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	Company 
	Name 
	Position 

	AusAID
	Sharon McIvor 
	Policy Officer, Gender Equality Policy Section

	AusAID Jakarta
	Theresia  Citraningtyas
	Senior Program Manager,  Women in Leadership for Poverty Alleviation (MAMPU Program)

	Cherie Blair Foundation for Women
	Anant Nautiyal
	Mobile Technology Programme Manager

	Dialog Axiata PLC
	Charitha Ratwatte 
	Chief Manager – Sustainability

	Grameen Foundation
	Farid Maruf
	Country Technology Manager

	Indosat
	Hesti Diyahanita
	Division Head Professional Segment, Group Segment Management

	Indosat
	Ratu Maharani
	Professional Segment Staff

	Indosat
	David Murphy 
	Group Head Segment Management

	Indosat
	Adrian Prasanto
	Division Head of Public Relations

	Indosat
	Yunita Sari
	 Professional Segment Strategy Manager

	Mercycorps 
	Paul Jeffery
	Country Director, Mercy Corps Indonesia

	Millicom Tigo
	Anh-Tho Chuoug
	Global Customer Insights

	Mobitel 
	Jean Fernandez
	Senior General Manager - Customer Care

	Mobitel
	Gayangi  Karunarathne
	Engineer

	Nokia Life Tools
	Karthik Balasubramanian
	Head of Nokia Life, SEAP

	Qtel
	Maryam Ali Al Hajri 
	Head of Research

	Qtel
	Julian Gorman 
	Regional Operations Director

	Qtel
	Mimosa Mason 
	Officer Events Management

	Qualcomm
	Erin Gavin
	Manager

	Ruma Pulsa
	Aldi Haryopratomo
	CEO

	Smart
	Deborah Ann Tan 
	Special Assistant to the President/Head, Investor Relations and Group Enterprise Risk Management

	Uninor
	Madhu Singh Sirohi 
	Associate Vice President , Head- CR

	USAID
	Chris Burns
	Economic Growth & Agricultural Development Advisor 

	USAID
	Marika Olson
	Agriculture Development Officer, Economic Growth Office

	Visa
	Erin Steinhauer
	Director, Corporate Relations, Corporate Responsibility

	GSMA mWomen
	Susan Anaba
	GSMA mWomen Programme Coordinator

	GSMA mWomen
	Julia Burchell
	GSMA mWomen Knowledge Manager 

	GSMA mWomen
	Sarah Crampsie
	GSMA mWomen Programme  Manager

	GSMA mWomen
	Trina DasGupta 
	GSMA mWomen Director 

	GSMA mWomen
	Beth Gertz
	GSMA mWomen Deputy Director 

	GSMA mWomen
	Per Helmersen
	GSMA mWomen Research Manager

	GSMA mWomen
	Matt Steine
	GSMA mWomen Business Manager 









[bookmark: _Toc328491956]Agenda

6 June

0815-0830	Arrive and tea/coffee      
0830-0900	Welcome 
Erik Meijer, Director & Chief Commercial Officer, Indosat
0900-0930	Introductions    
0930-1000 	GSMA mWomen Updates & New Tools
		Trina DasGupta, GSMA mWomen Programme Director          
1000-1100	Launching mWomen Projects at Scale: Part 1
· Jean Fernandez, Senior General Manager - Customer Care , Mobitel, Case Study – Liyasara
· Deborah Ann Tan, Special Assistant to the President/Head, Investor Relations and Group Enterprise Risk Management, Smart, Case Study - Panalo Phone
1100-1115	Tea/coffee break
1115-1215	Launching mWomen Projects at Scale: Part 2
· Hesti Diyahanita, Division Head Professional Segment, Group Segment Management, Indosat, Case Study – Indosat mWomen Projects
· Erin Gavin, Manager, Qualcomm Wireless Reach & Farid Maruf, Country Technology Manager, Grameen Foundation: Partnerships with Other Industries 
1215-1330	Lunch
1330-1500	Panel Discussion: Partnering to build your mWomen Programme 
		Panellists include:
· Aldi Haryopratomo, CEO, Ruma Pulsa
· Paul Jeffery, Mercy Corps
· Karthik Balasubramanian, Head of Nokia Life, SEAP, Nokia Life 
1500-1515	Tea/coffee break
1515 – 1730	Workshop: Building internal mWomen Champions	     
		Facilitated by Trina DasGupta, GSMA mWomen Programme Director           
1730 – 1745           	Wrap up Day 1, discuss Day 2
1930 onwards	Dinner Seribu Rasa, Jl Haji Agus Salim 128, Menteng, Jakarta Pusat, Jakarta

7 June

0900-0930        	Arrive and Tea/Coffee 
0930 – 1045	Finding funding to kick start mWomen projects           
· Presentation by Beth Gertz, Deputy Director, GSMA mWomen Programme              
· Discussion with Christopher Burns, Economic Growth and Agricultural Development Advisor, Office of Gender Equality and Women's Empowerment, United States Agency for International Development led by Beth Gertz, Deputy Director, GSMA mWomen Programme              
1045-1100	Group photo and coffee break
1100-1145         	GSMA mWomen Research Updates
Per Helmersen, GSMA mWomen Programme Research Manager     
Erin Steinhauer, Director, Corporate Relations, Corporate Responsibility, Visa        
1145-1200	Field Trip Briefing
Hesti Diyahanita, Division Head Professional Segment, Group Segment Management, Indosat
1200-1245	Lunch 
1245-1700	Site visit
1700-1730	Discuss learnings from site visit
1730-1745	Feedback forms
1745-1800	Closing
1930 onwards	Dinner Samarra Resto, Jl Kebon Sirih Raya No 77-79, Jakarta

[bookmark: _Toc328491957]GSMA mWomen Updates
Trina DasGupta, GSMA mWomen Programme Director

KEY TAKEAWAY: GSMA mWomen has produced a number of new tools to help Working Group members launch mWomen offerings: www.mwomen.org/tools.  Members are encouraged to provide feedback to ensure these and other upcoming tools continue to serve their needs. 

For full details, please see presentation: GSMA mWomen Programme Updates_Indonesia Working Group_June 2012

[bookmark: _Toc328491958]Case Study: Mobitel’s  Liyasara
Jean Fernandez, Senior General Manager - Customer Care, Mobitel

KEY TAKEAWAY: Mobitel are in Phase 2 of their mWomen initiatives, having launched the ‘Liyasara’ women’s bundle on International Women’s Day 2012. Liyasara is the first Sri Lankan mobile telephony tariff plan specially designed for women with special features to enhance their lifestyles such as free life insurance cover; low rates for voice, SMS and data facilities; a content rich information portal on topics such as maternal and new born health, cerebral palsy and cancer awareness amongst others, all of which required successful partnerships with trusted content partners and strong internal buy-in.

Presentation title in Dropbox:  Mobitel - Liyasara - FINAL

The discussion after Jean’s presentation covered the following:

· IVR was chosen for the delivery of the information in the portal because the local language is difficult to translate to Western characters
· Anyone can access the Liyasara IVR portal but Liyasara customers get 20 minutes free access
· The creation of the Liyasara portal took into account lessons learned from the previous Mobitel women’s portal
· The beauty tips and recipes it provided were available elsewhere and thus did not see high use on mobile; however, Liyasara content is not readily available to the women it is targeted at and therefore is anticipated to be more popular 
· As an IVR menu may be unfamiliar to some customers it was made as simple as possible to navigate and the Liyasara SIM cards enable free access to the service allowing subscribers to get accustomed to it 
· Mobitel conducted research into what women subscribers need and are conducting studies to see impact on how women taking up the Liyasara information services
· Go to market strategy is on-going and involves several phases:
· Initial awareness creation (e.g. through an advertising campaign)
· Reaching out via women’s groups
· Partnering with Ministry of Women’s Affairs, followed by
· A series of campaigns each featuring an aspect of the project 
· When subscriber registers with Mobitel, they analyse national ID numbers, which include gender information.  This is used to target marketing of Liyasara to women
· Currently Liyasara subscribers are 50% women 50% men, as it seems at the BoP men often buy on behalf of their wives
· Initially targeting mothers (aged 22-40) with the content 
· Life insurance was previously available for post-paid customers, now available for pre-paid customers for the first time through Liyasara (one month at a time)
· Information collected through ‘Know Your Customer’ regulations is enough for registering with the insurance company
· Women in the Sri Lankan market prefer post-paid – seeing a bill makes them more comfortable
· Good uptake of the phone package: 3000-4000 connections per month so far, only launched in March 2012 with awareness phase of go-to-market strategy
· Access to portal is growing daily – at launch it saw around 15,000 hits per day, now it is seeing approximately 45,000 per day





[bookmark: _Toc328491959]Case Study: Talk ‘N’ Text’s Panalo Phone
Deborah Ann Tan, Special Assistant to the President/Head, Investor Relations and Group Enterprise Risk Management, Smart

KEY TAKEAWAY:  Affordability is key to closing the mobile phone gender gap. Talk ‘N’ Text is a BoP targeted, ultra-low cost handset and tariff bundle. It is the first in the Philippines to hardlock a SIM card into a phone, thus allowing for subsidization of the handset for BoP consumers. Each phone is subsidised by US $3, but the product’s success is such that it makes the subsidy back in 3 months and profits have been consistently higher than anticipated.

Presentation title in Dropbox: Talk & Text - Panalo Phone - FINAL

The discussion after Debbie’s presentation included the following points:
· ‘Panalo’ means ‘to win’ in the local language
· The job referral service within the handset is called Trabajo
· The hardwise SIM lock prevents the phone from being used to for other MNOs’ SIM cards.  (One would have to physically break to the phone to remove the SIM)
· The low price is enabled by a $3 subsidy but this is made back in 3 months with profit thereafter
· Lowest load denomination used to be 10 pesos; now it is 5 pesos in the BoP markets
· The direct sales tactics are resource intensive; this is mitigated by:
· Outsourcing this product under the brand Talk ‘N’ Text (the aspirational brand is Smart)
· The subsidy 
· Channelling usual advertising and communications budget for a product into door–to-door sales
· 30-40% of SIMs are often inactive across Smart’s customers but in Talk and Text only 18% are inactive, demonstrating high take up and ongoing usage among BoP customers


[bookmark: _Toc328491960]Case Study: Indosat’s mWomen Projects 
Hesti Diyahanita, Division Head Professional Segment, Group Segment Management, Indosat

KEY TAKEAWAY: Indosat has embraced mWomen as a driver for new scaled mobile offerings including its women focussed Hebat Keluarga tariff plan, which aimed to meet the proven needs of housewives to better manage their households and be in better contact with their family. It achieved 600,000 million female subscribers by the fourth month after launch, and 2.8 million female subscribers in a year.

Presentation title in Dropbox: Indosat - mWomen Projects - FINAL

The discussion after Ibu Hesti’s presentation covered the following:
· The GSMA mWomen Programme worked closely with Indosat to build and strengthen their mWomen ecosystem of partners
· Indosat have partnered with Nokia to create the Info Wanita (Information for Women) service providing women one year’s free access to information on topics such as healthcare, childcare, business and life skills
· As part of Indosat’s plans to strengthen its retailer network, it has partnered with Ruma Pulsa to enable Ruma’s mostly female entrepreneurs to become airtime retailers
· The MNO is also partnering with Mercy Corps to extend health data collection via mobile 
· Out of Indonesia’s 240m population, 50% women but there was only 11% penetration in this segment
· ARPU of women is around $3 per month
· 89% Indonesian customers are pre-paid


[bookmark: _Toc328491961]Qualcomm’s Partnerships with Other Industries 
Erin Gavin, Manager, Qualcomm & Farid Maruf, Country Technology Manager, Grameen Foundation

KEY TAKEAWAY: Effective partnerships take time, planning, patience and attention to detail. Qualcomm has worked extensively with partners, for example the Grameen Foundation and Ruma Pulsa on enabling entrepreneurship and mobile consumer survey tools. Through these and others, Qualcomm has devised the below formula.

Presentation title in Dropbox: Qualcomm - Wireless Reach Partnerships - FINAL


· Formula:
· Always work with a non-profit organisation on the ground to provide local insights and bring in other partners as needed (e.g. handset manufacturers for equipment discounts, government agencies for expertise, etc.) 
· Use a proposal process, i.e. MOU, listing cash or in kind contribution to a project from a potential partner to ensure commitment and request a letter of commitment in support of this proposal
· Schedule regular stakeholder meetings to address issues face to face
· Lessons learned include:
· It takes at least a year to develop a good partnership, therefore it often takes two years to have partners see the value of the programme and commit wholeheartedly
· Each project is different and different partners bring different challenges as well as expertise: e.g. on the corporate side one may encounter the challenge of multiple approvers whereas government agencies may bring a lot of bureaucracy – you need patience for good partnerships!
· Best practices include:
· All partners need to be willing and invested, including within a corporate organisation – for example, having the Government Affairs, Public Relations and Technical teams aligned and engaged 
· Create noise about the project: arrange media and marketing activities to start to ensure continued buy in, which could include a launch event, press release, case study and video – the more real and shareable the better 
· Tools and processes to practically manage and monitor the oversight of multiple partnerships include: 
· Develop a workplan within 45 days of a grant agreement with a partner and update it regularly on the back of regular status calls
· Keep hard copies as well as digital copies of project documentation and correspondence
· Use able interns! 


[bookmark: _Toc328491962]Panel Discussion: Partnering to Build your mWomen Programme 
Panellists:	Karthik Balasubramanian, Head of Nokia Life, SEAP, Nokia Life (KB)
Aldi Haryopratomo, CEO & Founder, Ruma Pulsa (AH)
Paul Jeffery, Country Director, Mercy Corps Indonesia (PJ)
Facilitator: 	Trina DasGupta, GSMA mWomen Programme Director (TDG)

KEY TAKEAWAY: A successful mWomen project needs multiple partners – NGOs, distributors, MNOs, manufacturers etc - to address its many needs.  Building a strong ecosystem is key.

Each panellist introduced his organisation and then a discussion was moderated and included questions from the floor.

Introductions

Karthik Balasubramanian, Head of Nokia Life, SEAP, Nokia Life 
· Nokia Life is a free application available on Nokia devices costing 30-150 USD in 4 key emerging markets (China, India, Indonesia, and Nigeria) 
· Information services include health, education, agriculture, employment and maternal health
· Personalised and hyperlocalised services are offered in 17 languages
· 75 knowledge partners across the key markets contribute the content, including universities, NGOs, etc.
· Nokia Life is working with Indosat on Info Wanita, an information service for women in Indonesia

Aldi Haryopratomo, CEO & Founder, Ruma Pulsa
· Ruma Pulsa is a social enterprise that empowers the poor using mobile phone technology 
· Ruma has recruited and trained over 10,000 low income entrepreneurs in Indonesia, of which 85% are women, to sell prepaid airtime, electricity, money transfer and other value added services  
· Through the partnership mentioned above with Qualcomm and Grameen Foundation, Ruma Pulsa has recently begun enabling women to work with multi-national companies to do market research among their networks
· Ruma Pulsa has a social as well as commercial mission: profit is shared between all entrepreneurs and Ruma Pulsa and the partner MNO
· Ruma’s business model is uniquely tailored to distribution opportunities and challenges at the BoP.



Paul Jeffery, Country Director, Mercy Corps Indonesia
· Mercy Corps is an international non-governmental organisation (NGO) aiming to help people living in the world’s most difficult situations and environments to turn these challenges into opportunities for progress. 
· It has partnered with the mobile industry in the following areas:
· Mobile banking and mobile financial services
· Mobile innovations in emergencies
· Provision of information and data collection through mobile networks in agriculture and health
· Benefits Mercy Corps sees from working with MNOs (such as Roshan and Indosat amongst others)
· The ability to reach scale
· Security in cash transfers – mobile money is an effective quick and secure way to pay people doing work for us after national disasters
· Improves sustainability of projects
· Real time flow of information
· Ability to reach rural and urban poor, remote populations otherwise difficult to reach

Q&A

How did the partnership with MNO come to be?

PJ: It often comes about through Mercy Corps’ team on the ground noticing a social issue we’d like to address and figuring out the best way to do that. Often the way to achieve scale and reach millions is via an MNO. The gateway into the organisation is often through CSR and then building on that initial conversation to reach the commercial side of the company, which can be a challenging transition to make. Mercy Corps reaches 3 million people in Indonesia and brings these into the customer base of our MNO partner.  We bring the trust of the communities the MNO serves and the ability and desire to address technical literacy challenges in these communities.

KB: Both Nokia and Indosat were GSMA mWomen WG members. It’s vital to work with credible partners, and we were brought together by the GSMA mWomen consultant in Indonesia.

AH: Qualcomm, our initial investor, introduced us to Indosat. Personal relationships with consultants at the GSMA and MNOs were also leveraged for introductions to other contacts and to strengthen relationships. Introductions by credible partners, luck and making the most of opportunities when they arise has been key to building the mWomen ecosystem in Indonesia.

What has been the biggest lesson learned from rolling out services in your respective partnerships?

PJ: Personnel changes within our partner MNOs has been a challenge, especially when personal relationships have helped to build a partnership. Therefore, we’ve learned the need to establish commitments in order to ensure relationships are held throughout organisations.

AH: Structural differences between Ruma Pulsa and the MNO provided a steep learning curve. Indosat is big company with many departments, whereas at Ruma Pulsa only have one division. Good relationships between divisions eased the communication process. Also, realistic targets are needed for the partnership, as scale came fast: we found the initial supply outstripped demand. In response, we ultimately doubled our staff to keep up with demand.

How do you ensure the quality of the product so life-enhancing mobile content both reaches commercially remote communities and is credible and accurate?

KB:  Nokia consumers already trust our brand, thus the content we provide must be credible. We work with a locally trusted institution (e.g. local government agency or university) that consumers are familiar with and have trust in.

PJ: We have long history of culturally acceptable, credible content and of transferring it to mobile. Also, the MNO doesn’t need to do expensive marketing to reach remote communities, as we are able to leverage our existing networks as an NGO.

AH: Traditional distribution models involve many layers, which is why they don’t reach those at the BoP. However, at Ruma Pulsa we focus on a distribution model that targets purely the BoP because their needs are different. You also need to provide for more than one product eg money transfer services, information services in addition to airtime top up and SIM sale to diversify the revenue opportunities.


Do MNOs demand exclusivity in their markets?
KB: Yes if the MNO sees the partnership as a key market differentiator.  It can sometimes be good for the partner to give exclusivity in order to ensure commitment from MNO.   However, it is a case-by-case scenario.

AH: We are actually seeing less of a trend towards exclusivity.

Is it better for the leader of the mWomen ecosystem to be an MNO or a partner?

TDG: It can depend on the market. For example, when working on its Mobile Baby service, Etisalat was proactive in bringing in content partners, funders, taxi firms, health workers, etc. to contribute.

How to deal with religious tensions in providing religious content?

KB: Local demand and sensitivities must be taken into consideration.  We offer a religious service in Indonesia, targeted to Muslim women. Customer insights research showed strong demand for this service locally.  In diverse markets with potential tensions between faiths, such a service may not be appropriate.

Who are key stakeholders in mWomen ecosystem and who’s missing?

PJ: The communities we try to serve – we need to help them recognise why mobile services are beneficial and create the demand amongst them. We need to ascertain more effectively when is the best time and what is the most strategic way of engaging with all the players in the ecosystem.

KB: All play an important role, but the MNO plays the main role. More public-private partnerships would be beneficial. The missing player is the telecom regulators.  They have massive power to change the market and lift barriers.

AH: I agree, regulator support is key. It will also be useful to engage the fast moving consumer goods companies, as they have the most extensive rural distribution networks.  

[bookmark: _Toc328491963]Workshop: Building your Internal mWomen Champions

OBJECTIVE: To brainstorm ways to gain support within MNOs when building and implementing mWomen initiatives as part of core business plans. 

KEY TAKEAWAY: Internal, cross-departmental buy-in at all levels of the MNO – from the communications to the product team - is absolutely vital to attaining the backing in order to launch and sustain mWomen initiatives.  Ideas to achieve this include:

· Conduct workshops promoting user centricity for senior management, rather than women specifically, the idea being this would lead to acceptance to focus on needs of consumers, which are demonstrably different amongst men and women
· Compare data from past product launches, looking at what it costs to make the product and what revenue it delivered to inform arguments in support of an mWomen life-enhancing VAS product’s development cost. This information can be combined with its potential appeal to both men and women, positive ‘brand rub’ and potential to improve policy discussions with a government to strengthen arguments for product development

IN DETAIL: The delegates broke into five groups, identified a lead and a scribe. They engaged in a role-play to generate ideas for building an internal mWomen buy-in.

All delegates were considered to be part of MNO X, which has just joined the GSMA mWomen Working Group.  A delegate has been nominated by the company’s GSMA rep to be the Champion of this program (which the Champion had actually never heard of until today).  Therefore, the Champion sought support from his/her friends from different departments (e.g. Research, Communications, Ex-Co, etc.) within the company for help (roles played by the workshop group leads). The group leads have been tasked with finding a way to build support within their departments and seek advice from their colleagues about how to secure internal buy in and action to achieve mWomen goals. 



WORKSHOP OUTPUTS:

Group 1: Ex-Co 
Although MNO X has joined the GSMA mWomen Working Group, most of Ex-Co are sceptical.  They think it is good to do on paper – ‘The GSMA asked, so we said ok’  - but not yet fully convinced of the value. You are a sub-set of the Ex-Co that think mWomen can be a competitive advantage, but how would you convince the others when there are not yet any hard and fast revenue numbers to point to?  What would be the key to changing their minds? And once you do, how can you get them to make mWomen a strategic priority for your organization?

· To sell to the rest of the Ex-Co, it should be stated that women are not a niche market, but half of the population so they have to be addressed. The following could be used to convince the non-believers:
· Brand tracker data - most operators have a male skewed perception when it comes to branding so they could become more female friendly. 
· Market size data – show the size of the local women’s market: it is imperative to have data figures to convince as well as localized information
· Gender tracking – can be used to record the shifts in women subscriber percentages and encourage the creation of specific life-enhancing VAS which could be driven out to the entire customer base
· The Ex-Co would have to see that women are influencers within the home and the market, for example when buying a car, even though the man may purchase the car, the woman may have strong input into the type of car, so enticing the women will inevitably entice the family and in turn the next generation because women have stronger brand loyalty than men 
· Finally, buy-in across each department would be far better than having just one champion.  mWomen champions from each of the divisions would come together once a month and brainstorm on how to develop the segment within your market. This would give the project momentum as well as ownership and a reporting structure to the ExCo.

Group 2: Communications department
You need to create an internal communication campaign that will get our (mostly male) employee base excited about the mWomen opportunity.  Your goal is mindset shift – moving from obligation to opportunity.  What will you do?  How will you measure success?  Remember – this is an internal communications campaign.

· Anticipated objections were:
· ‘Gender has no business value’
· ‘mWomen is a feminist initiative which does not affect men’
· An overarching key message would be put forward: women are a business opportunity and they are not being targeted appropriately, therefore the company is losing out on revenue. 
· In turn, each department should have a key message and benefit, for example:
· The marketing and branding team could take it as a stimulating scenario to build a business case and make their marketing material more attractive to women 
· The Ex-Co could insist on the improved shareholder value with gender diversity as a key point.
· Conduct workshops for senior management, promoting user-centricity, rather than women specifically, the idea being this would lead to acceptance to focus on needs of consumers, which are demonstrably different amongst men and women
· A researcher would be recruited to produce data on the opportunity/specific needs of women consumers in market 
· Various methods could be employed to showcase the initiative:
· A senior male champion within the company 
· Experts like GSMA mWomen
· High profile advocates like Cherie Blair 
· Everyday people with scenarios of how mobile phones have changed their lives 
· Two types of KPIs would be used to further their message
· Human resource engagement surveys, investigating for example:
· Employees thoughts on the company’s women’s initiatives
· Workplace satisfaction ratings before and after the communication campaign 
· Their willingness to recommend the company to people as a good place to work
· Volunteer champions, encouraging volunteers to be ambassadors of the program 



Group 3: Research & Product team 
Research has learned that women in our market are interested in finance and health-related services, but you can’t get anyone on the Product team to listen.  The Product team is getting a lot of pressure from all around the company, and they have no time to try anything new. How will you get the whole product team to focus on mWomen offerings?  What will it take to get them to launch an offering at the scale that your research shows women want?

· First and foremost “dress it up”: talk to the product team about a service in general (not just for women).  For example, health services; women are interested in health, but men would use the service as well. Women tend to be more family-orientated so the female buy-in would be high. The pitch can be dressed-up in a manner that gets the product team’s attention as a major revenue booster without mentioning gender to start with 
· If women are focused on, support for targeting them could include:
· There is less churn and low-cost entry points
· Research shows women tend to stay with a network longer and do not discard SIM cards, so the product grows over time 
· Research from past products could be compared; looking at what it costs to make the product and what revenue it delivered, This would in turn inform arguments in support of the mWomen product’s development cost (especially since it would be used by both women and men; provide positive ‘brand rub’; potentially improve policy discussions with a government keen to improve public health etc). So if the product team is arguing about revenue, one could back up the suggestion of an mWomen product by using costs from previous products
· The research team could partner with expert organizations on content, helping the credibility of the content and reducing costs for the product team
· A life-enhancing value added service (VAS) such as health information may make it suitable for possible government support/funding and may further reduce product development costs. Governments in developing countries are often willing to consider partnering on an agenda serving underserved segment.
· Partner/stakeholder links and associations via the GSMA mWomen Programme could lead to other possible business outcomes such as corporate profiling, improved social responsibility, and an opportunity to take a leap into a new area 
· NGO platforms, national councils, stakeholder partners, government, and international organization can be used for marketing, branding and spreading awareness. There are many ways to brand your product and reach out without expensive advertising.
· It is a win-win: it will cost the product team little and at the same time serve underserved women.

Group 4: Marketing & Brand
Our brand team does not believe in focusing on gender.  How will you convince the brand team that gender consideration is an important part of the brand?  What do you propose the brand and marketing team should do to capitalize on the mWomen opportunity?  How will you get them to do it?

· Most women are the financial managers in the family and so companies are missing out on a huge percentage of revenue by not appealing to women
· It is imperative that the needs and preferences of this powerful group are addressed
· Telecom companies have been traditionally masculine brands, even if not intended to be so
· Creative should resonate with men and women.  For example, an advert showing a woman having issues running her business and how a mobile phone can help her do simple things like calculate revenue, call distributors and keeping track of stock inventories.  Her husband is encouraged to purchase a phone for her, as it helps the family’s income generation (not just make phone calls to friends.)

Group 5: Sales & Distribution 
Competition is fierce, and your team has not hit its acquisition targets in three months.  You think bringing in more women retailers might be a unique strategy to build growth, but it has never been tried in your market and in the current environment you cannot convince anyone to take a risk.  What will you do to change their minds?  How will you get the innovative programme launched?

· Several points were marked to re-emphasize: 
· Women have strong social networks
· They prefer to buy from other women
· Women can drive family take-up as often they make the financial decisions at home 
· Research shows that women are loyal customers and will keep churn low from this channel; once they start with an operator they are less likely to change networks.
· Women represent a large untapped opportunity, with 50% of the population that isn’t being targeted/reached effectively 
· There is a low cost per start-up: it has been shown that it only takes having a branded sign affixed to an outlet to make women feel like they were strong entrepreneurs 
· This would bring about a possible exclusive channel through joint loyalty between women and the operator; the retailer automatically becomes a brand ambassador.
· Experts/Champions, e.g. GSMA mWomen representatives, could be invited to Ex-Co briefings as proof of the size of the initiative; they would bring figures such as market size, analysis, and sales margins. 
· Donor organisations and government agencies, e.g. USAID and AUSAID could be approached for funding support to mimimise the commercial risk 
· Finally, seeing is believing: take the team out for site visits and focus groups to show that the women are making them money

[bookmark: _Toc328491964]Finding Funding to Kick-start mWomen Projects

[bookmark: _Toc328491965]Presentation: Introduction to the GSMA mWomen Innovation Fund Grants
Beth Gertz, GSMA mWomen Deputy Director      

KEY TAKEAWAY: The first round of GSMA mWomen Innovation Fund grants are to be launched this summer, inviting applications from MNOs.  The Fund aims to accelerate industry-wide shift to greater focus on the women’s segment.

Presentation title in Dropbox: GSMA mWomen - MNO grants update - FINAL

GSMA mWomen sought to share the current thinking on the Fund and elicit feedback while the exact application process and criteria are being finalised. When final, GSMA mWomen will send full details to all Working Group members including guidelines for concept notes and a confirmed timeline; however, please do feedback any thoughts on the grant mechanism directly to Beth Gertz at bgertz@gsm.org. 

Q&A

Can recipients receive funding if they have received funding from the GSMA before?

An applicant must be a legal GSMA member and an active, committed GSMA mWomen Working Group member.  The final application criteria will be established with the grant management firm, including all legal details. 

Does it need to be a new project or can it be an upscaling of a current project?

It can be either.  We’re looking for scale, so that will be a bigger factor than how new it is.  Innovation will also be a key criterion.

Who will select the grantees?

A grant management company will be used to maintain GSMA neutrality to members and a competitive process is under way to source a company to play that role.  The selection process will be via an independent selection panel.

How should applicants interpret ‘under-served’ in terms of the target women beneficiaries/consumers?

We see underserved women as being those at the base of the economic pyramid (‘BoP,’ i.e. those living on under UD$2 per day) or women living with cultural challenges to their ownership and effective use of mobile phones. 

Which geographical areas will the grant focus on? 

They will focus on South Asia, Sub-Saharan Africa, the Middle East and the Pacific.

Does the grant amount and process work for MNOs? 

The discussion in the room established that US$50-75k is a reasonable level for an MNO to match and that two months is a reasonable application period. Delegates also agreed that a concept note would useful to enable GSMA mWomen guidance to an MNO applicant before it embarked on a formal application process.


[bookmark: _Toc328491966]Discussion: Donor Agency Funding for your mWomen Project
Chris Burns, Economic Growth and Agricultural Development Advisor, Office of Gender Equality and Women's Empowerment, United States Agency for International Development (USAID)

Supporting documentation: USAID Kickstarting mWomen Funding 06 June 2012 (includes other potential grant funds)

Discussion points:

· USAID has a keen interest in seeing MNOs succeed because they recognise MNOs represent most efficient mode of delivery to the most remote beneficiaries through communications networks
· The USAID Global Development Alliance may be the most useful mechanism for MNOs to keep in mind:
· It is a way for USAID to bring in private sector interest to the entire range of development foci: health, education, food security, etc.
· It is also a way for the private sector to approach USAID
· MNOs can use it to find an NGO implementing partner or come with their own implementing partner
· MNOs need to at least match the funding 1 to 1 via at least 25% cash 
· GDAs involve a fairly quick process written to specific entity within USAID eg to a local US mission
· NB – the large majority of US international development money is allocated to in-country missions
· MNOs can approach the following with ideas/concepts for GDAs:
· Their local mission 
· GSMA mWomen
· An NGO/implementing partner already familiar with the GDA application process
· Learn about open GDAs by:
· Forming informal contacts at your local missions/regional presence
· Some local USAID offices run training sessions in applying
· Compliance requirements exist whatever the grant amount
· Eg ensuring gender is accounted for, environmental standards met , projects do not fund terrorism or enable drugs trafficking, etc.
· No official threshold for GDA but over $200,000 usually
· Gender investments are popular
· GSMA mFarmer GDA may be suitable for agri projects
· What things most commonly go wrong? What should MNO applicants avoid doing in working with USAID? MNOs need the:
· Ability to show the development impact of what trying to do
· Ability to measure the impact and identify it clearly and specifically
· Evidence for impact and have that integrated into concept notes and applications 
· GSMA mWomen can assist with M&E tools


[bookmark: _Toc328491967]GSMA mWomen Research Updates
Per Helmersen, GSMA mWomen Programme Research Manager     
Erin Steinhauer, Director, Corporate Relations, Corporate Responsibility, Visa    

KEY TAKEAWAY: Following the range of financial needs identified in Striving and Surviving: Exploring the Lives of Women at the Base of the Pyramid, GSMA mWomen will partner with Visa to conduct further research to understand women’s utilization of and unique needs regarding mobile financial services 

Presentation title in Dropbox: GSMA mWomen - Research Updates – FINAL

[bookmark: _Toc328491968]Field Trips

Delegates were divided into three groups for the field visits: one group visited the Bekasi Women’s Community.  Two other groups visited the sales points of female entrepreneurs from the Ruma Pulsa network.

A brief account of the visits is included here; more detail, photos and footage will be posted on mWomen.org in the coming weeks.



[bookmark: _Toc328491969]Bekasi Women’s Community

KEY TAKEAWAY: mHealth and mLearning services would be welcomed by women at the right (very affordable) price. Those having used Info Wanita value the money management, business and pregnancy information. 

A 3,500 member-strong network of women of varying professions, the Bekasi Women’s Community empowers women with education, information and services.  Approximately 40 women from the community greeted the Working Group delegates. 

· The overwhelming majority of them owned phones and had bought them for themselves, sometimes on a credit plan
· They said they had taught themselves to use their phones and that SMS was the most popular activity due to low cost of this kind of communication 
· They get Facebook on their phones and use it to talk to friends and family; they do not talk to customers. The women indicated that they did not access mobile web sites other than Facebook 
· mLearning & mHealth services were of interest to the women if those services were very affordable
· The group said they would pay IDR 100 (approx. US$0.01) for a piece of health advice
· Sexual harassment of children is a problem in the crowded housing conditions of Bekasi and the women felt it would be helpful if there was a mobile phone service for confidential reporting of incidents
· The women were adamant that when it came to managing the family finances that they were the boss: they told us their husbands give them all of their money to make the household purchasing decisions  
· Lots of the women’s husbands smoked and the women were concerned that this was a drain on the families’ disposable incomes
· The women found it very difficult to save money. One solution they use is a savings group that meets weekly

Info Wanita

· The group that had used Info Wanita said they like the pregnancy and financial management information best
· They noted that the first year of the service is free but then said they would be willing to pay because they felt it was a good service.
· One woman felt it important to get the information on her phone because she is able to save the messages and forward them on to her friends who may not have the service on their mobiles. 
· She felt the mobile information service is useful for women because it saved them researching on the internet or buying magazines as it came to them free with the mobile phone bundle. 

[bookmark: _Toc328491970]Ruma Pulsa

KEY TAKEAWAY: Women are gaining both financially and personally, adding to the family income but also being empowered by the experience of running their own stores and raising their social standing within their communities.

Ruma is a social enterprise that has recruited and trained over 10,000 low income entrepreneurs in Indonesia, of which 85% are women, to sell prepaid airtime, electricity and other value added services. 

Indosat Direct Sales Agents 

Indosat has partnered with Ruma Pulsa to enable entrepreneurs within the network to become sales agents for Indosat products.

The Visit

On one site, the group met two Ruma Pulsa entrepreneurs, Ibu Halimah and Ibu Lia, who live and sell Indosat airtime about 10 minutes away from each other in Desa Pagedangan, Tanggerang. 

· Entrepreneurs sell products like snacks, drinks, spices, toiletries and pre-pay electricity in addition to airtime
· The training and support Ruma Pulsa provides has enabled the entrepreneurs to earn more money and sell more products
· Indosat airtime was a bestseller amongst the entrepreneurs, for example, Ibu Halima makes about IDR 50,000 (US$ 5.30) profit per day from selling airtime and in the future would like a counter exclusively for mobile retail
Page 2 of 14

image2.png
AaBbCcDd AaBbCcDd AaBhC¢ AaBbCc AaBbCcD AaB AaBbCci AaBbCcDd &, Replace

TNormal  TNoSpacing Headingl  Heading2  Heading 3 Title Subtitle  Subtle Emp... N select ~

2 copy

~ < Format Painter

Clipboard [} Editing

R N TN TR T TN NS AN AT TN R SO TN e U

s m\\ome
T —

Working Group Meeting Notes
June 2012

@/ otelGroup ¥ indosat

Tndosat

= ]
B Msg for.. ' E¥ Untitle.. ||/~ Shakes.. |([Workin= | |'S Skype™




image1.jpg




