and pay for charging their mobile phones.
· M-KOPA offers a solar-powered lighting and mobile phone charging device that owners purchase over time via M-PESA mobile instalment payments.
· Launched in September 2012 after a two-year-long development period, M-KOPA has sold 20,000 units thus far, with a volume of 1,000 units each week.
· 75% of registered users are men at present; however, women are an important part of marketing as it is a household product that serves the entire family.
[bookmark: _Toc361840459][bookmark: _Toc362848056]Breakout discussion
The group split into small groups to brainstorm two key questions:

· What are concrete steps to improve women’s awareness and adoption of mobile financial services?
· Involve men, acknowledging the role they play in household decision-making.
· Leverage NGOs’ knowledge of and trust within communities and women’s groups.
· Overcome the technical illiteracy barrier by using voice services, pictures and symbols.
· Choose the right marketing media and timing to reach women, e.g. at market days, on public transport, timed around women’s programs on the radio, after church meetings. 
· Use women as champions, e.g. women agents to train and educate.
· Recognize the influence urban men and women have with rural women family members. 
· Use vertical services as an entry point, e.g. mobile money, mHealth, mLearning, etc.
· Increase agent incentives to train and educate women.
· Introduce mobile training in schools to engage girls earlier.

· How can we create a link between women’s use of financial services and access to mobile?
· Encourage governments to make social transfers through mobile money.
· Encourage employers to pay salaries through mobiles.
· Encourage schools to accept mobile money payments for school fees.
· Encourage and equip women entrepreneurs to use mobile financial services for their small business needs, e.g. supplier payments.
[bookmark: _Toc361840460][bookmark: _Toc362848057]Women at the heart of key value-added services
[bookmark: _Toc361840461][bookmark: _Toc362848058]Innovations for Poverty Action (IPA)
Maria Langat, Information Systems Manager, Dispensers for Safe Water/IPA
IPA, an NGO that performs impact evaluations of interventions to reduce poverty, shared its experience using mobile in its Dispensers for Safe Water program.
· Background on the program:
· The program works with communities to place chlorine dispenser tanks next to rivers or other water sources. Users fetch water and then add the chlorine, which is a highly cost-effective way to improve water.
· The program also fosters a network of community champions who promote usage, as well as community education sessions.
· Motorcycle agents refill the chlorine dispenser tanks every 3 months.
· The program serves 730,000 people in Kenya, 54% of who are women.
· Women play a key role in water provision for the household.  60% of the 6000 community champions are women, as are 70% of community education meeting attendees. 

· Mobile technology plays an important role in improving the operations of this safe water program.
· Has helped to improve the speed, scale and efficiently of supply chain operations.
· Motorcycle agents now use GPS to more easily find the tanks.
· Mobile helps manage the chlorine dispensers to avoid stock-outs.  
· Users can dial a hotline to report issues with the pumps.

· Mobile has also replaced paper-based tools to improve community data collection to inform research and improve services. 
· The initiative encourages women community promoters to use mobile phones.
· IPA requires their phone number to contact them.
· Provides a ‘legitimate’ purpose for using phones in the eyes of husbands.

[bookmark: _Toc361840462][bookmark: _Toc362848059]GSMA Mobile Enabled Community Services 
Ilana Cohen, Africa Technical Analyst, GSMA MECS

Ilana described the central role of women to the MECS programme, which explores how mobile can enable increased access to more efficient water and energy services.
· Women in rural parts of Africa and Asia tend to be responsible for household water collection, walking an average of 6 kilometres daily to collect water, with negative effects.
· Reduces their time available for generating household income.
· Reduces their ability to attend school.
· Creates a physical burden due to carrying heavy loads.
· Exposes women to physical danger in unsafe settings.
· Exposes women to water-borne diseases.
· Lack of access to sanitation facilities also affects women.
· They are responsible for taking care of their children’s hygiene.
· Risks to menstrual health.
· Safety issues of open defecation at night.
· Water and energy services of the type MECS promotes must take women’s central role into account, underscoring the imperative of closing the mobile gender gap.
· Can MECS services offer another value proposition to women having phones?
· Mobile operators expressed the need for other ecosystem partners to help make the business case for MECS-type services, e.g.
· Use of mobile financial services to support B2B or B2C power, water and sanitation services.
· Use of voice and data to schedule waste collection times and routes or water delivery times.
[bookmark: _Toc361840463][bookmark: _Toc362848060]mHealth Alliance
Francis Gonzales, Program Associate, mHealth Alliance 
mHealth Alliance shared its objectives and its Gender Analytical Framework to help assess mHealth opportunities.
· Research by mHealth Alliance suggests that women express a need for and value mHealth services.
· Gender is a key consideration when designing mHealth interventions: 
· Women are responsible for children’s health.
· Women often face lower social status and greater disempowerment than men, which translates into lower access to healthcare.
· The framework identifies 4 domains for analysis to encourage women’s voices, participation and access to mHealth interventions: 1) development of technology and related content; 2) policy-making and implementation; 3) providers of health services; 4) clients of mHealth services.
· It also identifies 3 critical focal issues that must be addressed for an mHealth project to empower women and improve health outcomes. These are: gender based violence, engaging men and other community gatekeepers, and social and cultural norms. 
· Women and children should not only be beneficiaries of mHealth projects but should be equal participants in the development and implementation of mHealth interventions. 
· It is crucial to engage women in the community from the early design of mHealth services.
· It’s also important to engage men and other community gatekeepers, e.g. by consulting and advising them of services in advance to reduce suspicion and anger.
· The mHealth Alliance invites the GSMA mWomen Working Group to contribute to this area by:
· Generating evidence related to mobile phone technology, women’s empowerment and contribution to desired health outcomes.
· Develop indicators to measure women’s empowerment and gender issues in mHealth interventions.
· Document best practices and successful approaches.
· mHealth Alliance’s Gender Analytical Framework provides mHealth interventions with an outline to understand gaps and issues related to gender and to develop appropriate gender transformative interventions to achieve sustainable health and empowerment outcomes.
[bookmark: _Toc361840465][bookmark: _Toc362848061]Operators serving women: Examples and approaches (2)
[bookmark: _Toc361840466]Working Group members shared their approaches to designing and deploying mobile services that meet women’s needs. 
[bookmark: _Toc362848062]Etisalat Africa
Isabelle Hajri, Vice President, Commercial, Africa Region
Isabelle screened a video on Etisalat’s Mobile Baby service, and then shared lessons on replication:
· Find the right partners, including development partners who have expertise in health or other social services where operators don’t offer comparative advantage.
· Expand cautiously when offering health services.  For example, it can be tricky if women rely on a mobile service for emergencies, only to find network faults result in lack of access to the network.
· Adapt the system to different needs in different countries.  Etisalat adapted Mobile Baby to support polio vaccination in Nigeria and to address child malnutrition in other countries.
[bookmark: _Toc361840467][bookmark: _Toc362848063]Airtel Africa
Emmanuel Makau Business Development Manager, M-Initiatives

Emmanuel described some of the activities of Airtel Africa’s mWomen division, which was created this year to serve all 17 of Airtel Africa’s markets.  Some key services include the following:
· Uza Sasa:  an e-commerce platform that connects women artisans in the developing world to online global consumers.
· Tips for Her: health, beauty, fashion, careers and other women tailored for women.
· Fistula hotline: a toll-free hotline providing information and linkage to healthcare providers, in partnership with Freedom from Fistula Foundation.
· Women’s health pack:  provides information about women’s sexual health, pregnancy, new mothers’ health and general family health.
[bookmark: _Toc361840469][bookmark: _Toc362848064]Wrap-up and key takeaways
Beth Gertz, GSMA mWomen Programme Director
· Women are a market segment, according to our operator attendees.  Operators and partners need to reinforce the business case for action…and must not give up, as success reinforces internal buy-in.

· The service-access link:  We heard a lot of support for the hypothesis that effective marketing of relevant services for women can increase their demand for mobile phones.

· Effective partnerships are key.
· NGOs already have relationships and experience with communities.
· MNOs are eager to participate, but need help creating the business case for action.

· Men and other household and community decision-makers emerged as key to reaching women, taking into account existing social norms so women have greater license and freedom to use their phones.

· Data and evidence are crucial, both to help NGOs demonstrate the social impact of their programs and to help operators demonstrate the dual commercial and social value of these investments to their shareholders.

· Mobile financial services (MFS) are a key component of the mWomen value proposition.
· MFS can unlock the potential of many other services, such as water, sanitation and energy services such as M-KOPA.
· Women will be more likely to adopt mobile if the services can meet their latent needs.
· MFS providers can realize greater scale and stability in their businesses by serving women’s needs.
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