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GSMA Connected Women:
Driving increased female digital and financial inclusion

Focus Approach Desired Outcomes
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and use of, life-
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Reduce the gender gap in services by women
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Development Goals
(SDGs)
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Connected Women: Active across the globe
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The Connected Women Commitment Partners
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Objectives of the research
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Quantify the persistent gender disparity in access to mobile technologies
including mobile ownership and mobile internet use

|dentify the different services used by men and women on mobile and mobile
internet

Outline the complex set of social, economic and cultural barriers to mobile
ownership and mobile internet use that women face

Estimate the commercial opportunity for the mobile industry in closing the
gender gap in phone ownership and mobile internet




Research methodology

Surveyed countries .

23 countries surveyed

Nationally representative sample
Adults aged 18+

At least 1,000 individual face-to-face
interviews per country

Covering 73% of the adult
population in low- and middle-income
countries

Extrapolation model used to estimate
values for non-surveyed countries

Data from the GSMA Intelligence Consumer Survey 2017



Defining the gender gap

Male owners / users __ Female owners / users
Gender gap in -/ (% of male population) ! (% of female population)
ownership / use =
(%) @ Male owners / users
-/ (% of male population)
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W Women are 10% less likely than men to own a mobile
In low- and middle-income countries

Europe &
Central Asia

Middle East & East Asia &

North Africa Pacific
Latin America & Sub-Saharan South =
Caribbean Africa Asia % Gender Gap @

.
Source: GSMA, 2017. Base: total population, aged 18+. Gender gap refers to how less likely a woman is to use mobile internet than a man. Mobile internet use is defined as a person having used
the internet on a mobile phone at least once in the last three months. Mobile internet users do not have to personally own a mobile phone (includes using mobile internet on somebody else’s phone).
Based on survey results and modelled data.



The gender gap in mobile internet use is wider than
In mobile ownership in all regions

Europe &
Central Asia
Middle East & e East Asia &
North Africa Pacific
Latin America & Sub-Saharan South % Gender Gap =
Caribbean Africa Asia
» -~ m
-2% 70%

.
Source: GSMA, 2017. Base: total population, aged 18+. Gender gap refers to how less likely a woman is to use mobile internet than a man. Mobile internet use is defined as a person having used

the internet on a mobile phone at least once in the last three months. Mobile internet users do not have to personally own a mobile phone (includes using mobile internet on somebody else’s phone).
Based on survey results and modelled data.



Country example: in Jordan women drop off along
the stages of mobile access and usage

GENDER GAP IN OWNERSHIP Obtain a SIM & handset Obtain credit (ﬁ Use
210/ =g Role that handset owners SIM owners who bought — Mobile owners who
(o) played in selecting their credit on their own with report: (%)
handset (%) no help from anyone in
last four weeks (%) WOMEN MEN
) . 74% .
Barriers to mobile access and usage WOMEN MEN 71%

& COVERAGE

Made the decis

\—— None —— =
(@) ~ -
HANDSET & CREDIT COST
@ Contributed
Sending  Using mobile

NETWORK QUALITY
SECURITY & HARASSMENT an SMS intemet

13 Source: GSMA, 2015, “Bridging the gender gap: Mobile access and usage in low- and middle-income countries’



s Facebook account data shows substantial
country-level gender gaps in the Arab Region

Gender gap in active Facebook account ownership

Yemen
Oman

Saudi Arabia
Qatar

UAE

Iraq

Turkey
Egypt

Libya

Jordan
Global Average
Lebanon

84%

73%
I 7 0%
I 70%
I 659%0
I 63%
I AT7%
I 44%
I 38%

I 26%

I © 590

I 23%

14 Source: Facebook. Represents account holders over the age of 18



waa  \WVomen are less aware of mobile internet than men

% of male / female population aware of mobile internet

Kenya Il
53%
© i MEN
Q South Afri -
£ SoulhAirca T WOMEN
<
China 83%
80%
2 4%
5 .
< Indla lgn/u
Indonesia 4
1%
o _ .
c .2 Colombia %‘:f
+— o
c O
-1 & _ 86%
< Mexico 81%

Source: GSMA, 2017. Base: total population, aged 18+. A person is considered ‘aware’ of mobile internet if they have either used mobile internet before, or have not used mobile internet, but are
aware they can access the internet on a mobile phone (n= from 480 to 980 for women and n= from 474 to 1048 for men).



To shrink the mobile gender gap 5 areas must be
focused on

Accessibility

including to quality network coverage, handsets, electricity, agents and formal IDs

Affordability

including handsets, tariffs, data and transaction fees

Usability and skills

including of handsets and services and addressing a lack of awareness and understanding

Safety and security
including addressing harassment, theft, fraud and data protection

Relevance
of policies, content, products and services

Q> E S
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Operator case study:
Orange Egypt Private Recharge

Sara’s story

Orange Egypt Private RECharQE: Sara is a 22-year-old female. She avoids sharing her number as much as possible as she has previously
Our research identified that a perceived key driver of voice and experienced harassing calls, including from her local mobile agent.

SMS harassment is when women recharge their mobile phones

at points of sale and either the reseller or a bystander overhears “| recharge my phone every three to four days at a local mobile outlet and | used to give my
a customer’'s number, which is often required to add credit to phone number to the shop assistant so he could add credit to my phone; the shop assistant

their account used to call me repeatedly.”

In 2016, Orange Egypt launched its Private Recharge service, : ) : . Joall ole pauul jule
ich bl t to top- v in-st th h Sara started typing her phone number directly into wipei vapes aa bo pé o
Wh'c_ enables customers 0 op-up an?nymo_us y In-store throug the agent's system or asking the shop assistant to
a unique and reusable 11-digit code. This eliminates the need to give her the top-up code so that she could enter
disclose a phone number when topping up and reduces the risk of it herself, but she still experienced problems. Sara
. B looked online for a way to stop this and found out
an unknown party getting access to the number. The free service about the Private Recharge feafure from Orange.

has attracted over 600,000 subscribers since its launch.*

Orange Egypt anticipates that the service will deliver:

+ Positive impact on customer acquisition, particularly for
women

* Increased top-up frequency and reduction in periods of
‘zero balance’

* Increased call, SMS and data usage

« Potential for cost savings as scratch card use is reduced

17 *As of Autumn 2017



Closing the gender gap will require concerted effort,
but will bring substantial benefits

« It will bring benefits to society and
the economy

« Will also bring benefits to individual
women, and prevent them from
being excluded as societies and
economies digitise

e Contributes to the achievement of
the UN Sustainable Development
Goals

The incremental 12-month commercial
opportunity for mobile operators of

) closing the gender gap in low- and
devitopmens GsALS middle-income countries

Source: GSMA, 2017. Aged 18+. The estimated $15bn commercial opportunity assumes that the gender gap in mobile ownership and mobile internet use would be closed during 2018, and
represents the subsequent 12 month incremental revenue opportunity.
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Top 3recommendations by stakeholder type

20

Understand your gender gap and
the women in your market by
conducting consumer insights
research and collecting and
analysing gender disaggregated
data

Make women part of your business
strategy including setting KPls
to target women

Ensure your products, services,
marketing and distribution consider
women’s needs and the barriers they
face to mobile access and use

Embed activities that drive women’s
mobile access and use in your
initiatives

Invest in research to better
understand women’s mobile access
and use and how to reduce the
gender gap

Raise awareness of the barriers to
women’s mobile access and use

Ensure appropriate policy and
regulation to lower access barriers
for women

Promote gender equality in
education and invest in
programmes that improve digital
literacy for women and girls

Improve women’s safety on mobile
through effective policies and
strategies including legal frameworks
and awareness campaigns
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The gender gap in mobile ownership and internet
usage is consistently higher in rural areas

Mobile ownership Mobile internet
gender gap usage gap
China I | K22
% 1
: 1] %
3 India m - URBAN
- I [ T
< Pakistan 9% -
S Cote d'lvoire ~ el e %
E Kenya msx [}’
South Africa L% Lz
S
_% G Brazil E* o ke -
- E Guatemala B

Source: GSMA, 2017. Base: ‘Mobile ownership gap’: mobile owners aged 18+; ‘Mobile internet usage gap’: mobile internet users aged 18+. Mobile ownership is defined as a person having sole or main use of a SIM card (or a
mobile phone that does not require a SIM), and using it at least once a month. Mobile internet users do not have to personally own a mobile phone (includes using mobile internet on somebody else’s phone). Gender gap in
mobile ownership (mobile internet use) refers to how less likely a woman is to own a mobile (use mobile internet) than a man (n= from 480 to 980 for women, n= from 476 to 1048 for men).



Even when women do use mobiles, they use the
more transformative services less than men

% of mobile owners who...

CHINA MEXICO TANZANIA

MAKE/
RECEIVE
CALLS

MEN
WOMEN

SEND/
RECEIVE
SMS/ MMS

USE MOBILE
INTERNET

Source: GSMA Intelligen:
Base: mobile owners
24 does not require a S|

Use of SMS and making/re
n = 386 to 955 for women

or main use of a SIM card (or a mobile phone that

t use = ‘at least once in the past three months’



The biggest barriers to mobile internet use for both
female and male phone users are cost-related

Kenya Bangladesh Colombia

Harmful Information Information

Relevance Relevance Relevance . .
content security security

Dlgltal Slow_ Cost Literacy Contact by Slow_
literacy connection strangers connection

Women often experience these barriers more acutely than men, which is
likely due to underlying social norms

More commonly cited
as a main barrier

|
Source GSMA, 2017. Base: adults aged 18+ who have used a mobile phone in the last three months but have never used mobile internet, despite being aware of mobile internet (excludes mobile users who are not
aware of mobile internet). Considers the respondents who answered ‘This is one of the main reasons stopping me* to the question, 'Please indicate to what extent, if at all, this stops you from using the internet on a
mobile phone’ in each country (n= from 77 to 108 for women and n= from 68 to 101 for men).



