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I The AudienceScapes Research Pro

InterMedia's multiyear AudienceScapa®ject isaimed at bridging knowledge gaps about media

preferences, personal communication habits and the use of information and communication
G§SOKy2t23A8Sa oL/ ¢ao Ay ! FNROIsnhmeReflegts tkehokd & Biah € 2 LIA Y
development organizations to understand the changing communication preferences and needs of their

Wl dzR AtSthe @&Ryét eopulations Wwom they are trying to support.

Ultimately, we believe this research will improve develmmt outcomes by helping to ensure that

critical information about health, farming, finance and other key topics gets to those who need it most
in the most appropriate and usdriendly formats and stimulates useful twavay communication

between developmat aid providers and recipients

Project Background

Communication, ICT and media market research is already conducted in developing countries by a
number of academic and multilateral institutions, government agencies and commercial research firms.
Themajority of this researcthas a fairly narrow thematic scope and/or does not cater to the specific
needs of the development community. In addition, much of this research is not readily accessible to
many development organizations because it is either propneteostly to collect or purchase, or simply
not easy to access.

InterMedia, anonprofitresearch institute, is leveraging its analytical capabilities to nsaioh

informationwidely available via the AudienceScapes websiten{.audiencescapes.oygThe unique

characteristic of the AudienceScapgmntitativeresearch design is its combination of detailed baseline
AYVF2NNYEGAZ2Y 2y LIS2LX SQa YSRALF FyR 02YYdzyAOFGA2Y K
gather, share and assess information on specific development tojpi¢his case, farming, health and

personal finance.

Our vision is to evolve AudienceScapes into a key reference tool for development practitioners and local
stakeholders, in much the samewthat the Demographic and Health Surveyenv.measuredhs.comn

are for population, health and nutrition data, the Living Standards Measurement Study
(http://go.worldbank.org/QJVDZDKJE8 for household social and economic datad the World Values
Survey www.worldvaluessurvey.oigs for gauging people's views and beliefs about politics, religion

and otter topics

Given the rapidly changing technological and information environment globally, and the growing
emphasis on using participatory communication tools in developing countries, we see a strong need for
an ongoing source of extensive, objective arahglar communication and media research in Africa and
elsewhere.
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Our Research Approach

InterMediais takinga two-pronged approach to the research component of AudienceScapes in the
project's pilot countries of Ghana, Kenya and Zambia:

e Quantitative analysislooking at(1)i KS ISy SNI £ LR LzZ A2y Qa | 00Saa
to and use of information and communication technologies (ICTs), and-efarmbuth
communication habits; anfR) how these factors affect people's acquisition of knowledge about
key development topics.

e Qualitative analysisof how policy makers and influencers gather, assess, share and disseminate
critical information related to development topics

This report is based on a quantitative survey in Kenya andcegigdevelopment practitioners a
concise but rich description of the development information environment in Kenya. It offel
insight into how information is gathered, shared and used at the grassroots level. In

addition, it showcases the power of the AudiesScapes national survey instrument to help

the development community better target its communications and information efforts.

This unigue dataset addresses some of the toughest questions in development program
management: How much and from which sources various segments of the population
learn about development issues? How can we share critical information with target
demographic groups efficiently and effectively? What sorts of information do people want

need or lacR

The nationally representative survey in Kenya was conducted over three weekgs amduAugust 2009.
A sample of 200 respondents was selected from the adult population (15 and over) according to a
probability-proportionatto-size (PPS) sampling pfagsee Appendif for more details on sampling,
fieldwork, and data processing procedg. Key elements of those dataset inclutiese

e Descriptions of general media and communication habits

¢ In-depth sections on radio, TV, print, mobile phone and internet use

e In-depth sections on information access and use for personal finance, healthgaicdlture
issues

e Demographic andocioeconomistatus information
e WSALRYRSY(laQ 2LIAYA2YA 062dzi YIF22N) RS@St 2LIV¥Syi
e Measures of trust in information sources and institutions
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In this report, the AudienceScapes analysis team sought to highlight nktiends and to demonstrate

the power of separating out data by key demographic variables for further analysis. Where possible, we
have also tested for relationships among informatsiraring habits, access, and demographics that

might help development peitioners to better understand the consequences of their programming
choices.

This is not an exhaustiexposéof this very rich dataset; we limited our analysis to a few case studies in

2NRSNJ (2 KAIKEAIKE GKS R G fed willddverSpedific todicsaza Sa ® { S LJ

interest to the development communijiyis also our hope that researchers and development
practitioners will share their own analyses of the data through the AudienceScapes interactive tools.

Structure ofthis Report
e The report summaryrovides a detailedverview of the main findings

e Chapter 1 introduces the information and development context in which the survey was
conducted

¢ Chapter 2 highlights findings about media and communication habits, with special attemtion t
word-of-mouth networks and to the particular challenges of communicatiitg vural
populations and women

e Chapter RSiGlIAfa YSyelyaQ 00OSaa G2 |yR dzasS 27
the AudienceScapes data to three key developmentas: health, personal finance and

agriculture

¢ The appendices provide additional details on research methods, the AudienceScapesittam
the AudienceScapes project research advisory board

We hope you find this report useful, and we welcome your feedlbac

Peter Goldstein

Project Director, AudienceScapes

For more information, email us audiencescapes@intermedia.org
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] Report Summary

l. Establishing the Development Communication Context in Kenya

This section of theeport sets the scene for demographic parsing of the survey data by providing insight
into popular perceptions of Sy &évelégpment priorities and goals, as well as levels of trust in various
institutions and levels of interest in various topics featlire the media.

U When survey respondents were asked about their level of trust in various institutions
government institutions trailed other types of institutions by wide marginsledia and local
NGOs received high trust ratingshichmay be encouragingtdevelopment organizatiorthat
use frequently usenedia and NGOasconduits for spreading development information.

U When asked to rate the seriousness of a range of development topics, biaadibutter issues
such as jobs, poverty, general cost of livingd corruption toppedLJS 2 LJX S Ead sdcuvity i a
was also widely cited as a serious isdike]y reflectngthe harsh impact o&recent prolonged
drought on the availability of fooddowever, plitical instability and interethnic disputetd not
rank very high despiterecent events in Kenya.

0 Some prominent issues addressed by global development organizations (such as quality
education or health care) were less frequently cited as serious probleKenyansnay
consider suclissuedo be ofsecondanimportance until more pressing challenges have been
addressedFar more rurathan urbanresidentsdefinedthe availability of electricity and
telecommunicationssserious problems

U Media censorshiglid not register as a serious issumnong the general gaulation or among
most demographic subgroups (even among respondents in the North Eastern Region, where
censorship was seen by independent observers as most problematic). This result comes despite
recentgovernment attempts to suppress some media coveragg add press restrictions.

U 2KSy Fal1SR lFo62dzi YSyelQa NBOSyid LINRPINBaa G261 N
Goals, nore than twothirds of respondentsaid theyperceived eithelsomet or éa lot o€
progress in maternal health care and familyrplang, literacyand primary education.

U When asked about topics that attract their attention in traditional media (radio, TV and print),
many respondents said thewere eager to read stories about such topics as health,
agriculture and the environmentboktering the chances that development groups involved in
these areas will be able to engage target groups through the mé&ral residents said they
pay a great deal of attention to news and information about agriculture

Africa Development Research Series: Kenya
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Il. Information Sources and Informa&n Gathering

U Among all media and ICT platforms that Kenyans have at their disposal, radio remains the
most widely available NBF OKAy 3 RANBOGt & Ayid2 Y2NB GKIYy yp
Mobile phones are increasingly widespread but they have net yeached the neatuniversal
coverage of radioFewer than half of all adultaid theycan watch TV in their homes, and other
ICTs such as computers and MP3 players are available at home to only a tiny minority of
Kenyas. Rural dwellers have significaypiower accesthan urban dwellerso most media and
ICT platforms

U Many Kenyans are able to use media and ICTs even when these items are not available in their
homest for example, by using those of friends or family living elsewhere, or by going toia publ
internet cafe or other public facility

Word-of-Mouth Sources

U Word-of-mouthd 2 dzNDSa odzadz tf &8 RSTAYSR Ay GKS adz2NBSe
LIS2LX S Ay GKS O02YYdzyAdGe&éu I NB NP daeKafli®dand a A YLJ2N
television for staying informed Though mobile phones have become more accessible for
general use, they are not widely used for formal news collection via SMS news services
Institutional sources, such as government officials or literature produced by publiciagen

were also lowerin the news and informatiorankingsfor the Kenyans surveyed

U Respondents in all demographic groups said they discussed news and information regularly
with others, and their conversations cover a number of issubkre than half of hose
surveyed said they discuss health, agriculture, and general news and information (including
current eventsand so ofwith others on at least a monthly basis; discussion of financial issues
lags slightly

U LYF2NXYIFGA2Y GKdzo aé DRlika2tabe yhdleayd betriediGated and | NB Y
to use media and ICT sources of information more frequently than other peajgeHowever,
there was very little overlap between the respondents identified as opinion leaders in the
various topics covered ité study (general news, health, agriculture and personal finance),
suggesting that those who setfentified as opinion leaders were generdtbythright about
their areas of expertise

U Although most respondents said wordf-mouth sources are one of theimost important and
frequent sources of development information, they do not necessarily consider wofé
mouth sources to be particularly trustworthyroviders ofinformation.

Africa Development Research Series: Kenya
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RuralUrban Split

U Thesurveyhighlighteda stark ruralurban splitin accesgo/use of most media and ICTsvhich
leaves rural dwellers more dependent mord-of-mouth sources as a regulameeklyé) news
source Rural access is limited pgor infrastructureandlower socioeconomic status (notably in
terms of lower income and edational attainmen}, but not by lack ofnterestin getting news
andinformation.

U Controlling for education levels (that is, comparing only rural and urban respondevite
haveda AYAT I NJ § S@Sta 2F SRdzOFGA2y 03I YlefeencRd TFSNBYC
media and ICT use narrqwr becomestatistically insignifican.

U ! YRSNERGOGFYRAY3 YSyelQa 2FFAOALE flFy3dzad 3Sa 2F 9y
government documents, the internet and SMS services, which are primanigilablein those
two languagesWhile peaking and understanding Kiswahiljjisite common only 59 percent of
rural respondents said they can speak and understand English, compared to 80 percent of those
in urbanareas

The Gender Gap in Access

i Womenwere more likey than men tosay theyhavehadno formal schooling (14 percent of
women versus 8 percent of men), whil®menwere half as likely as men tave earnec
university degree

U In general, women reported lower access to ICTs than rdeh even at the househal level
Sinceselection ofthe survey participants was randomized down to the individual level, one
would not expect to see differences between men and women in terms of their household
accessA possible explanation is that women did not report havingtam at home if theydid
not havepersonalaccess to ibr were not allowed to use.it

0 Women use wordof-mouth sources as much as men da fact, friends and family are
g 2 Y Sy Q ite sbdrdes for news and informatioéin the last weeké narrowly beaing
radio. Women were significantly less likely to haeeeivednews and information from
newspapers, and only about half as likely as men to heseivednews and information from
the internet in the last week. Thus, personal sources of information heg@thy a relatively
larger role in any communication or outreach strategy aimed at women ithhanch a strategy
aimed at men.

U Howeverit is notclear whether such personal sources will necessarily be women speaking
to women.The survey data indida that women are less active than men asurcesof either
news and information, oof advice and opinions

Africa Development Research Series: Kenya
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U Women also reported thatewer people rely on them for opinions or advice on the nen®
percent say that no one does (compared to 7 percent of)n@ith another 71 percent saying
fewer than five people loofor their opinions (compared to 64 percent of men).

Traditional Media Use Trends

U Traditional media (radio, television and print) remain more widely used for news and
information than internet and mobile phone platforms However, in such a rapidly changing
technologicaknvironment, this trend may not continue for long

U Nearly all Kenyans are radio listenerand nearly all of these listeners said they use this
medium as a regular source of neausd information(as opposed to listening strictly for
entertainment):89 percent of Kenyan adults get news and information from the radio on at
least a weekly basis

U Radio was considered a very important source of information by more than half of radio
listeners surveyedn every topic mentioned(current events, health, agriculture,
business/finance, education, and government). The news and information provided by radio
were also deemed trustworthy byore than95 percent of all respondents

0 When asked toikt their top three radio stations for news and information, notable
demographic differences emerge@or exampleEasy/Natior(a private Englistkanguage
station run by the Nation Media Group) was mentioned mottemthanlnooro (a private
Kikuyulanguage FM statiorun bymedia group Royal Media Servicbg)men, but Inooro was
more popular than Easy/Nation among womefiuth (15to 30) have preferencethat are very
different from those oftheir elder€

U alye 2F (KS aidl tegichapferuskeddeRettiSg/botiSthe rdadhddf their
broadcast signals and the appeal of their uniqgue combinations of language and content

U Community radio stations were rarely mentioneaimong top three stationssed to access
news and information.

U Television sets are not ubiquitous in Kenyaven among the,152 respondents (58 percent of
the sample) who said they had watchtedevisionin the last week, about a third said they do
not have a TV at homeDf those whado have a TV at home, nearly all received six channels or
fewer on theirtelevisionsd. Virtually alltelevisionowners reported using antennas

U  When TV viewers were asked to list stations they watch most frequently, foutistas
dominated, in descending ordelCitizen TV, Kenya Broadcasting Corporation (KBC), Kenya
TelevisiorNetwork (KTN) and Nation TV (NTW&wing rates and preferences vary widely
across regions

Africa Development Research Series: Kenya
7| Page


http://www.easyfm.co.ke/
http://inoorofm.co.ke/

U Of thosewho said theydo notwatch TV, 65 percentare female and 87 percenare rural.
Eightyseven percensaid it was because they do not own a TV, while neartyquarter
pointed to problems with electricity supplgRespondentsvere able to choose more than one
reason for not having watched TV in the lgsar.)

U Fewerthan half of all respondents said theseceivepower from the main national electricity
grid; even having a source of electricity at home does not guarantee a constant, reliable,supply
however.

U Viewers overwhelmingly expressed trust in the ws and information they get from TMWwith
fewerthan 5 percent saying that TV reports are untrustwortBixtythree percent of urban
respondents said theyatch TV on a daily basis, compared to only 25 percent of rural
respondentsthe dailyfigure is 87percent for the Nairobi region alone

U Thirty-sevenpercent of respondents said they had not read a newspaper within the last year
when asked why, many cited cost or the inability to read or understand newspapers. étimut
guarterof nonreaders said thathey are simply not interested in getting news and information
from print media Newspaperare fairly widely read in the major urban centers

U Regular (wekly) newspaper readers the surveywere 64 percent male, 51 percent urban, 79
LISNDSY (i AGYARRYB dhygORYSOSY(d 6AGK 2RWWMGRN8ITF2NY 2F F
percenthadsome secondary school or more

U The ranking of top newspapers, derived from the number of mentions of each paper in an open
ended survey question, place timily Nation the EastAfrica Standardand theTaifa Lecat
the top. There was little demographic differentiatipbut readership ratesaryacross regions

U Levels of trust in the information provided by print media were somewhat lower than trust in
radio andtelevision.

Mobile Phones and SMS Text Messaging

0 The AudienceScapes survey results corroborate suggitie data showing widespread mobile
phone use in Kenyaeven among relatively isolated or disadvantaged demographic groups and
among those whalo notown their own phonesNinety percent of those surveyed said they
had used a mobile phone for some purpose within the last year

U Despite widespread access to phones for basic uses such as voice calls, some of the more
innovative uses of mobile phones have been less widely adapte

U Few respondents said they used phones as a platform for getting news updates SMS
basedservices Even among those who knew enough about SMS news services to offer an
opinion, they expressed relatively low levels of trust in such services

Africa Development Research Series: Kenya
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Literacyis a key obstacle to using SMAlthoughthe majority of mobile phone users said that
they can read English easily, those who camdmsowere much less likely to say they had used
SMS recently.

Use of mobile phones for financial transactions has becornatine (at least once a week) for
about one quarterof mobile phone users in Kenydore than halfof those surveyed said they
had used a mobile phone for financial transactions at some time; of those who had, virtually all
had sent or received money withKenya, but fewer than 20 percent had paid bills, managed
savings, or arranged loans or creditgng a mobile phone

Phone sharing is common, meaning that mobile phone use is not restricted to Kenyans who
own them or have household access to andalf ofall phone owners said they lend their phone
to other people at least once a month

The ownership rate, at 6@ercentof those surveyed nationally, varies substantially by
demographic groupRersonal phone ownership was claimed by 71 percent of urban

respandents versus 55 percent afiral respondents The gender breakdown showed 55 percent

of women compared to 67 percent of men. Meanwhile, young adultsq3®%) led ownership

rates amongrariousage categoriesthe most dramatic demographic dividing lireserge

among people with different levels of education, which serves as a convenient proxy in the data
for income and othesocioeconomicstatus indicators

Three quartersof mobile phone owners surveyed said they purchased their first phone within
the lag five years dEarly adoptergt those who purchased their first phone more than five
years ago tend to have stronger representation among males, thos¢o349, the better
educated, the wealthier and urbaniteBarly adopters use their phones more intendvéhan
those who bought phones more recently, and men on average use mobile phones more
intensively than womerlo.

For the 10 percent of those surveyed who stlte not using mobile phones, the most
commonly cited reasons were not owning or having access phone About one quarterof
nonuserssaidone reason theylo not use mobile phones is tha@thones are too expensive

Logically, respondents who own a phone tend to use every phone function much more
intensively thando those who rely on others' phoas. Substantial differences in use trends
suggest that ownership (rather than access of any kind) may be a more appropriate measure of
the real development impact of cell phose

While respondents gave mobiles high marks for ease of use and their utitityanducting
business, priceppearsto be a concern, adoesthe ability to fix a phone when it does not
function properly. The implication is that mobile phoAgased development initiatives should
account for possible constraints imposed by the experfseaming one, weak phone signals in
some locations and the challenge of fixing broéones
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The Internet

U Only about 20 percent of respondents said théyad used the internet for any purpose in the
last year, and even fewesaid that theyuse the interret regularly(14 percent of respondents
said they had been online in the last w@¢eRegulausersare predominantly young, male,
relatively wealthy and relatively well educatedmpareal to the population as a whole

U Eleven percent of survey respondentsidahey haveinternet access of some kind at home,
though only5 percent said they have a working computer at homEe statistical gamay
reflectsomeinternetdza S NJA Q atcésh thehiniegnet thome on mobile phonga/en that
many mobile phone sers said they were able to do so.

U . FNNASNB G2 AYyOGSNYySG dzAaS YlFAyfte@ NBFESOG ftAYAGH
infrastructure. However, lack of knowledge about thegeb also featured in survey responses
More than half of those who said they had natad the internet in the last year attributed this
to not knowing how to use it, while 41 percentrdnusers (representing about a third of all
Kenyaradults) said they do not know what the internet ®hat said,elatively high levels of
internet awarenas among younger respondents may bode well for the fulnternet use
trend.

U Bven if theinternetis better understood by most people, many potential new users may run up
F3rAyad GKS al YS o6l NNX $NdEsiondgaps in hdusehkethnoto§yy & | vy 4 Q
ownership (of computerdn this caserather than TV sets) and electricity supply constraints
Furthermore, literacy will play a key roleiiriernet use.

lll.  Staying Informed About Key Development Issues

Health

U The AudienceScapes survey assaestee reach of information about seven key public health
issues (malaria, family planning, diarrhea, maternal and infant health, polio, HIV/AIDS,
tuberculosis) by asking respondents when they last heard a messageawivedinformation
about each health opic. Information about HIV/AIDS had reached almost 90 percent of
respondents within the last month, while exposure to messages about maternal and infant
health, diarrheal diseases and polio lagged the group.

U0 Rural residents werenuchless informed about gery health issue, with the biggest gaps
showing in information about family planning, maternal and infant health, and tuberculosis.

Africa Development Research Series: Kenya
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Health topic messages seemed to be passing through a range of sources, with radio;ofrord
mouth, doctors andelevisionemerging as the most commosources Very few respondents
said they obtained information about any of these topics from the internet or SMS services

¢tKS fS@St 2F dzaS 2F O NA2dza &a42dz2NOSA RAR y2a |

reputation for delivering trustworthy information. Notably,word-of-mouth information about
health appeared to be heavily used but wast considered particularlyrustworthy.

Medical doctors were defined as a highlyusted source for health information, butvere not
widely used for that purpose This may have been because medical doctors are not easily
accessible for basic information gathering, though 86 percent of all those surveyed said they
generally have access to a doctor or other health care worker when they arer sigired (and
94 percent said they have access to a hospital, health center or health.clinic

wSalLRyYyRSyiaQ tS@gSta 2F alara¥trOodarzy gAlGK (GKS
varied by topig with information aboutHIV/AIDS and malaria beingst satisfactoryand
information about maternal and infant healtheingleast satisfactory

Seven percent of respondenidentified themselvesas health"opinion leaders. Their average
demographic profile is quite similar to that of the entire sampléhalgh rural opinion leaders

are more likely to be male, and all opinion leaders are on average slightly better educated and
wealthier than the whole sample

Sixty2 Yy S LISNOSyidG 2F 2LIAYA2Yy fSIFIRSNAR alAR GKSe& |
comparedto 52 percent of the whole sample who chose these responsdsese health

information elites were also more likely to say that they have the final word in their households
about a variety of health decisionBhey arealsomore active gatherers of informant for

example they usenewspapers regularly at a much higher r¢tian did the whole sample

Health opinion leaders also reported higher rates of weaf-mouth sourcing of news and
information than the national averaggeconfirming their status agersoral informationhubs,
but suggesting they may not always be introducing new informadagmuch aghey arehelping
to interpret information that is already being shared

Africa Development Research Series: Kenya
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Case StudyTargeting Malaria Prevention Education to Rural Women Under 30

U Demograhically, young rural women are more likely than the averagespondentto face
poverty; 40 percentsaidtheir households struggle to buy basic necessities. Theyalso less
likely to have gone beyond primary school and to be working. Thus, malprevention
YSaal3dSa akK2dzZ R 6S RSaA3IySR (2 O2NNBaLRyR (2 i

U Aboutthree quartersof the target group had heard news or information about malaria in the
last month, mainly from radio, friends and family, and medical ciecMalaria information
provided by doctors received the highest trust rating in comparison to other sources, but or
a third of young rural women said they hagceivedmalaria information from doctors at any
time in the past

O
>
QX
>

U Fewerthan afifthofyourH NXzNJ f 62YSy alAR (KSe YIS
care on their own Malaria campaigns targeted at this group might need to include tips on
talking to other household members about malaria preventiomight need toconsider the
broaderfamily information environment.

U Messages delivered in Kiswabhili are likely to be understood by virtually all of the target group
Radio stands out as the most efficient means of reaching a wide audience.

Case Studyimproving HIV/AIDS Education for Urbavien Under 30

U This target group is relatively wadlff in terms of household income, educational opportunities
and healthcare access. Thougjlghtly fewer tharhalf said they work (either part or fulme),
most of the ressaid they arestudents. Virtally all understandboth Kiswahili and English.

U Eighty percent othis group said they received information about HIV/AIDS within the last
week, and almost all said they were satisfied with the information available to them on this
topic. They also said #y help to spread information about health topics to other people,
mostly discussing health with friends and farmélgdwith colleagus.

U Very few young urban men are receiving messages about HIV/AIDS via SMS or online, ev
though a large number have redar access to these sourcek addition fewerthan a fifth of
the target group said they had received HIV/AIDS information from a doctor, although trust in
doctors was high.
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Case StudyDiscussing uberculosiswith the Urban Poor

U The urban poor presg a communication challenge because they tend to be resopoce and
tof 01 SRdZOF A2y d ¢KI G &FART Fo2dzi KIFIfF 2F dzNDB I
L22NEEé¢ Sy3Il3ISR Ay alfSakNBlGFAf 220 amndustr@dNi Odz ( d.

U Althoughthree quarterssaid they were satisfied with the information available to them about
tuberculosis (TB) about a third said they had not heard anything about TB in the last month
The most common sources of information about TB wediarand friends and family; medical
doctors were only cited by 18 percent of the target groupe samepercent as those that
receiveTB information from TV.

U This target group is receiving less information about TB than about other health topics
mentioned in the survey Thus it may be useful to incorporate TB messages into successfu
existing health campaigns covering other topics. Workplace education is also a possible facus.
Schoolsbased programs are less likely to start a discussion about TB amonartf@sdroup.

U SMS messaging also has untapped potertti@ot just forprovidingeducation about THout
alsofor providing an opportunity for the urban poor to ask questions or receive reminders and
tips for adhering to a TB treatment regimen.

Personal Finace

U Itis perhaps not surprising thakenyans seem to be most exposed to information about
mobile money servicetn comparison to other financial topics covered in the surv@goney
transfers, bank accounts, formal saving and borrowing, informal saving@anawing,
government subsidie®r pensions).

U0 Low levels of satisfaction with information available on most finance topics indicates a quality
or quantity gapbetween the information they would like to get on these topics and the
information they currenly access, antighlightsa potential area for interventioby
development organizations and financial product vendorslose this gap.

i Fewerthan 10 percent of those surveyed said they had received information on a financial
topic via mobile phongspedfically,via SMS servicesihcludinginformation about mobile
financial services. Presumably, many mobile phone users would be reachable vidHoM$h
they might not be willing to pay for information to be delivered that way

U While radio is by far the rast common source of general information about personal finance
topics, wordof-mouth also plays a prominent role and should be integrated into any financial
communication programMore specifically, wor@df-mouth sources were dominated by friends
and family memberamore than by financial experts
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U Trustin various sources of financial information varied widgtiie majority of respondents
characterized financial information provided by friends and family as only somewhat
trustworthy, yet they are the most idely cited source of information about informal
savings/borrowing and the seconadostwidely cited source for other financial topics.
Development organizatiomighttry to improve the situation by communicating directly with
opinion leaders to ensure thahose hubs of worebf-mouth information are providing the same
information asare more-trusted sources such as radio, TV and financial experts

U The survey data also point to a correlation between the degree of information gathering on
financial topics an the degree of use of financial servicdsor example, those whecently
had obtained information about bank accounts were far more likely to have a bank account of
their own compared to those who had lasbtainedinformationless recenthor not at all

U A small group of respondents (106) identified themselves as hubs of communication for
information on finance These opinion leaders tend to hasignificantly higher average legalf
educationthan doesthe total sampleGiven that financial professiats are not common
sources of financial informatiothhesepeople may be filling the knowledge gap by turning to
experienced local financial consumers

Case StudyWwho is Using Mobile Money?

U The snapshot taken in the AudienceScapes survey provides reassraptimism in the
development community about reaching the unbanked through mobile money services: meny
of the survey respondents who said they use mobile money are the relatively poor, rural
dwellers or otherwise outsideaypical centers of formal bankig.

U Slightly more tharhalf of all respondents said they had used a mobile phone at some point ffor
money or financial businesge.g, to send or receive money, pay bidlad so ol Most,
however,usemobile money for a single reason: to send or receive eyanansfers.

U Slightly more tharhalf of selfidentified mobile money users in the survey live in rural areas,
with users in every region of Kenydhe vast majority of those who had used mobile money
also said they have a mobile phone available in theiursehold

U Fifty-seven percent of mobile money users described their economic status as having some
RA&ALRAlIO0ES AyO2YS 6a4aSy2dzaK YzzySeé FT2NJ F22R | yR
equal numbers above and below that economic level.

U Seven percent omobile money users said their family did not have enough money even for
food: all of them had sent or (more likely) received money trarsfbut a handful reported
having managed savings by mobile device.
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U Users of nobile money serviceare, on averagemore educated thamonusers 71 percent of
users have at least some secondary schooling, 26 percent have primary schooling, and 3 percent
have no formal educatiorkEightytwo percent of mobile money users said they speak and
understand English far more than the 48 percent of other respondents

U Amongnonusers of mobile money services, about oitieird said they do not have access to a
phone,one quartersaid they do not need to use these services amke quartersaid they
prefer to conduct such transactions person

U There are sharply different mobile money takep rates among different demographic
segments particularly among people with different levels of education or people living in
different regions. Thenobile money usgapbetween men and womers datistically significant
but not large

U Mobile money takeup rose substantially alongside incomdlore noteworthyt and perhaps
encouraging to those who hope mobile money will provide new opportunities to thetpisor
that 35 percent of people in the surveyhw said they were living on less than the equivalent of
$1 per day reported using mobile money services at some time.

U Forty-two percent of the respondents without access to a bank, a banking cooperative or a
savings and credit cooperativgsacc9 said thatthey had used a mobile phone for financial
transactions However, these people typicalyaveonly used phones for sending or receiving
money transfers; fewer than 10 percent reported using any other mobile financial service.

Agriculture

U The survey datandicate a need to bolster efforts to get more farmga 6 dza A Yy S&da ¢ Ay F 2 NY
into the hands of the Kenyan farmerdnformation about the business side of agriculture
(market information, farm loans, subsidies, legal issues) appears to be largely uasatysiia
guantity, quality or both

U {a{ ASNBAOSa IyR (GKS AYydGdSNYySi RAR y20 NBIAAGSN
fertilizers, and so on or business information omnytopic for more than 1percentof farmers
surveyed The bulk ofheir practicalinformation ®@mes viaradio, wordof-mouth sources
(specificallyfriends, family and other farmers) and agricultural extension agents

U Mobile-based farm information services are thus starting from a very low user base and a
broad lack of familiaity with the concept other potential conduits for the delivery and sharing
of agricultural information may be more effective in the near teamd should not be given
short shrift in the drive to use newer ICTs.
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U The data indicate stark regional differensan the way crop farmers currently obtain essential
practical information For example, radiis the top source for fertilizer information across the
country, but the range of other top sources for fertilizer varied substantially by region.
Meanwhile, pactical information about livestock farming appears to travel through somewhat
different channelghan information about cropswith veterinarians and NGOs playing more
prominent roles

U  When asked in the survey whether they were satisfied with existing imf@tion about the
business aspects of agriculture, many respondents simply said that they cannot judge because
they receive no information about these topics at alDevelopment groups thus face the dual
challenge of making such information readily avddadnd making it clear to farmers why they
are making it available and how it might be beneficial, even though the farmers may not
perceive a need for it.

U Based on trust questions about sources of farm information, it appears that messages to rural
populations about farming issues are likely to be delivered most credibly via radio, trusted
networks of farmers, local agricultural extension agents and local farmers' organizations
Conversely TV, print media, the internet, SMS servia®d posters and billkards appear to be
weaker information conduitsvhen viewed through the trust lens.

U Relatively low levels of expressed trust in SMS services stand out in the suthieygh they
may understate trust in such information, given that the majority of respondanssvered
MRyRYizgé G2 GKAA LI.NGAOMzZ F NI NHza G ljdzSadAazy

U Development organizations seeking agricultural opinion leaders as implementing partners
may be hardpressed to find themonly 89 respondents, or 4 percent of the whole weighted
sample matchedthis description That saidthey seemto be particularly weHinformed
individuals andarethuswell placed to be hubs of information for their communities.

Case Study: Livestock Information on the Airwaves for Cattle Owners

U Seventytwo percent of livesto& owners (representing 38 percent of all respondents) said
they own cattle Most of these cattle farmers appear to operate at a very small scal®most
90 percent had 10 animals or fewer (the median cattle farmer ovthegk cows).

U /GGt S T NXI$diEd Qourged &f livesindk Iformation are radio, veterinarians,
and friendsor family. NGOs and extension agents also reach about a fifth of cattle owners
with information about these topics Concerning radio,rpgramming aimed atattle farmers
nationally would stand a better chance of reachinggitglience using Radio Citizen, KBC
Kiswahili and Kass FM thbBpusingother stations.
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B Demographic Profile of Survey Reondents

Gender Age

li..

15-29 30-44 45-59 60 and
over

AudienceScapes National Survey of Kenya,

AudienceScapes National Survey of Kenya, July 2009.
July 2009, N=2000 adults{15+)

N=2000 adults{15+)

Language Spoken Other Languages
Most Often Spoken/Understood
35%
97%
66%
12% 11%
l . N - =
l L o B = =
Kiswahili Klkuyu Kamba Luo Luhyia Kiswahili English  Kikuyu Luhyia Kamba
AudienceScapes National Survey of Kenya, AudienceScapes National Survey of Kenya,
July 2009. N=2000 adults {15+) July 2009. N=2000 adults (15+)
Residence Education
36% 37%
14%
11%
T T T T _—‘
No Formal Primary Secondary  Post-Secondary,  University
Education {completeor  {complete or Vocational Degree or
incomplete)  incomplete) Higher
AudienceScapes National Survey of Kenya, July 2009. . .

N=2000 adults (15+} AudienceScapes National Survey of Kenya, July 2009. N=2000 adults (15+)
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Othe‘r, Religion North Reglon
Don't None Eastern_\
Know, 2% 1%
Refused Y Nairohi
2% Muslim 11% 8%
\ 10% Central
13%
Christian
. Catholic
Christian Rift Valley

Protestant £k 23%

59%
Eastern
15%

AudienceScapes National Survey of Kenya, July 2009. N=2000

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults
adults [15+)

(15+)

Standard of Living (Self-Assessment)

51%
21%
13% 12%
2%
Notenough even to Enoughforfood, Enoughforfood Canafford certain Can afford
buy food but buyingclothes and clothes, not  expensive goods whatever we want
is difficult enough for

expensive goods

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {15+)

0b2GSY ¢KS a{i®efyRESRIGRE [ XBAF@ENE Aa RSAAITY SBeing&
households, based on their ability to afford basic and luxury goods. It was developed by InterMedia to addre
concern thatman@ dzZNJ3Se NBaLRyRSyGa FNB KSaAadlyd 2N dzylof
selfdescriptions of household status and wealth also reflect local living standards, whereasdoilalent
incomes can represent vastly different social statudifferent countries.)
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] Chapter 1: The Development Contextdenya

1.1 Politics

The survey research for this report was danted in July and August 2009, as Kenya continued to
grapple with the aftermath of the civil unrest of early 2008. The complex political backdrop included a
fragile powersharing government, pervasive suspicion of official corruption (reflected in tipe@e@nt

2F adzNBSe NBaALRYRSyida ¢6K2 albAR O2NNHz2JiA2Yy 641 &
Kenya), and unresolved ethnic tensions within a highly multiethnic populatiorMapd..1).

Map 1.1 Predominant Ethnic Groups by Region

ETHIOPIA ETHNIC GROUPS

=] =—Lake Turkana

EASTERN

ALLEY KENYA

Population: 37m (2007)
B Kikuyu 20%

Bl Luo 14%

B Luhya 13%

[ Kalenjin 11%

[] Kamba 11%

B Kisii 6%

Bl Mijikenda 5%
[ ] somali 2%

[ ] Turkana 2%
] Maasai 1%
[ ] Others 14%

W NORTH
) EASTERN
P CENTRAL

NYANZA J
NAIRGBI COAST

TANZANIA ™

SOURCE: CIA, UK Foreign Office,
Africa Studies Center

Map SourceMyy 2 G (i X
http://news.bbc.co.uk/2/hi/programmes/from_our_own_correspondent/7172038.stm#map

The contested presidential election in December 2007 sparked violemeeh of it ethnically dven)

that resulted in about 1,500 deaths ahdlf a milliondisplaced person$The crisis ebbed after the
formation of a coalition government under incumbent President Mwai Kibaki and the opposition leader
(now prime minister) Raila Odinga. Under the dethe president retains most executive power as chief

of state and head of government, while the prime minister leads parliament and has some executive
powers® The new government has been charged with addressing the constitutional, procedural and
political roots of the crisis; though some reforms have already taken place, others havenbeen

drawn out, particularly the drafting of a new constitution that may curtail presidential powers.

Given this unsettled social and political backdrop, it may notupprising to learn thasurvey
respondentsstatedlevels of trust in many government institutions trailed trust in other types of
institutions by wide margins (Chart 1.1).
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International development organizations, which received favorable ratings thepseatan also use

these trust numbers as guideposts when they are considering various Kenyan institutions for partners in
development communication and implementation effortdie high trust ratings for media and local

NGOs are encouragingiven that theyare typical conduits for spreading development information.

1.1: Trust in Institutions
% of Respondents Answering "Trust Somewhat" or "Trust Completely"
91%
6%
70%
51%
. 44%
9% 37%
X 5 X X & & & ) 2
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AudienceScapes National Survey of Kenya, July 2009. N=2000 adults (15+)

1.2 Development Priorities

AlthoughKenya is a leader in Africa in some key economic sactmtably in telecommunicatiornsthe
country still face®ngoing and severdevelopment challengesnade only more difficult by political and
social upheaval as well as a receateredrought Kenya was ranked a lowly 246f 182 countries
worldwidein the United Nations Development Progran2809humandevelopmentindex” In the last
years for which data ere available, the World Bank estimatédiat:®

e Forty percent of the population lived below the-@lay poverty line, with half of those falling
below the $1.25a-day extreme poverty line (2005 estimate)

e Average life expectayovas 54 years, compared to a world average of&@sand a high
income country average of #&ars(2007 estimate)

e Only 42 percent of the population had improved sanitation facilities, while 57 percent had

improved water sources (2006 estimafe)
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Major deficits remain in healtleare and education. In its 2068 port on the Global AIDS Epiderthe
World Health Organization estimated the adult prevalence of HIV/AIDS in Kenya at a&rperwnt,

above both the global average of 0.8 percent and the-Saltaran African average Bfpercent’
Preventable and treatable malaria and diarrheal diseases are among the leading causes of death for
children under fivé.

On a positive note, Kenya has made progress toward the Millennium Development Goal of universal
primary education, lifting net primary enrollment from 68 percefprimaryage youthin 2000 to 87
percent in 2007.Special attention to child health and primary education are warranted in a country
wheremore than40 percent of the population is undebl

Providing quality healtlsare, education and other social services to all Kenyans is geographically
challenging, given that 78 percent of the populatlv@sin rural areasThree quarter®f the labor force
is engaged in agriculture as a primary oaign, although the sector contributes less thane quarter
of gross domestic produéf.iImproving agricultural yields and accelerating rural development are
therefore importantstepsi 2 YSy el Qa 2@SN}Iff RSOSt2LIYSydo

The Kenyan government has committed ifge improving social andconomic conditions through its
GxAaAiA2y Hnoné &GN GS3IeT FANRG Lzt AAaKSR AY HANTO®
social and political pillars of Kenya Vision 2030 are anchored on macroeconomic stabilityjigoimtin
governance reforms; enhanced equity and wealth creation opportunities for the poor; infrastructure;

energy; science, technology and innovation (STI); land reform; human resources development; security

Fa ¢Sttt | a Lz tTheGull staRgyisidloundpacifichehomid ocial, and political

goals for transforming Kenya into a middfesome country, includings transition tothe leading

supplier of manufactured goods to east and central Africa, improving agricultural productivity,

improving ICT skills training and higher education, and promoting transparency and accountability in
government?

To put official development goals in a popular contéixé AudienceScapeasational surveyasked
Kenyandgo rate the level of importance ofarious development issue€hart 1.2shows the percentage
of respondents answeringither 6Somewhat § NA 2 dz& £ sS ANJvilzie§dBtovarious
problems
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As in other African countries surveyed, high importance was givEb poverty, general cost of living
and corruption. Kenyan's addition of food security to the top five seissuedikelyreflectedthe
impact of prolonged droughtn the availability of food

Interestingly political instability and interethnic dispes did not rank closerto the top of the
seriousness scale, given recenents in Kenyalhis maymean that people @l not consider these
events to have a direct impact on their everyday vieing the eventswere thusviewed as transitory
eventg important when they occyrmut not necessarily requitgongoing attentionln some regions,
these two concerns were more pressing than in others, suggestingheatirect impact varied widely
across different parts of the country (Charts 1.3 and 1.4).
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