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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

technologies (ICTs) in Africa and other developing regions. TEe$0O G Qa yI YS NBFf SOGa
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 improvevepment 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 devéopment 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 ofthis 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 peidpry, costly to collect or purchase, or simply
not easy to access.

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

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

characteristic of the AudienceScapgmntitativeresearch design is its combination of detailed baseline
AYF2NXYIEGAZ2Y 2y LIS2LX SQa YSRALF FyR 02YYdzypeOl GA2Y K
gather, share and assess information on specific development toji¢kis 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 theame way that the Demographic and Health Surveysvi.measuredhs.con

are for population, health and nutrition data, the Living Standards Measurement Study
(http://go.worldbank.org/QJVDZDKJ68 for household social and economic datad the World Values
Survey www.worldvaluessurvey.oigs for gauging people's views and beliefs about politics, religion

and other 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, objectwe granular communication and media research in Africa and
elsewhere.

AfricaDevelopmenResearch Seriekenya
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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 f LR LIzZ A2y Qa | 00Sa
to and use of information and communication technologies (ICTs), and-efarmbuth
communication habits; an(®) how these factors affect people's acquisition of knowledgeut
key development topics.

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

This reportis based on a quantitative survey in Kenya and gives development practitioner
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.

addition, it showcases the power of the AudienceScapes national survey instrument to he

the development community better target its communications and information efforts.

This unigue dataset addresses some of the toughest questions in developmegtam
management: How much and from which sources do 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 peoplentya

need or lacR

The nationally representative survey in Kenya was conducted over three \veékly and August 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 processingqmedure}. 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

¢ In-depth sections on information access and use for personal finance, regaltagriculture
issues

e Demographic andocioeconomistatus information
e WSALRYRSY(laQ 2LIAYA2YA 062dzi YIF22N) RS@St 2LIV¥Syi
e Measures of trust in information sources and institutions

AfricaDevelopmenRegarch SerieKenya
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In this report, the AudienceScapes analysis team sought to highligibhahtrends 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 informats&iraring habits, access, and demographics that

might help developmenpractitioners 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 (12 KAIKEAIKEG GKS R ipages wilidieSsyebific kopicsdza Sa & { S LI
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 Repot

e The report summaryprovides a detailedverview of the main findings

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

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

e Chapter RSGlIAfa YSyelyaQ 00Saa (2 |yR dzaS 2F @I N&
the AudienceScapes data to three key developtrsttors: health, personal finance and

agriculture

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

We hope you find this report useful, and we welcome youdfssek.

Peter Goldstein

Project Director, AudienceScapes
For more information, email us adudiencescapes@intermedia.org

AfricaDevelopmenRegarch SerieKenya
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] Report Summary

l. Establishing the Development Communication Context in Kenya

This section dfhe report sets the scene for demographic parsing of the survey data by providing insight
into popular perceptions of Sy &évél@gpment priorities and goals, as well as levels of trust in various
institutions and levels of interest in various topicsttead in 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 margin§ledia and local
NGOs received high trust ratingshichmay be encouragg to development organizatioribat
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 ofitig and corruption topped.JS 2 LJ S Eaéd sdcuvity ( &
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 disputetid not
rankvery high despiterecent events in Kenya.

U 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 ofseconaryimportance until more pressing challenges have been
addressedFar more ruratthan urbanresidentsdefinedthe availability of electricity and
telecommunicationgsserious problems

U Media censorshiglid not register as a serious isswmmong the genergoopulation 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 ceggrand add press restrictions.

U 2KSy Fal1SR o2dzi YSyelQa NBOSyd LINRPINBaa G241 N
Goals, nore than twothirds of respondentsaid theyperceived eithetsomet or éa lot o
progress in maternal health care and fanglgnning, 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 environmentbolstering the chances that development groups involved in
these areas will be able to engage target groups through the mé&dral residents said they
pay a great deal of attention to news and information about agriculture

AfricaDevelopmenRegarch SerieKenya
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Il. Information Sources and Infonation 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 havetiyet reached the neauniversal
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 sigrifintly lower 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 goingublia
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 informedThough 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 @gditwies,

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 halfof those
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 LYF2NXIFGA2Y &Kdzo a ére ndohdllikélR th e yhal@ayid beterediBaded, and |
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 covereith the 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 dheir most important and
frequent sources of development information, they do not necessarily consider wofé
mouth sources to be particularly trustworthyroviders ofinformation.

AfricaDevelopmenRegarch SerieKenya
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RuralUrban Split

U Thesurveyhighlighteda stark ruralurban splitin acess to/use ofmost 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 andducational attainment but not by lack ofnterestin getting news
andinformation.

U Controlling for education levels (that is, comparing only rural and urban respondevite
havesimilar levels of education), many differences in urban and rural residénts ¥ NB lj dzSy O& 2
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 ikely than men tesay 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 houshold 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 hayan item at home if theglid
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 Qite sbdrdes for news and informatioéin the last weeké narrowly beating
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 informai&ed to play 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 idicate that women are less active than men asurcesof either
news and information, oof advice and opinions

AfricaDevelopmenRegarch SerieKenya
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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 percenmen) with 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 platformsHowever, 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 odws and informatior{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 askedo list 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 moften thanlnooro (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 fromthose 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 mergned among 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 hom®f 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, fstations
dominated, in descending ordelCitizen TV, Kenya Broadcasting Corporation (KBC), Kenya
TelevisiorNetwork (KTN) and Nation TV (NTW&wing rates and preferences vary widely
across regions

AfricaDevelopmenRegarch SerieKenya
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Mobile

Of thosewho said theydo not watch 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 tlaest year)

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.

Viewers overwhelmingly expressed trust in éhnews and information they get from T\With
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 is87 percent for the Nairobi region alone

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 saidhat they are simply not interested in getting news and information
from print media Newspaperare fairly widely read in the major urban centers

Regular (wekly) newspaper readers the surveywere 64 percent male, 51 percent urban, 79
LISNDSY (i G2YMARERIISy Ry LISNOSYy G 6 A i Kof whi2h8S T2 NI
percenthadsome secondary school or more

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

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

Phones and SMS Text Messaging

The AudienceScapes survey results corroborate sugitie data showing widespread mobile
phone use in Kenyaeven among relatively isolated or disadvantaged demographic groups and
among those whalo notown their own phores Ninety percent of those surveyed said they

had used a mobile phone for some purpose within the last year

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

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

AfricaDevelopmenRegarch SerieKenya
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Literacyis akey 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 bewroutine (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 moneyithin Kenya, 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 andaf of all 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

respondents versus 55 percentmiral 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 dividingds emerge

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 last five yearsdEarly 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 intwvely than
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 havingcass to a phoneAbout 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 othersphones 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 theirtytiti conducting
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 exggeaf owning one, weak phone signals in
some locations and the challenge of fixing broéones

AfricaDevelopmenRegarch SerieKenya
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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 inernet 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 respondentaid they havénternet 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 phae users 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 hadtrused 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 awaeness among younger respondents may bode well for the funtegnet 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 hdushoftkethnofoy & | 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 assed the 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 hedh topic. 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.

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

AfricaDevelopmenRegarch SerieKenya
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Health topic messages seemed to be passing through a range of sources, with radio;ofrord
mouth, doctors andelevision emerging 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 ddivering 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 purposeThs 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 theyc&rersnjured (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 lmgj most 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 samplihough 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& |
compaed to 52 percent of the whole sample who chose these responddeese 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 infmationt 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 averageconfirming their status agersonal informatiorhubs,
but suggesting they may not always be introducing new informadagmuch aghey arehelping
to interpret information that is already being shared

AfricaDevelopmenRegarch SerieKenya
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Case StudyTargeting Malaria Prevention Education to Rural Women Under 30

U Denographically, young rural women are more likely than the averagspondentto 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 mediaitors Malaria 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

U Fewerthanafifthofé 2 dzy 3 NMzNJ} f ¢62YSy al AR (GKSe YI {1 8RSOA
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
broader family 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 fd#rban Men 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. Wtually all understandoth 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 sdithey 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 haveegular access to these sourcds addition fewerthan a fifth of
the target group said they had received HIV/AIDS information from a doctor, although trust in
doctors was high.

AfricaDevelopmenRegarch SerieKenya
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Case StudyDiscussing uberculosiswith the Urban Poor

U The urban poor sent a communication challenge because they tend to be resqooeand
tof 01 SRdZOF A2y d ¢KI G &FART Fo2dzi KIFIfF 2F dzNDB I
L22NEE¢ Sy3aF3ISR Ay alftSakNBOl At 22 oiéehdubti@dA Odz (0 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 TBevedio and friends and family; medica
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.
Schoolshased programs are less likely to start a discussion about TB amisngrtiet group.

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.

PersonalFinance

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 saviddporrowing,
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 curently access, anlighlightsa 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 phongspecificallyyia 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 farthe most 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
andfamily membersnorethan by financial experts

AfricaDevelopmenRegarch SerieKenya
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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 mst widely 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 ensurtat those hubs of woraf-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 and the degree of use of financial servicé®r 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 recentlyor not atall.

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 profesonals 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 providesaesor optimism 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 baking.

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 recenaney transfers.

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 inrtheusehold

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 percenof mobile 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.

AfricaDevelopmenRegarch SerieKenya
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U Users of nobile money serviceare, on aveage, more educated thanonusers 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 transaains in 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 womeis statistically 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 sugy who 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 saidthat they 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 dta indicate a need to bolster efforts to get more fainga 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 largelisfatdaty in
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 famiiarity 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.

AfricaDevelopmenRegarch SerieKenya
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U The data indicate stark regional diffences in 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,practical 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 existingprmation 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 iadsle and 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 servi@asd posters and Bboards 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 resgmnsl answered
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 livestock 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 I vl ditdd Qouryed &f livestock information 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 reachingaislience using Radio Citizen, KBC
Kiswahili and Kass FM thbBpusingother stations.
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B Demographic Profile of Survey Respondel

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 wa®degdly InterMedia to address the
02y OSNYy GKIFG YIyeée &adz2NBSe NBALRYRSyGa NB KSaradly
selfdescriptions of household status and wealth also reflect local living standards, whereasdoilalent
incomes can represent vastly different social status in different countries.)
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] Chapter 1: The Development Contextdenya

1.1 Politics

The survey research for this report waenducted 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 iBQrhzercent

2F adz2NpsSe

NBaLRyRSY(a&

g K2

Al AR O2NNHzJiA2Y 61 &

Kenya), and unresolved ethnic tensions within a highly multiethnic populatiorMapd..1).

Map Sourcey

Map 1.1 Predominant Ethnic Groups by Region

ETHIOPIA
=] =—Lake Turkana

EASTERN

ALLEY KENYA

W NORTH
) EASTERN
P CENTRAL

NYANZA J
NAIRGBI COAST

TANZANIA ™

SOURCE: CIA, UK Foreign Office,

ETHNIC GROUPS
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%

Africa Studies Center

agyz2iiz

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 ethnicall driver)
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 thieal, the 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 mayb®osurprising to learn thagurvey
respondentsstatedlevels of trust in many government institutions trailed trust in other types of
institutions by wide margins (Chart 1.1).

AfricaDevelopmenRegarch SerieKenya
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International development organizations, which received favorable ratings $kéres, can 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 heyare 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
Ny & K & & \@c\ “ N Y S S
Q L > & & N 3 “ S &
R D & & N 3 K > &
Q's‘ 5 g K\ (\‘;\' (.;O o(“' &
& & «° AS S <
N N\ \ -2 & R
& @ & > &
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$ Y (\\.
& N
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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 seare development challengemade 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 expagancy was 54 years, compared to a world average ofeg@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 thie-Saharan African average ®percent’
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 ofalnivers
primary education, lifting net primary enroliment 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 ued 15.

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 primagcopation, although the sector contributes less tlmare 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 commitiégelf to improving social angconomic conditions through its
GxAaAiA2y Hnoné &GN GS3IeT FANRG Lzt AAaKSR AY HANTO®
social and political pillars of Kenya Vision 2030 are anchored on macroeconomic stalitingigoin

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 tTheGul sirafe@yispeltlot S achidahomid social, 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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1.2: Importance of DevelopmentIssues
% of Respondents Answering That the Issue Is a "Somewhat
Serious Problem" or "Very Serious Problem"

Unemployment/Lack of jobs 96%
Poverty 93%
Cost of Living 92%
Corruption 91%
Food security 86%
Crime & Violence 78%
Drug Abuse 73%
Political Instahility 68%
Interethnic Disputes 61%
Availability of Drinking Water 60%
Quality of Health Care 45%
Availability of Electricity 41%
Equal Rights for Men & Women 40%
Quality of Education 35%
Media Censorship 28%
Availability of Telecommunications 20%

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

As in other African countries surveyed, high importance was giv@bs, 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 interethnicidputesdid not rankcloserto 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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1.3: Seriousness of Political Instability
% of Respondents in Each Region Who Said Political Instability Is a...

W Very Serious Problem  ® Serious Problem

Western 82%
Rift vValley 71%
Coast 78%
Central 70%
North Eastern 77%
Nairobi 72%
Nyanza 65%
Eastern 47%

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

1.4: Seriousness of Interethnic Conflicts

% of Respondents in Each Region Who Said Interethnic Conflicts are a...
m Very Serious Problem  m Serious Problem

Rift valley 69%
North Eastern 76%
Coast 69%
Central 61%
Western 65%
Nairobi 65%
Nyanza 52%
Eastern 45%

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

Some prominent issuesiddressedy global developmenbrganizationgsuch agjuality educatioror
health carg were less frequentlycited asseriousproblems This may be because Kenydmdievethe
issues are secondary until more pressing challenges have been addresbedause they perceive
theseissuego be more tractable otto beimproving already.

As in the case of political instabilityymay also reflect different perceptions acrossiousgeographic
or demographic groupsvhomightagree on broad economic conditions but not about mdetailed
policy issues.
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For examplefar morerural residentghan urban residentsaidthat the availability of electricity and
telecommunications are senis problemgqChart 1.5)

1.5: Importance of Development Issues
% of Respondents Answering That the Issue Is a "Somewhat
Serious Problem" or "Very Serious Problem"
®Rural  mUrban

Unemployment/Lackof lobs
Poverty
Cost Of Living

Food Security

Availability of Electricity

Availability of Telecommunications

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults (15+).
Only topics for which the difference between the two groups was significant
at the 5% level are shown.

Those with no formal education were far more likéo report that the quality of health care and
availability of drinking water, electricity and telecommunicati@ne serious or very serious problems
(differences significant at the dercentlevel see Table d).

No statistically significant differencese2 6 a SNIWSR 0Si6SSy YSyQa | yR 42YSy.
development problemsn general, responden S NJ on ¢gSNB Y2NB tA1Ste G2 Ol
ASNR 2dza ¢ 2 NJ awe KBpordlehtsiider 825 though ke pfioritization of topics was not

significantly different.
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Table 1aDevelopmentPriorities by Education
2T 91 OK DNRdzLJ {F@Ay3 (GKS LaadzS La a{2Y
Formd Education of Any Kind No Formal Education

Corruption

Crime & Violence 78% > 74%
Drug Abuse 73% 73%
Political Instability 68% 68%

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults (15+): 1794 witdiorat@inof any kind, 204 witmo
formal education(Excludedtwo g K2 NBa LR YRSE 452y Qi Yy2s

Media censorship alsgid not register asa serious isselamong the general population or among most
demographic subgroups\{enamong respondents the North Eastern Regiomhere censorship was

seenby independent observetas most problematic This result comedespite government tiempts

to suppress some media coverage during the early 2008 violasogell as other recent restrictions

that have gone against long tradition of press freedom in Kenya.its 2009 Freedom of the Press

LYRSES CNBSR2Y | 2dza S CREBHLCNA IR WS i R550HBiesONIHEY &l NE
SEIFOlGte 2y GKS Odzi2*FF LRAYy(G 020S ab2i CNBS®¢

One might conjecture thahe events ofate 2007 andearly2008actuallygenerated supporamong
certain segments of the populatidor more rather tharless censotsip, given that esme outlets
notablycertainradio stations were accused of fanning the flames of ethnic viole(atber outlets,
however, werepraisedfor coveragethat contributed to resolutionof the crisi$. The same dichotomy
arose in thenew mediarealm, as talkof chate SM& campaignontrasted with other initiatives seeking
to fill information gaps during the period of violence. Notably, h&hahidi.conwebsite (named for the
{61 KAt A SSRINRY Zryzendanind& nét aih@SMSased tool that collected citizens' reports
of violence and looting, which were then mapped on the.site
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1.3 Gauging Development Progress

The survey also asked respondents to take stock of the country's develogmmgs®verthe past few
years,providinga demandsidebenchmark for development organization®rking on higkprofile
issues Survey respondents were asked how mymogresshad been made during the last four to five
years in achieving six key developmheriteria derived from theéMillennium Development Goglsvhich
participating countries have pledged to meet by 2015 (Ch&t't.

1.6: Progress Toward Millenium Development Goals
% of Respondents Answering "Some Progress" or "A Lot of Progress"

Equal Gender Representation in Parliament 44%
Access to Clean Drinking Water ] 53%
Access to Birth Control Methods ] 69%
Universal Primary Education | 76%
Pregnant Women that Can See a Doctor ] 7%
All youth 15-24 that can read and write ] 1%

AudienceScapes National Survey of Kenya, July 2009. N=2000 ad ults (15+)

More than twothirds ofrespondents perceivieither some or a lot of progress maternal healtrcare

and family planning, literacy and primary educat{other possible responses weégot a lot of

progress andono progress at a). Measured objectivelythere clearlyis still a great deal of wik to be
donein these areaghough publicperceptions of progress help to explain why the quality of health care
and education were less frequently cited as serious problienise question about issu€snportance

Understanding the grassrooperceptins of development issues, as well as the informatipan which
those perceptions are based, is a first step in designing effective development programs\ilitha
highlighted throughout thiseport, the development needs and pritigs of Kenyans arnot uniform
across demographic grougsor example, men in the survey were more likely to say there had been
progress toward gender equality in Parliame#t (percent of men said some or a lot of progress had
been made, compared to 41 percent of womebgvelopment approaches need to be tailored to the
specific views and needs of specific populations.
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1.4 DevelopmentTopics andNewsPreferences

Issue priorities can be measured indirectly by looking at the types of news topicetpandentpay
mostattention to when they watchelevision listen to the radio or read a newspap@&hart 17). The
responses suggest that most Kenyan adults are eager to read stories about such topics as health,
agriculture and the environment, bolstering the chances thatelopment groups involved in these
areas will be able to engage target groups through the media.

1.7: Attention to News Topics

% of Respondents Answering "A Great Deal of Attention”

78% 75%
A 64%
54% 54%
49%
W 42% 42%
Eventsin Health Crime Agriculture Business,  Environment Entertainment  Politics Sports World Events
Community Economy

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

As might be expected, rural residents said they pay a great deal of attention to news and information
about agriculturgChart 18). Otherwise news priorities of rural and urban responderappearsimilar.

1.8: Attention to News Topics by Location
% of Urban/Rural Respondents Answering "A Great Deal of Attention"
B Urban ®Rural
o,
75% 76% 75% 73% 15
66%
>9% 55%
a i} o
51% 52%  52% 9% 4%  agw
i} o,
' I I I WA g A3% gy
T T T ‘ T T T I 1
Events in Health Crime Agriculture Business,  Environment Entertainment  Politics Sports World Events
Community Economy
AudienceScapes National Survey of Kenya, July 2009. N=2000 adults (15+) : 695 Urban, 1305 Rural.

While Kenyans may shovigh levels of interest in certain issydisey are not necessarilgceivinga
great deal of information about thepmor are they satisfied with the quatly of that information. For
example, despite@xpressions of stronigterest in health topics, those surveyed were not particularly
enthusiastic about the information available to them about common heigkbes exceptabout
information aboutHIV/AIDS andhalaria(Table b).
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Tablelb Satisfaction with Health Information

% of Respondents Answering % of Respondents Answering
g + S NB - GA&TF G{2YSoKI G {1

Malaria
‘ HIV/AIDS

Tuberculosis

Family Planning 37% 38%

Polio I < -

32% 41%

Diarrhea
Maternal and Infant Health IS L
I —————————————————————————————— ——————————————————

AudienceScapes Nationalr8ey of Kenya, July 2009. N=2000.

Even fewer respondents expressed satisfaction with information about farming and livéstidk t).

Table 1cSatisfaction with Agricliural Information

2 2F wSalLRyRSyGi % ofRespondents Answering
(I GAETASRE G{2YS6KFG {1
Crop Farming

Use of Fertilizer
New Seed Varietiés 29% 40%

Irrigatior %

Weather Problents 26% 32%

Pest Infestation e

Market Information* 23% 33%

Soil Problents %

Getting Farms LoangIreditt 16% 21%

Legal Issues(g, landy e 20%

Government Farm Payments 14% 18%
Livestock Farming

Vaccinations (livestock)*

40% 36%
| Animal Nutrition™ B
33% 33%
| Market Information** B
20% 21%

Getting Subsidies*

AudienceScapes Nationalr8ey of Kenya, July 2009=Asked only of those for whom farming contributggbstantially to income in
the last year, N=1077*= Asked only of those who owned/raised animals and relied on thera fogjor source of income, N=1013

In particular, information about the business side of agriculture (market information, farm loans,
subsidies, legal issues) appears to be largely unsatisfactory in quantity, quality or both. This issue will be
explored furtherin acase study on information for commercial agricultimeChapter 3
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] Chapter 2: Information Gathering and Sharind\n Overview

2.1 Access to Media and ICTs

Among media and ICT pledrms, radio remains the most widely availableeaching directly into more

GKFYy yp LISNOSYyd 2F YSyely | RdzZ G44aQ MoBil¥@hanEsaré OO0O2 NRA Y
increasingly widespreagdbut they have not yet reached the naamiversal coverag of radio. Fewer

than half of all adults can watch TV in their homes, and other ICTs such as computers and MP3 players

are available at home to only a tiny minority of Kenyans.

Ruraldwellershave significantly lower access to most media and ICT platfo(@isart 2.1)In addition,
respondents in the Coast and North Eastern regions repartach lowerlevels of acceshan
respondents irother regions

2.1: Access to Information & Communication Technologies
% of Respondents With the Item at Home in Working Order

m Urban m National Average Rural

84%

62 %,

41 %)

29%

12% N 110
el L 5o, 39 0% 1% 3%

Radio TV Computer Internet Landline Phone  Mobile Phone MP3 Player

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {15+) : 695 Urban, 1305 Rural

Of coursemany Kenyans are able to use media and ICTs even tlihea itemsare not availablén
their homeg for example, by using those of friends or family living elsewhere, or by going to a public
internet cafe or other public facility.

Manyregular viewers are evidently finding places to watch TV even though they do not ineete d
access in their homg€hart 2.2)2 K I (i Q & evefiavieB&Spondents who watched outside the home
are included fewer than 60 percent of those surveyed had watched TV within the past visdtBkugh
Kenyans already find ways tarcumventsome barrigs, other barriers remain; the reasons that

people do not use each source of information are discusse@irapter3 below.
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2.2: Access to Media & ICT Sources

% of Respondents With Access to Medium at Home;
% of Respondents Who Used Medium In the Last Week

mHave at home Use Weekly for Any Purpose
87% QR
78%
58%
: I :
Radio TV Internet Mobile Phone

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

2.2 Use of Media and ICTs for GatheringNews and Information

Access to media and ICTs is only one siflthe communication story; use patterns also require close
study to understand how access translates into actioks Chart 2.3 shows, wead-mouth sources
OAFNASYRA YR FIl YAihe®Z YY §2RA Gr@ &I K SNNBISR &R &l Alya
respondents asareradio andtelevisionfor staying informed. And though mobile phones have become

A Y LI2Z NJ

more accessible for general use, they are not widely used for formal news collection via SMS services.

Institutional sources, such as government officials or liter@jproduced by public agencies, are also

lower on the news and information totem pole for Kenyans surveyed.

2.3: Weekly Use of Information Sources

% of Respondents Who Used the Source to Get News and Information in the past week

Radio

™

Media Sources

Magazines

New

SM5S

Word-of-Mouth
Sources

[ ]
[ ]

[ ]

12|

Sources

The Internet

Friends/Family

Personal [Technology

Sources

Other People in Community

Government Officials 14%

Brochures or Pamphlets 14%

Posters or Billboards 30%

Institutional Sources

Other Sources 14%

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {15+)
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2.3 The Importance of Word-of-Mouth Communication

The importance of personal sources of informatidiniends, family ad other community membens

cannot be overemphasized. The news that passes through all of the media and ICT sources discussed in
this chapteris often passed arouncbommunities from person to persorthroughoutthe country.
Respondent#n alldemographic grupssaid they discussews and information regularkyith others

andthat their conversations covex number of issuefChart 2.4)

2.4: Wordof-Mouth

How Frequently Do You Discuss News and Information About... Wit
Other People In Your Community?

H Very often (daily) B Often (at least once a week
Occasionally (at least once a montl Rarely (every few months;
Never 52y Qud
2%
6% v 7% 7% 9%
25% 25% 23% 26%
32%
0,

General News and Financial Issues Health Issues Farming Issues Livestock Issue:
Information

AudienceScapes National Survey of Kenya, July 2009. N=2000 adultfo(lH)
categories except Farming (N=1077 farmers) and Livestock (N=1013 livestock ow

More than half of those surveyeshid theydiscuss health, agriculture and general news and information
(including curret events)with otherson at least a monthly basidjscussiorof financial issues lag

slightly, but is stillcommon Most respondents said fewer than 10 people look to them for opinions and
advice, but about 10 percefiavevery large networks, with someelping more than 30 other peopte
interpret news (Chart 2.5).
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2.5: Size of Woraf-Mouth Networks

% of Respondents Who Said That Many People Look to Them f«
Opinions/Advice

More than 30
10-39 people 205

8%

Noone
8%

6-9 people
12%

1-2 people
33%

3-5 people
37%

AudienceScapes National Survey of Kenya, July 2009. Na@@@® (15+), Excluded 81 (weighted
responses of "Don't Know" or "Refused"”

Opinion Leaders

An important aspect of woreof-Y 2 dzi K AY F2NX I GA2Y ySig2N]la Aad GKS
people who tend to be at the center of such networks and are thus in a positio transmit

information more broadly and efficiently within a target group. For each of the three development

topics examined in depth later in this report (personal finance, health and agriculture), we identify the
types of people who are most likelyothave strong worebf-mouth networks relative to the

populationasag K2 f S® { dzOK d anelype bfhybaré thus & Pdwehtial interest to
development organizations as key local partners or champions in project effbtts.

Demographically speakmy hubs are more likely to be male and better educated, and to use media
and ICT sources of information more frequently than othats. However, thee was very little overlap
between the respondentsvho identified themselvesas opinion leaders i@ givendevelopment topic.
This suggests that respondents wefairly honest, for the most part, about their opinion leadership
status; in other words, therevere fewrespondents who asserted their opinion leadership on every
topic.
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Overlap Among Opinion Leaders
Number of Respondents (Weighted) Categorized as Opinion Leaders for Each Topi

Finance:

Total=102 Opinion Leaders on
One or More

Development Topics:

Total=249

Farming: Health:
Total=80 Total=145

Source: AudienceScapes National Survey of Kenya, July 2009. N=264 adults (15+) who said that people come to th
often for advice/opinions about one or more development topics.

Opinion leaderscan potentially helpspread information and shape public opinion among a wide
audience; although this group was defined by hdvequently they are consulted for opinions and
advice, we can also look d&ow many peoplecome to them to hédp interpret news and information.

For example, opinioeadersfor general news and information reported larger networks on average:
52 percent said that betweene and fivepeople regularly look to them for opinionsr advice about
major news topics, 3fercent said they advise betweeéand 15 people and 12 percent said that

their opinion leadership regularly reaches more than 15 people (6 percent said more than 30 people).
In contrast, 78 percent of all other respondents said that five people or fewsk their opinions or

advice about major topics in the new® percent said no one looks to them for opiniore advice).

AlthoughKenyangeport word-of-mouth to be one of their most importarséind frequentsources of

development informationtheydo not necessarilyonsiderthose sources to beerytrustworthy (Chars

2.6 and 2.7. By way of comparisombout 96 percent of respondents rated radio news and information

as somewhat or very trustworttly O2 YLJ NBER (2 t1p LISNDSYy iy T yiRK Sc v 2 dzN

LISNDSY G AT GKS a2dNDS A& G20 KSNI LIS2LX S Ay (GKS O2Y
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2.6: Trustworthiness of the News and

Information Provided by Frie{}ds and Family
ery

untrustworthy

3%

Very
trustworthy

26% Don'tknow
N 1%

AudienceScapes National Survey of Kenya, July 2009. N=1982 adults (15+);
excluded 18 {weighted) responses) of "Do not use for news and information"

2.7: Trustworthiness of the News and Information

Provided by Other People in Community
Very
untrustworthy
7%

Very
trustworthy

Don'tknow
1%

AudienceScapes National Survey of Kenya, July 2009. N=1913 adults {15+}; excluded 89
{weighted) responses) of "Do notuse for news and information” or "Refused”

2.4 Differing Communication Patterns of Rural and Urban Residents

The stark ruralirban split in access to most media and 16f@wvn in Tabl@a helps to explairwhy a

relatively high percentage of rural residents said they rely on vednehouth sources as a regular

(weekly) newsource.Note in Tableb that there are three sourcebat are used regularly by a higher

percentageof rural thanby urban dwellers, anthatl £ £ G KNBS ' NB KdzYly & 2 dzNDOS& Y
G20KSNJ LIS2LX S Ay GKS O2YYdzyAideéeé IyR a3I20SNYyYSyid 2
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Tables2a and 2b Urban and Rural Communication Access and Use

% of Respondentq
with the Item at
Home in Working

Order
Urban Rural Radio* 91% 88%
Radio™ 00% 849 TV** 76% 44%
adio ) o :
E!‘;{:Eﬁi 83% 88%
Newspapers** 56% 29%
Computer** 12% 1% SMS** 29%, 19%
d Community**
Landline Government
3% 1% 0 0
Phone** Officials 13% 14%
Brochures or 0 o
MP3 Player** 18% 3% Posters or 0 0
Billboards** 50% 19%
Internet** 26% 5%
Other sources 17% 12%
N 697 1303

AudienceScapes National Survey of Kenya, July 2009. N=2000: 695 Urban and 1305 Rural.

*=differences statistically significant at thepgrcentlevel, **= differences statistically significant at the
1 percentlevel.

Lower access and usmuld be linked tseveralpossiblefactors, including poor infrastructure for
accessing media and ICTs, lower socioeconomic stabtshly in terms of loweincomeand
educatioral attainmen) orlack of intereseither inusing a partiular source or in obtaining news and
information.

The AudienceScapes data suggest that all these factors dackpafinterestcome intoplayin rural

areas: the proportion ofiondza SNA ¢ K2 fA&d aL +Y y24 AyGadSNBadGdSRE |
medium was higher for urban thaior rural residents for radio, TV and newspapers. Similarly, the

proportion ofnonusers whdisteda L R2 y 20 ySSR wiKS AGSYBE a 2yS N
higher for urban tharior rural residents for bottthe internet andfor mobile phones. Since rural

residents did noexpresdower levels of interest in obtaining news from these sources, weseak

answers about rural information habits by lookingratastructure, income and education.
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Rurd infrastructureshortfallsincludeelectricity and signal receptios shown in Chart 2.8,nal
households are less liketlyan urban oneso have electricity of any kind aratefar less likely to be
connected to the main power grid

2.8: Electricity Sources
% of Urban/Rural Respondents Who Get Electricity from Each Source

Rural mUrban

: . 31%
Main Power Grid
63%

5%
Own Generator

23%
1%

12%

1%

204

Neighbor's Generator

Car Battery

13%

Household Does Not Have Electricity o5

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {15+): 695 Urban, 1305
Rural. Category excluded: Solar Power, due to inconsistent interpretations of this category by
respondents

Another irdicator of the impact of poor supporting infrastructure on the availability of news and
information is the number and variety of media outlets: do as many broadcast signals and newspaper
deliveries reach rural residents as reach city dwellers?stineey esultssuggest they do ngiChart 29).
Rural respondents, on averageavefewer TV channels available to them at home.
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2.9: Available TV Stations

% of Urban/Rural Respondents Who Had Watched TV in the Last Year and Had a
TV at Home
m 16 m7-13 14 or more Don't Know

2%

Urhan Rural

AudienceScapes National Survey of Kenya, July 2009, N=855 adults {15+) who had watched TV in the last year
and had aTv athome

Newspaper use also suffers from limited reach, though of print delivery infrastructure ratheothan
transmission signal$wenty percent of those in rural areas who did not read a newspaper at all in the
last year (N565) said one reason was that newspapers are not available in their area; only 10 percent of
their urban counterparts (NE3) cited this reasn. Regarding radio hiere were no significanural-
urbandifferences in the proportion of people reporting they did not listen because no signals are
available to themthat said, thenumber ofrespondents who said they do nlisten to the radio was

already quite small.

Rural resident8ower averageincomes measured byl KS & dzNI S & QineadulenedtsSfO G A S a St
economic statugChart 210), isan obvious impediment to accessirglatively costlyinformation
sources such as T\fke internet, and persaal mobile phonesWhen asked to characterize what their
household is able to afford1 percent of rural inhabitantéversusl8 percent of urban householjls
indicated that they have trouble even affording basic necessities such as food or clothingh.or bot
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2.10: Standard of Living (Self-Assessed)

% of Urban/Rural Residents Who Characterize Their Household in Each Way
B Urban ™ Rural

Notenough money Enough money for Enough money for  Can buy certain Can buy whatever
even for food food,but buying food and clothes expensive goods we want
clothesis difficult  and can save a bit

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults{15+): 695 Urban, 1305
Rural. Category not shown: Don't Know, Refused {fewer than 2 percent)

Corroborating this subjective assessment, the sar@dre-objective measure8 ¥ K2 dza SK2f Ra Q
socioeconomic statualsodemonstrate the large differences in urban and rural lifestylegbles 2c and
2d).

Tables 2c and 2ddlicators of Househol8oci®conomicStatus

2CType of Sanitation ~ Urban  Rural W 54 primary Water Source Urban  Rural

Z\éﬁ:aggie;;fmnwed © 30% 2% Inside pipe tap 24% 2%
Water closet, connected to 8% 20 Outside pipe tap 37%  17%
septic tank Own well water, borehole 5% 16%
Latrine orventilated Communal well, borehole 10% 33%
; ) . 60% 88%
improved pit latrine Communal, street tap 10% 4%
None 1% 4% River orstream 11%  25%
Rainwater 0% 1%
Other 1% 4% Other 2% 2%

AudienceScapdsational Survey of Kenya, July 20082000 adults (15+)395 urban, 13® rural. Differences
between urban and rural are statistically significant at the 1% level.

Granted, ssomewhatlarger percentage afural than urbanresidentssaidthey are working fil

or parttime as opposed to not working (Chag.11 and 2.12. HoweverruralR 6 St f SN& Q
predominantoccupation igarming whichtends to bea lowwageor subsistenceactivity for
manyKenyans
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2.11: Urban Employment
Temporarily
unemployed
not looking for

work
3%

sales, retail
17%

Housewife
10%

Non-worki
pensioner or
invalid
2%

Student
19%

Other, Don’
Know, Refused
9%

Manufacturing,
construction
5%

AudienceScapes National Survey of Kenya, July 2009, 695 adults (15+)in urban areas

2.12: Rural Employment
Temporarily
unemployed
not looking for

work
1%

Housewife
12%

Non-working )
pensioner ( )
invalid / sales, retail

3% L Oy
Student / L 12%
12% / :

/Other, Don't
" Know, Refused
11%

Manufacturing,
construction
3%

AudienceScapes National Survey of Kenya, July 2009. N=1305 adults {15+) in rural areas
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Lower levels of education in rural arealso limit the scope fonformation gathering, particularlgiven
that new ICTs such @ise internet and SMS servicesuallyrequire literate audiences. Fourteen percent
of rural respondents said they have hadfoomal education, compared to 4 percent of urban
respondentsAt the other end of the spectrum, only 10 percent of rural respondents said they have
more than a secondary education, versus 27 percent in urban afBasdifferences in education
between urkan and rural residents are statistically significant at theefcentlevel)

Controlling foreducationlevels(that is, comparing only respondents with similar levels of education to

each other) some of the differenceis urban and rural residenf¥requency ofmediause narrow or

become statistically insignificarilany differences remain, however: at many levels of education, rural
residents still watch TV less frequently, read newspapers and magazines less frequently, use the internet
and SMS servicdsss frequently and use wotof-mouth source®f news and informatiorsomewhat

more frequently than urban residents ddhis supports the conclusion that lower average levels of
education in rural areaelp explain some of the urbarural communication ga, but that there are

other factors at work as well.

Literacy aside, understandingS y @ I Q& 2 F Fok Eddlishfand KibwalRid#s o ta using
newspapersgovernment documentshe internet, and SMS serviceal which are primarily in those
two languagesSeaking and understanding Kiswabhili is nearly universal nationwiide 95 percent of
rural respondents an®9 percent of urbamespondents saying they do .ddowever,only 59 percent of
rural respondents said they can speak and understamglish, compared to 80 percent of those in
urban areas.

2.5 Facing the Gender Gap in Access and Use of Information Sources

Communicathn often needs to be tailored by gender to accountddfering socioeconomiconditions

of men and womencultural norns about household roles and the use of leisure timegender
differencesin preferences and taste&ducation offers one easitgeasuredndicator of thetypes of
challenges facing womehat might affect their access to and use of informationthe AwdienceScapes
survey,women were more likely than men to have received no formal schooling (14 percent of women
in the survey versus 8 percent of men), while they were half as likely as naehigvea university

degree.

The surveylsoprovides evidencefahese barriers in the lowdtouseholdaccess to ICTs reported by

62YSy o {AyOS (KS &dNBSe LI NIAOALI yiaQ aStSO0GAZYy 61

not expect to see differences between men and women in terms of their household aGeespossible
explanation is that women did not report having an item at home if they themselves do not have access
to it (Chart 2.B).
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2.13: Access to Information & Communication Technologies by

Gender
% of Men/Women With the Iltem at Home in Working Order

m Men  m National Average m 'Women

2% 2% 1%

Radio TV Computer Internet Landline Mobile Phone MP3 Player

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults{15+):1094 Men, 906 Women. Differences
between men and women are significatn at the 5% level for every item except television and computers,

In addition, women's selfeported use of media, ICT, and institutional sources¢aessiews and
informationregistered assignificantly lowetevels than men'selfreported useacross the boardChart
2.14).

2.14: Weekly Use of Information Sources ®Men ®Women

% of Respondents Who Used the Source to Get News and Information in the Last Week

Radio

e
Y —
Newspapers #\f

Magazines

Media Sources

SMS Lower use by women

New

Personal [Technology

Sources

Sources

Internet

Friends/ Family

Other People in Community

Government Officials

Brochures or Pamphlets Comparable use by women and men

Posters or Billboards

Other sources

U

Institutional Sources

AudienceScapes National Survey of Kenya, July 2009, N=2000 adults (15+) : 1094 Men, 906 Women

Interestingly, womersaid theyuse wordof-mouth sources (friends and family or other people in their

communities) as muchas mendoy FI OG0 FNASYRA | yiked sburcéforinéws | NS
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and information in the last week, narrowly beating radio. Women were significantly less likely to have
accessedhews and information from newspapers, and only about half as likely agorteaveaccessed
news and information from the internet in the last wedllhus, personal sources of informatiprobably
need to play aelativelylarger role in any communication or outreach strategy aimed at woraérer
thanat men

That said, its not clear whether such personal sources will necessarily be women speaking to women.
The survey data indicate thatomen are less active than men saurceof either news and
information, or advice and opinio€hars2.15 and 2.18.

2.15: How Often Do People Come to You to Get News and

Information?
% of Men/Women
7% 11%
21%
339 Never
28% Rarely (every few months)
27% Occasionally {at least once a month)

m Often (at least once a week)

W Very often {daily)

Men Women

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {15+} : 1094 Men, 906 Women. Category not
shown: " Don't Know"
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2.16: How Often Do People Come to You to Get Advice and

Opinions on Major News Stories?
% of Men/Women

7% 10%
20% Never
33%
Rarely {every few months)
24%

Occasionally {atleast once a month)

M Often (at least once a week)

W Very often {daily)

Men Women

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {15+) : 1094 Men, 906 Women. Category not
shown:"Don't Know"

Not only do people come tawomenless often to talk about general news and informatibntwomen
alsoreport that fewer people rely on them for opinions or advice on the news: 9 persaittthat no
one does (comparedt7 percent of menjandanother 71 percensaid thatfewer than five people look
to their opinions (compared to 64 percent of mefhe upshot here is that women who say they rely
heavily on worebf-mouth for information are not only turning to other womeor this information but
alsoto men in their communitiesTherefore, avord-of-mouth communication strategyargeting
women must not only involve womeibut alschas to include men.
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B Chapter 3: Media and ICT Use in Fox

Traditional media(radio,televisionand print)remain more widelysed for news and information than
evolving internet and mobile phone platforntdowever, in such a rapidly changing environment, this
trend may not continue for lon@s explained in this chapter

3.1 Radio, TV and Newspapers: Their Roles in Communicatian and
Information Sharing

Radio

The number of private radio statiofs growing with many smaller stations broadcasting in local

languages® According to Freedordlouse, localanguage radiohaS ELJF Y RSR NJ LIARf &% &l YR
shows have fostered ineasing public participation as well as commentary thigasnetimes]

unfavorable to the government. Unfortunately, many vernacular stations were accused of broadcasting
SGKYAO KIGS &aLISSOK Ay #'KS 61+1S 2F GKS wnnnte St SOG
While commercial localanguage radiois vibrant there arefew community radio stations (typically

locatlanguage, volunteerun stations broadcasting to an 8 km radius or 1é&3he handful of

community stations active in the postelection period were praised for their balancedtiego

approach®?

As in many developing countries, radio is an indispensible tool for delivering development information.
Nearly alKenyans areadio listenersand nearly all of these listeners said thesethis mediumas a
regularsource of news and farmation (as opposed to listening strictly for entertainmer@y: percent

of Kenyan adults get news and information from thedi® on at least a weekly basis.

3.1: Trustworthiness of the News and
Information Provided by Radio

Somewhat
untrustworthy
2%

Very
untrustworthy
0%

/_

Somewhat
trustworthy
37%

Very /
trustworthy

61%

AudienceScapes MNational Survey of Kerya, July 2009, N=1980 adults {15+); exluded 20
fweighted) responses of "Do notuse for news and information” or "Refused"”
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More than half of radio listeners surveyed considered radio ta ery important sorce of information
for every topic included in the national survey (current events, health, agriculture, business/finance,
education and government.he news and information provideby radiowere alsodeemed

trustworthy bymore than95 percent of all rggondents(Chart 3.1)

Nearly alradio listenersdefined as those who sattiey listenedto the radio in the lat yeal)) said they
had used an FM wavebameécently(Table 31), while a fair number also listened via mobile phanes

FM 98% 91%
AM 35% 16%
Shortwave 20% 5%
Satellite Radio 3% 1%
Intern et Radio 4% 2%
Radio via Mobile Phone 27% 16%

AudienceScapes National Survey of Kenya, July 20091942 adults (15+) who listened to the radio within the last year

Listenerswere alsoasked an operended question to listhe top threestations theyusefor news and
information (Chart3.2).

3.2: Top Radio Stations

% of Respondents Who Mentioned the Station as One of the

l Three They Listen to Most Often
I WO W o o o opg oy

Citizen Inooro  Easy/ Kiss QFM Musyi Ramogi  Coro Kass
Klswahlll Nation

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

These overall ratings mask notable differences by demographic group, as $hotlie topfive stations
in Charts3.3to 3.5. For exampleEasy/Natior(a private Englistanguage station run by the Nation
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Media Groupwas mentioned more often thamooroby men, but Inoordprivate media grougroyal

aSRALl { SNJAdnduige EM strafiojazdmire popular than Easy/Nation among women.
3.3: Popular Radio Stations by Gender

% of All Men/Women Who Mentioned the Radio Station as One of the Three Stations They

52%, Listen To Most Often for News and Information
40% More popular WhMen B Women
among women than More popular
28% 57 men among men than
women
15%
l I I TR T T

Citizen Inooro Easy/ Kiss QFM Musyi Ramogi Coro Kass

Klswahlll Nation

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {15+): 1094 Men, 906 Women

3.4: Popular Radio Stations by Settlement Type
282 % of All Urban/Rural Residents Who Mentioned the Radio Station as One of the
° aas Three Stations They Listen To Most Often for News and Information
B Urban Rural
30%
23% 21%
18%
14% 14%
9% 79 8% 9% 8% 8% 9% 9%
s 5% s % 3%

Citizen KBC Inooro Easy/ Kiss QFM Musyi Ramogi Coro Kass

Kiswabhili Nation

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {(15+): 695 Urban, 1305 Rural
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3.5: Popular Radio Stations by Age
% of All Age Group Members Who Mentioned the Radio Station as One of the Three Stations
They Listen To Most Often for News and Infermation
50%
462 . E15-29 m30-44 m45-59 m60andover
A43% 4%
37%
33%
29%
229
o 18%718% 16%
5% 12% 14%
go P10% g% 10%, 1% 10%
I I 7% 7/ G/I e
T T T T .l
Citizen  KBCKiswahili  Inooro  Easy/Nation Kiss Musyi Ramogi Coro Kass
AudienceScapes National Survey of Kenya, July 2009. N=2000 adults (15+):106415-29, 517 30-44, 249 45-59, 170 60+

Notably,youth (15to 30) have very different preferencé®m their elders practicallyno one over 45
listed Easy/NatiorKiss FMbr Q FMas one of the three stations they listen to most often, but sizable
portions of the 150 29 agegroup did.Q FM describes its target audience as under 35, and sees its
YI NJ Si
programming forma&® KBC Kiswahili, on the other harwlas more commonly cited by those over 45
than by younger respondentswhich isnot surprising given its 5%ear history providing national news
from the stateownedmedia corporation

al ye

27

YA OKS

iKS

Fa TFAEf AY 3 SwabilksGtioAwithd mose madg&r§ Y I NJ S

a 0 | réglogaifyéotrenirate veffegfiad Haéth the NeBch of thebroadcast

signals and the appeal of thgiarticularcombinations of language and content (Chart 3m). example,
Musyi FM is the Royal M&dr  { S NJJ A-l@n§uage statibnbadcastimgimarilyin the Eastern

Province?!
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3.6: Radio Stations' Regional Audiences

% of Those Who Mentioned Each Station Residing in Each Region
® Morth Eastern m Western  RiftValley @MNyanza mEastern m Coast m Central m Nairobi

s 5% 7% - 2% 7%
16% o

“ 17% 0% o 16% 29%

40%

g,
28% 24% 1% 1 12% 6%
7%

8% 96%

o 0,
15% 13% 6%

19%

15%

Citizen  KBC Kiswahili  Inooro Easy/Nation Kiss QFMm Musyi Ramogi Coro Kass

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

Mentions of community radio stations did not feature prominently in the surveyiany development
organizationsperating in Africattampion tre establishment o$uchstationsto providesmall rural or
remote communitieswith news, information and a platform fguublicdiscussionHowever Kenyahas

not been a hotbedf community radio growthAs arecent BBC report observedAlthoughthe first
community radio on the entire African continent was established in Kemydoma Bay in 1982 (and
deregistered two years later)community broadcasting has consistently struggled to gain a foothold in
the country! TheBBQreport mentioned only a few existg community outletsMangelete FM, Radio
Maendeleo, Koch FM, Pamdjdl, Mugambo, Jyetu, Shinyalu and Kongimaich collectively reach a
tiny percentageof Kenyas.? Indeed, in the AudienceScapes national survey, there wereldnly
mentions of Maendeledl percent of respondentsll in the Nyanza Province and mostly rural women,
its target audiencg one mentionof Pamoja, and none of any other community station.

Television

Televisiorsets arenot ubiquitous in Kenya. Even amotinge 1152respondentg58 percent of the
sample)who said theyhad watchedelevisionin the lastweek, about a thirdsaid theydo not havea TV
at home.

Of those who didhavea TVat home nearly allsaid theyreceive sixxhannes a fewer. Chart 3.7 shows
how these patterns plagut inthe whole sample populatigravery small minority oéll survey
respondentq3 percent)can watchmore than six channekt home
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3.7: Types of TV Access

TV at Home: 7-13
Channels
2%

TV at Home: 14

_____—orMore Channels
1%

Did Not Watch TV
in the Last Year

T at Home: 1-6 L3t

Channels
39%
Watchedin the
LastYear, but
Don'tHave a TV
TV at Home, but atHome
Don't Know How 341%

Many Channels
1%
AudienceScapes National Survey of Kenya, July 2009, N=2000 adults (15+)

Virtually alltelevisionownersreported usingantennas, either directly on their TV seor on a roobr
outside of abuilding. TV connections via satellite or cable were extremelyaadereported
predominantly by men, young people and urban residents.

TV viewers were asked to list the stations they watch most frequgiotly stationsemerged as

nationally dominant, in descending order of popularity in the survey: Citizen TV, Kenya Broadcasting

Corporation (KBC), KenyalevisiorNetwork (KTN) and Nation TMTV) The governmenrbwned KBC

originally had a monopoly arlevision but threemajor media groups began broadcasting in the 1990s

(Frst¢ KS { Gl YRFNR DNRdzLIQ&d Y¢bx F2ff26SR 6& bliAz2y aSR
Citizen dl based in Nairobi

The four are ranked similarly by Kenyan men and women on a national lnatsigeferences differ
between older and younger viewers, and between urban and rural viewers (@#itts3.10).

AfricaDevelopmenRegarch SerieKenya
48| Page



3.8: Popular TV Stations by Gender

% of All Men/Women Who Mentioned the TV Station as One of the
Three They Watched Most Often for News and Information

u Men Women

a7 42%
33%
30% 27%
T T T
NTV

Citizen KBC KTN

3.9: Popular TV Stations by Settlement Type
% of All Urban/Rural Residents Who Mentioned the TV Station as One of the
Three They Watched Most Often for News and Information

KBCis mentioned more than other stations by

rural residents, and mentioned by comparable

AudienceScapes National Survey of Kenya, July 2009, N=2000 adults {15+) : 1094 Men, 906 \Women.
H Urban Rural
shares of urban andjrural

55%
49%
40% 41% 4%
26%
19%
. | . .

Citizen KBC KTN NTV

AudienceScapes National Survey of Kenya, July 2009, N=2000 adults {15+) : 695 Urban, 1305 Rural

3.10: Popular TV Stations by Age

% of All Age Group Members Who Mentioned the TV Station as One of the
Three They Watched Most Often for News and Information

KBC more popular than Citizen among older viewers

m15-29 m30-44 45-59 60 and over

>4% 45%
% 45% 44% A44% R
33% 38% 550,
41% ’
| 34% ‘ .
22% 23% 13% 14% 11%
Citizen KBC KTN NTV

AudienceScapes National Survey of Kenya, July 2009.
M=2000 adults {15+) : 1064 15-29, 517 30-44, 249 45-59, 170 60+
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In particular, KBC is more popular than Citizen among viewers over 45 and among rural residents.
Greater shares of youtthan older respndentsmentioned watching any station, consistent with the
greater use of TV by young peophdthough the four main stations can be viewed throughout the
country, viewing rates anpreferencesvary widely across regions (Chart 3.11).

3.11 Popular TV Stations by Region

% of Respondents in Each Region Who Mentioned the TV Station as One of the Three
830/;9% They Watched Most Often for News and Information
76%
B Citizen WKBC WKTN & NTV

64%

53% >
[x]
. 48%
4% g3 gz P 3% s
39%
36% 3500y 7%
32% 31% 32% 31,032%
292
229
994 20% b g0
15%
11% 12%
8%
T T T T T T

Nairobi Central Coast Eastern Nyanza Rift Valley Western  North Eastern

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

Among those whalo not watch T a group 65 percent female, 45 percent over 45 and 87 percent
rural), mostsaid it was because they do not own g Wiile rearlyone quarterpointed toproblems
with electricitysupply (respondents were able to ahs®e more than one reason for nbaving watched
TV in the last yearfewerthan half of all respondentssaid theyget power from the main national
electricity grid, and even having a source of electricity at home does not necessarily guarantee a
constant,reliable electricity supplyChart 312).
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3.12: Electricity Sources

% of Respondents Who Get Electricity from Each Source

No Electricity

Main Power Grid
Own Generator
Neighbor's Generator

Car Battery 6

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {15+). Category
excluded: Solar Power, due to inconsistent interpretations of this category by
respondents

Like radiotelevisionis used nearly as frequently for news and information as for any other purpose
(such agntertainment) TVwas also considered a very important source of infaioraby at least half
of viewers for every topic included in the national sur¢€part 3.B). Viewers overwhelmingly
expressed trust in the news and information they get from TV, widwer than 5 percent saying that
TV reports are untrustworthy.

3.13: Trustworthiness of the News and
Information Provided by Television

Very Somewhat
trustworth
un rusD orthy __—untrustworthy
1% 3%

Don't Know
2%

Very
trustworthy

60%

AudienceScapes National Survey of Kenya, July 2009. N=1812 adults {15+); excluded 188
{weighted) responses of "Do not use for news and information"

Televisiorisalsoa far more regular feature of city life: 63 percent of urban Kenyans who watch TV do so
on a daily basis, compared to only 25 percent of ruiglvers the figure is 87 percent for the Nairobi
regionalone
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Print Media

The print media audience igenerallysmaller thanradio and TV audienced hirty-sevenpercent of
respondents said they had not read a newspaper within the last ydaen they were asked why, many
cited costor the inability to read or understand newapers. Aboubne quarterof nonreaderssaid that
they were simply not interested in getting news and information from print media.

Although rewspapers are much less frequent sources of news and information on a national scale than
radio andtelevision they are fairly widely read in the major urban cent@&hart 314):

3.14: Newspaper Readership

% of Respondents Within Each Settlement Size Category Who Said They Read a
Newspaper...

B Yesterday MInlast? days Inlast 4 weeks Inlast 12 months More than 12 months ago Never

2%

Capital city 10% 45 5%

100,000-499,999 159%

20,000-99,999 16%

5,000-19,999 4%

2,000-4,599 26%

Under 2,000

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

A basic profile of those who had read a newspaper during the week before the survey reveals an

audience that does not mirror the population as wholeekly newspaper readers were 64 percent

YFESTET pm LISNOSY(d dNBFYyZ Td LISNOSYld aYARRES AyO2YSé
education(83 percent with some secondary school or mdfe).

The ranking of top newspapers, derived from the number of mentions of pajér in an operended
survey question, place thgaily Nation the East Africa Standaraind theTaifa Leat the top. There was
little demographidifferentiation, with the same top choices showing up among men and womdyan
and rural residents, andl age groupsReadership rates weifferent across regions, however, and in
two regions theTaifo Leavas actually more widely read thavasthe East Africa Standar@Chart 3.15).
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3.15 Popular Newspapers by Region

5% % of Respondents in Each Region Who Mentioned the Newspaper as One of the Three
They Read Most Often for News and Information

65% . . .
o0 W Nation W Fost Africa Standard Taifa lea 6ok
49% >2%
43%
37% 38% 40%
33% o
26% 26%
22%
21% 18%
23% 26% 27%
18%
7% 10% 4
T T T T T
Nairobi Central Coast Eastern Nyanza Rift Valley Western  North Eastern

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

3.16: Trustworthiness of the News and
Information Provided by Newspapers

Very
untrustworthy Somewhat
29 untrustworthy
8%
Don'tknow

Veary " 3%
trustworthy
il

AudienceScapes National Survey of Kenya, July 2009. N=1542 adults {15+); excluded
459 (weighted) responses of "Do not use for news and information"

The reported lgels of trust in the information provided by print media were somewhat lower than
reported trust in radio andelevision(Charts 3.16 and 3.17). However, these levels were not drawn from
directly comparable subsamplg&achmeasure includes only that metiY Q& 2 ¢y .) | dzZRA Sy OS
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3.17: Trustworthiness of the News and

InformatiorLProuided by Magazines
ary

untrustworthy

Somewhat
untrustworthy

16%
Don't know

5%

Somewhat
trustworthy
58%

AudienceScapes Mational Survey of Kenya, July 2009, N=1266 adults {15+); excluded
733(weighted) responses of "Do not use for news and information”

3.2 Mobile Phones and Internet: The New Communication Frontier

As access to mobile phonard (to a lesser extent) internexpands, development organizationwant
andneed to know how these ICTs are affagtthe flow of information and the implementation of
development projects. To be sutiiese technologieslreadyare being applied in a number of
development projects. But better knowledge of the user environment is likely to generate more

successful otomes in many projects. This section provides insight on ICT user trends in Kenya, followed

by a profile of mobile phone "early adopters" who may be of particular interest to development

practitioners

Mobile Phones

Mobile phones are becoming widespreaddanya, with 42 mobile phone subscriptions per 100 people

in 2008, compared to an average of 32 per 100 for-Saharan Africa as a whole. The level of access has

ANRPoY NILAREE aAyOS wHnnoX ¢KSY Y Swhighlat thatlirie wasy

five mobile phone subscriptions per 100 peofile.

Much of the growth has come from the expansion of a single company, Safaricom, which began as part
of the state telecommunications monopoly but was patrtially privatized in 1997 and became a public

I FF NRO2YQa 4 lirlNarge fadod lovkdost, payadyOuga flaRs that

are affordable even for households below the poverty fifiBy contrast,dndline telephone coverage
remains largely inaccessible, wigwer than one telgphone line per 100 people. Investment in ICT has
focused instead on bringing mobile and internet access to all parts of the country.

company in 2002°{
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Use trends

TheAudienceScapesurveyresults corroborate witlsupplyside data showing brodyl basedmobile
phone use irKenya even among relatively isolated or disadvantaged demographic gemghamong
those who donot own their own phonegChart 3.18)Ninety percent of those surveyedaid theyhad
used a mobile phone for sne purpose within the last year

Mobile phore use isalsorapidlybecoming routineeven for groug with the mostlimited accessat least
half wereregular mobile phone userghgy saidin the survey thathey had used a phone within the last
week).

3.18: Mobile Phone Use by Demographic Groups
% of Each Group Who Had Used a Mobile Phone in the Last Week
S NoFormal Education |
S _
2 AnyFormal Education [ 93%
=
°
= Rural 83%
3
- Urban 94%
& 30+ 86%
15-29 95%
T
% Women 86%
D
Men 92%
AudienceScapes National Survey of Kenya, July 2009. N=2000 adults (15+) : 204
No Formal Education, 1796 with Any Formal Education; 695 Urhan, 1395 Rural;
936 over 30, 1064 15-29; 1094 Men, 906 Women
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However,despitewidespread acceds phonesfor basic usesuch as/oice callssome of the more
innovative uses of mobile phones have been less widely adopf€dble 3b)

Send/Receive SMS from Another

Mobile User 63%
Conduct Financial Transactions 23%
Listen to the Radio 22%
Receive SMS Information from Mobile 15%

Operator or Other Sources
Access the Internet 12%
Watch Live Television 4%

AudienceSaaes National Survey of Kenya, July 2009.808adult
respondens (15+who used anobile phonewithin the last year

Notably, fewrespondentssaid theyusedphones as a platform fagettingformal news updates by SMS.
Even those who knew enough about SiMSvs services to offer an opini@xpressed relatively low
levels oftrust in the news and informatiosuch servicesanprovide(Chart 3.9).

3.19: Trustworthiness of the News and
Information Provided by SMS Ne\{vas Services
ery
~—_ untrustworthy
6%

trustworthy Somewhat
untrustworthy
23%

Somewhat
trustworthy Don't know
46% 8%

AudienceScapes National Survey of Kenya, July 2009. N=889 adults {15+); excluded
1112 (weighted) responses of "Do not use for news and information"

Oneobviousobstacle to using SMSiikteracy;although the majority of mobile ptne users said that
they canread English easily, those whamot do sowere much less likely to say they had used SMS
recently. (See Table 3c; note that Swabhili literacy was not measured in the survey, but mobile phone
userscould besending/receiving tet messages in Swabhili as wasl English.
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Table 3c English Language Capacity and SMS

% of Mobile Phone Users In % of Mobile Phone Users In

: - Each CategoryWho Each Caegory Who Receive
Se![LngggtEi Al\lblelty Send/Receive SMS with SMS Information from
9 Other Users at Least Mobile Operator/ Other
Sources at Least Weekl
Not at All 20% 4%
Not Easily 43% 7%
Easily 79% 15%

AudienceScapes National Survey of Kenya, July 2009. N=1809 adult respondents (15+), who use
mobile phone within the last year.

Theuse of mobile phones for financial transactioridiscussed irgreater depthin{ SO U A 2Zcgce n ®H Q&
alddzRe 2y & Y)hdas alfedtly bécdyieaddutine activity (at least once a week) for abmug

guarter of phone users in Keny@®venll, 54 percent of 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
within Kenya, but fewer than 20 percent had paid bills, managed savings, or arrangeaiaaedits.

Phone sharing is commonmeaning that mobile phoneise is no restricted to Kenyans who owthem
or have household access to on8ome people withouphonesbuy SIM card# use in othes' phones
while some borrow phones, with or without peng compensation for the airtim@hart3.20). Half of all
phone owners said they lend their phone to other people at least once a month, with most of those
lendingphonesto between one and five people.

3.20: Types of Mobile Phone Access

M Did Not Use a Phone Within the
Last Year 6%
1 Own a Phone

Phone Users Who Do Not Own a Phone:
M Purchase SIM Cards to Use in

Others' Phones

24%

M Do NotPurchase SIM Cards

AudienceScanes National Survev of Kenva. Julv 2009. N=2000 adults {15+

Users who do not own phone said that they typically can borrow a mobile phone from family members
or friends. Very few respondents (about 10 percent of people who have used a phone but do not own
one, or 3 percent of all respondents) reported being able to borrow phones lfsoat businesses or

other people in the community besides friends and family.
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Access trends

The ownership rateat 60percentof those surveyedhationally, varies substantially lemographic
group. Notablypersonal phon@wnership was claimed bB§L percet of urbanrespondents versus5
percent of ruraldwellers Thegender breakdown showesh percent of women compared to 67 percent
of men.Meanwhile, young adults (o 35) led ownership rates among age categories (Cham)3.

3.21: Mobile Phone Ownership by Age
% of Each Age Group That Own Mobile Phones

15-19 20-24  25-29 30-34  35-39 40-44  45-49 50-54 55-59  60-64 65-69 70and
over

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

However, he most dramatidemographic dividing liremerge amongpeople with different levels of
education which serves as a convenigmmbxyin the datafor income and othesocioeconomistatus
indicators(Chart 322). It is clear that while mobilphones are nearly universal among the educated
elite, handsetsare clearlynot foundin the pockets of all Kenyans.

3.22: Mobile Phone Ownership by Education
% of Each Education Category That Own Mohile Phones
University Degree or Higher
Post-Secondary, Vocational
Secondary (complete or incomplete)
Primary (complete or incomplete)
No Formal Education

AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {15+) . Education
category not shown: Don't Know.

Ninety-three percent of mobile phone owners in the survey sdliey useSafaricomas a mobile
service provider
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However, nany Kenyanisted more than one providelikelyreflecting the common practice afsing
multiple SIM cards to take advantage of cdiéterentials among providers orertain types of callor
varyingsignal coveragelhus, he seconédmostwidely used provider, Zain, was cited by 23 percent of
phone owners.

Mobile phone ownership in Kenya is a fairly recemtit rapidly evolvingphenomenon three quarters

of owners surveyed said thgurchased their first phone within the last five yeé@hat 3.23). The

unique characteristics® Y2 0 A f S LIK 2 y 8 thés&whhljpuichase® Rdidiir& phingé more
than five years ago are presented at the end of this section. In comparison to later adopters, this group
tends to have stronger representati@mong males, those 30 49, the better educated, thevealthier

and urbanites.

3.23: How Long Ago Did You Get Your First
Mobile Phone?

Lessthan 1
year ago
10%

Don't know
1%

More than
5years ago
1-2 years 25%
ago
28%
3-5years ago
36%

AudienceScapes National Survey of Kenya, July 2009. N=1287 adults {15+)who own a
mobile phone

Forthe 10 percent of those surveyedgho are still not using mobile phones, the most commonly cited
reasons were not owning or having access to apbk. About one quarterof nonusers reported that

one reason they doot use mobile phones is th@hones are too expensiveFew respondents

mentioned not needing a phone, not having a cellular signal where they live, having nowhere to charge a
mobile phonebattery or findingcallingcreditstoo expensive issues that ray become bigger obstacles

once the ownership and access hurdles are cleared.

Logically, respondents who own a phone tend to use every phone function more intensively than those
who rely onothers' phones (Chart 24), if only because phone owners have ready accesptwae It

may also be the case that those owning only SIM cards do not have thepsamtegesas phone owners

to access various types of services other than callingt Jdid the extent of theowner/non-owner
behaviorgap has important implications for development projetttat depend on the usef mobile
applications Substantial differences in use trendsdicate that ownership (rather than access of any

kind) may be a moreppropriate measure of thereal development impact of cell phonedThis suggest

that expanding phone ownership magnerit more emphasis thammerely expanding access through
community phone programs or other collective means.
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3.24: Mobile Phone Use and Ownership

% of Group That Use a Phone for That Purpose At Least Weekly

Send/Receive SMS from Another Mobile User S 1%
Conduct Financial Transactions —
| 5%
Listen to the Radio —_—
% Phone Users: Own Phone
Receive SMS Information from Mohile Operator or 21%
Other Sources 4% Phone Users: Others' Phones
17%
Access the Internet
2%
) - 5%
Watch Live Television
1%

AudienceScapes National Survey of Kenya, July 2009. N=1287 adults (15+) who own a
phone, n=523 adults {15+) who have used a phone but do not own one

Chats 3.25through 329 display responses to various opinion questions about mobile phones and their
use.While respondents gave mobiles high marks for ease of use and their utility in conducting business,
price appeared to be a concern, as did the abilitfix a phone when it does not function properly.

There vere also differences of opinion about whether it is possibl@atoess signal wherever one is
needed.
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3.25: Mobile Phones Are Generally Easy to 3.26: Mobile Phones Are Useful in Business
Use Strongly Disagree
Strongly . disagree 1%
disagree Disagree 0% Don't know
2% Don't know 4%
1%
Strongly |
agree | Strongly
53% agree
60%
AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {15+) AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {15+)
3.27: Having a Mobile Phone Is Expensive 3.28: If the Mobhile Phone Stops Working, It
Strongly Is Easy to Get It Fixed
disagree
5%
Strongly
agree
24%
Don't knSis
Don't know 119%
5%
AudienceScapes National Survey of Kenya, July 2009. N=2000 adults AudienceScapes National Survey of Kenya, July 2009. N=2000 adults {15+)

3.29: You Can Get a Mobile Phone Signal
Wherever You Go

Strongly
agree
18%

Don't know

9%
AudienceScapes National Survey of Kenya, July 2009, N=2000 adults (15+)
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The implication is that development initiativebased on mobile phoneshouldaccaint for possible
constraints imposed byhe expense of owning oneyeak phone signals in some locations and the
challengeof fixing brokenphones For exampleif a project is under way iKkenya'sEastern region,

where mobile phone ownership rates are raly low, implementers need to know that there is
widespread dissatisfaction witthe extent ofcellularreception(Charts 330and 331). It may be
necessary to overcome this technological hurdle first before making significant headway on a mobile
basedproject. Curiouslymore thanhalf of those surveyed iNairobi hadconcerns of some kind about
being able taaccessa phone signal, even though the capital should be a place where signals are
relatively strongRespondents might have been thinking of ésnwhen they travel outside the capital
and camot receivereception.

3.30: Mobile Phone Ownership by Region
% of Respondents in Each Region That Own Mobile Phones

North Eastern
Western

Rift vValley
Nyanza
Eastern

Coast

Central

Nairobi

AudienceScapes Mational Survey of Kenya, July 2008, N=2000 adults {15+)

3.31: Poor Mobile Phone Signal
% of Respondents in Each Region Who Disagree With the Statement "You can get a mobile phone signal
everywhere you go® W Strongly Disagree 1 Disagree
North Eastern 35%
Western 42%
Rift valley 42%
Nyanza 20%
Eastern 56%
Coast 41%
Central 46%
Nairobi 52%
AudienceScapes National Survey of Kenya, July 2009. N=2000 adults (15+)
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Mobile PhonesC2 Odza 2y a9 NX & ! R2LJISNEE

Tables 3d through 3fompare the360respondents (15 percent of the wholeeightedsample orone
guarter of mobile ghone ownerswho said they purchased their first mobile phone more tfise years
ago (prior to July 2004) the 927 respondents (45 percent of the whaleeightedsample)who
purchased phones within the laBve years.ldentifying the first group of edy adopters may shed light
for the development communitpn the types opeoplewho might be more likely taisenew
technologiedirst or act as technical champions within their communities. In addition, analyzing early
adopters' use patterns may shed ltghh how more recent users are likely to behave in the future

Table 3kshows that most of the Kenyans fiost purchase mobile phones were men, under 40, and at
the higher end of the population in terms of income and education.

Demographics Geography Socioeconomic
¢ Sixty percent male e Half urban, half rural Status
* Were young adults when | » Regions with the largest | o Wealthy: 42 percent
they purchased their first number of early earn over $6 per day.
phone: adopters: e Ten percent of early
e 77% currently under e Rift Valley (19 percent adopters make less than
45, were under 40 of early adopters) S1 per day.
when they purchased * Central (17 percent) * Forty percent have post-
their first phone ¢ Nairobi (16 percent) secondary education of
* 16% currently some kind; only 3
between 45 and 59 percent had no formal
e 7% currently over 60 education.

AudienceScapes National Survey of Kenya, July 2009. N=360 adults (15+) who bought their first mobile phone more than 5 years ago.

Althoughthe bias towardhoseunder 40 is in part a result of the age structure of the sampled
population, other characteristics result from higher rates of early adoption: men were more likely than
women, urban residents (particularly in Nairobi) more likely than their rurah@parts, and those of
highersocioeconomistatus were more likely to be among the first phone owners.
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Table 3e Possible Determinants of Early Adoption
Take-up Rates Among Various Groups

Percent of Mobile Phone Owners in Each Category that Purchased 15t Mobile Phone More than 5 Years Ago.
Overall, “early adopters” make up 25 percent of mobile phone owners.

Demographics Geograph Socioeconomic Status
grapny
* Gender e Urban/Rural * Income
* 28 percent of men * 31 percent of urban * 40 percent of those
e ) percent of women ° 22 percent of rural earning more than $6 per
e Age ¢ Regions day. fth
* 36 percent of those 45 to * Highest: 37 percentin * 20 percent of those
60 Nairobi Sarmng less than $1 per
ay.
* 35 percent of those 30-44 e Lowest: 11 percentin . Ed Y ti
* 29 percent of those over North Eastern ucation
60 » 64 percent of those with

university degrees or
higher.

* 20 percent of those with
no formal education.

Groups with particularly low takep rates (such as residents of the North Eastern Province, or people
with no formal edeation) may therefore be less likely to adopt future new technologies when they are
introduced. Development agencies may need to pay special attention to these groups when relying on
new technologies.

¢ 18 percent of those 15-29

Findly, Table 38hows tworelevantgaps: early adopts use their phones more intensively than those
who bought phones more recently, and men on average use mobile phones more intensively than
womendo. Even among phone owners, therefore, there are many different profiles of mobile phone
use.
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Table 3f Mobile Phone Use

Men Women

Send/Receive SMS Send/Receive SMS

719 389 639 339
from other users & % from other users % %
Send/Receive SMS Send/Receive SMS
alerts 16% 7% alerts 15% 3%
(operator/other) (operator/other)
Listen to the Radio 29% 7% Listen to the Radio 15% 6%
Make Fina.ncial 199% 0 Make Fina.ncial 129% 1%
Transactions Transactions
Access the Internet 17% 10% Access the Internet 13% 0
Watch TV 7% 2% Watch TV 2% 0
N= 222 47 N= 138 65

AudienceScapes National Survey of Kenya, July 2009. N=360 adult (15+) mobile phone “early adopters”, 112 mobile phone “recent
purchasers”

Internet Access and Use

Internet access remains limited, especially in rural afé&rsdeed, low levels of access were responsible

F2N) YSy el Qathgwbaylyj(1®yA3/ 2F NKMXE 0 2y GKS LYGSNYyFrdAz2ylrt ¢
2009 ICDevelopment Inde However,use of the webis expectedo receivea boost from the

SEACOM fiber optic cable, which reached Mombasa in July 2009 with the promise of vastly expanding
bandwidth, increasingonnectionspeed and loweringoperatingcosts. Kepa will also be connected via

the East Africa Submarine Cable System (EASSy) and The East Africa Marine Systerf! (TEAMS).

Additional bandwidth may contribute to greater internet access in homes, businesses, intafastand

on mobile phones across the auuy.

ButtK SNBE A& I OFGOK Ay GKAA&A ONARIKG 2dzift221Y Ay 2NRSNJI
expectations, lasinile connectivityneeds upgrading to be able to delid@oadbandinternet access to

consumers at affordable prices. Ontha FNR2y i 2 YSy el Qa Ay BhhtedohazO G dzNBE NB 'Y
existing internet users did enthusiastically report immediate improvements in speed and cost when the
cableswent live, but thenationalimpact remains to be seetl.
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