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ACRONIMS AND ABBREVIATIONS
	BMI
	Business Monitor International

	CATI
	Computer-assisted Telephone Interviewing

	Client
	Tcell, CJSC Indigo Tajikistan

	Creatia Consulting
	A global professional services firm focusing on bringing Internet, Mobile and New Technologies advisory to provide sustainable solutions to clients

	DRS
	Districts of Republican Subordination

	EBRD
	European Bank for Reconstruction and Development

	FGD
	Research method, Focus Group Discussion

	GDP
	Gross Domestic Product

	ITU
	International Telecommunication Union

	MCF
	Micro Credit Fund

	MCO
	Micro Credit Organization

	MFS
	Mobile Financial Services

	MNO
	Mobile National Operator

	NBT
	National Bank of Tajikistan

	P2P
	Person to person – money transfer, where the sender can transfer part of the balance of the mobile user account to another service or to another mobile phone user

	RT
	Republic of Tajikistan

	SEC
	Socio-Economic Class

	STK
	The SIM Card Application Toolkit –a set of programs configured in the mobile phone SIM card, which define the way in which the end user accesses, uses and manages the different services of the mobile account

	Tcell
	Leading mobile operator in Tajikistan

	Tcell and partners
	Tcell, and IFC with Creatia Consulting – who consulting Tcell on the way of introduction of MFS

	USSD
	Unstructured Supplementary Service Data – is often used as a way to call other independent services receiving calls

	Z-Analytics
	“Tahlil va Mashvarat” LLC, working under Z-Analytics brand, subsidiary of Zerkalo Sociological Research Center

	
	


EXECUTIVE SUMMARY
Tcell is intending to introduce Mobile Financial Services (MFS) on the Tajikistan market. MFS is a completely new offer and has different stakeholders and it is not clear whether the MFS will be well accepted by the population. To understand this, Tcell took decision to conduct a market research and hired Z-Analytics for the purpose. The research’s purpose is to quantify and qualify the acceptance of Mobile Financial Services in Tajikistan in order to reduce the risks to the launch of such services.
To reach the final purpose of the research and to ensure the adequacy of the data collection, Z-Analytics applied qualitative and quantitative methods of research. As the subject is new in Tajikistan and had some unclear sides, it was decided to conduct a series of discovery FGDs in the beginning. Z-Analytics divided respondents into socioeconomic classes based on family wellbeing index. The survey was conducted in five large cities of Tajikistan and surrounding villages, covering population of 25-45 years old, corresponding to the research criteria. In distribution the sample among target regions, stratified random sampling was used. Households were selected based on “random route” method. Z-Analytics developed a sample strategy and approach with initial sample size of 428, discussed and agreed it with the client. Finally 431 interviewees were covered by the survey and 82 participants by the qualitative study.
Research showed that families in Tajikistan have low level of income and the majority of the respondents cannot save money at all, consuming all incomes. Rural inhabitants usually make savings in livestock; this is more profitable but risky way of saving. International money remittances make up an important part of family budgets.
One fifth of respondents regularly use Internet and the majority of them have a mobile Internet connection. The most popular phone is plain vanilla. Ordinary mobile user recharges mobile phone himself/herself via dealer or service centers.
The most popular method of bill payments is paying from home to facility controller or inspector. This is convenient and cost effective, but in a way risky method widely used for electricity, potable water, garbage disposal bills and immovable property and land taxes. Mobile Internet and airtime purchasing were reported as more inconvenient, time consuming and expensive (extra costs) bill payments.
The level of local money remittances (frequency and amount of money sent/received) is lower compared to international money transfers. More than half families in Tajikistan receive international remittances (mainly from Russia) and that remittances make up a significant part of family revenues. Banking penetration is low, only 5% of respondents have bank accounts and 16% have bankcards.
Interviewers and FGD moderators showed a small demo presentation to the respondents and asked their opinions on several issues. Many respondents liked it and found the demonstration and instructions easy to follow. 67% of respondents expressed willingness to use the system. The most requested services are: 1) airtime purchase, 2) bill payments and 3) money transfers (international and then local). Population accustomed using cash in everyday transactions and look at the MFS through the prism of cash operations. The three main factors determining the use of services are: 1) cash withdrawal issue, 2) cost of services/fee and 3) accessibility or wide network of service providers. Easier to understand and greater familiarity services are most inclined and requested for the target group.
Respondents prefer to complete bill payments for electricity, water and garbage disposal free of charge, like they do in present. Many of them prefer retailing and services payment to be free too. Accepted price range for transferring 1000 Somoni (international money remittances) is 6-10 Somoni or 0.6%-1%, and 0.25-0.45 Somoni or 2.5%-4.5% for top up mobile balance on 10 Somoni.
Respondents trust to mobile companies and agree to provide personal information in the service centers in order to open a mobile account. Only half of the respondents agreed to provide personal info to local dealers or operator’s retail outlets. The most convenient way of getting additional info on mobile financial services is operator’s call center.

The research showed that there is no significant difference in demand among potential service users – rural and urban inhabitants, male and female respondents equally interested in the services. Slightly more interest of unbanked respondents was found in compare to banked respondents. Regression analysis revealed that the most probable target group for MFS will be Internet users, from younger segment of 25-35 years old, and senders and receivers of domestic money transfers.
Security is important but wasn’t mentioned as the main attribute; respondents more concerned about cashing, pricing and wide network of provided services. High fee rates, narrow network of service providers and low security were identified as main barriers to entry and use of system.
Low level of bank penetration together with high level of inbound international money remittances make introduction of mobile financial services demanded on the Tajikistan market. Wide mobile coverage and high technological potential of mobile companies can satisfy the demand. Mobile financial services are understandable and requested by the people. The chances for successful launch and implementation will depend on a) pricing policy, b) selection of most needed services and c) the customers’ education and advertisement of MFS through all accessible channels. Pricing is the most sensitive issue to start using MFS. There are more cases of using cashless instruments of payment in urban area, such as bankcards and transfer from/to bank accounts and probably acceptance of MFS will be easier in urban area.
INTRODUCTION

Tcell, a leading mobile operator in Tajikistan is intending to introduce a new offer on the Tajikistan market – Mobile Financial Services (MFS). The objective of Tcell through this initiative would be to promote the use of financial services through mobile handsets among the population, facilitating access to such services and to develop customized products that are convenient, valuable and affordable for the population of Tajikistan. First of all this should diversify company’s income sources and increase its revenue, and at the same time, it is expected that MFS can significantly increase loyalty of existing users and increase attraction of new subscribers from rival companies. As a result MFS offering should increase Tcell market share.

MFS is a completely new offer for the Tajik market and has different stakeholders, including regulatory authorities as National Bank of Tajikistan and Communication Branch under the Government of Tajikistan, who can significantly affect the process of introducing of a new service to the market. On the other hand, it is not clear whether MFS will be well accepted by the population. In these regards, Tcell took decision to conduct a market research in order to better understand the mentioned issues.
The main recipients of this document are Tcell and partners.
1. OBJECTIVES OF THE RESEARCH
The research’s purpose is to quantify and qualify the acceptance of Mobile Financial Services in Tajikistan in order to reduce the risks to the launch of such services, through smart market information that guides toward the possible success or failure of the product itself. Therefore, seven specific objectives were followed:

1. To analyze the competitive situation of the main means of payment, the means of sending and receiving remittances and to identify strengths and weaknesses of each actor.

2. To know the consumer’s behavior about mobile services, that is, habits, tastes and preferences towards mobile financial services.

3. To identify the characteristics and needs of those sub-segments with the greatest potential to acquire and use Tcell mobile financial services and to quantify the size and demand of the new product in its potential uses.

4. To determine which of the following basic functionalities would need to be in launch to make it an attractive service for customers who might be considering to acquire and use Tcell MFS:

a. Money transfer (national and international)
b. Airtime purchase
c. Bill payments
d. Online shopping
e. Pay purchases and services
f. Savings over mobile

g. Credits over mobile
5. To identify which of the above features not included in the basic package for launch Tcell should introduce as part of the value proposition in the post-launch phase.

6. To prioritize the attributes most relevant to the customer and Identify which of the attributes should be the core of communication for the launch phase, namely:

a. Safety
b. Convenience
c. Speed
d. Ease of Use
e. Acceptance
7. To determine the most competitive price structure from the point of view of competitiveness against other payments / financial services (both formal and informal).

2. EXPLANATION OF THE METHODOLOGY
To reach the final purpose of the study and to ensure the adequacy of the data collection, Z-Analytics applied qualitative and quantitative research methods in this research. Both methods supplement each other, complete the findings and help to find inconsistency in results. As the research subject was new in Tajikistan and had some unclear sides, it was decided to conduct discovery FGDs at the beginning with the aim to reach better understanding on the subject and apply an appropriate methodology.
Hypothesis

One of the purposes of the research was proving or refuting the aforementioned hypotheses. The following list of hypotheses has to be proved or refuted:

a. Target Segment (customers with greatest potential to purchase and use the service)

· Tcell customers, located in urban area.

· Rural households, located in remote villages from city/district centers.

· Tcell customers primarily unbanked.

· The young 25-35 years segment (rather than 35-45) is the most receptive to these new technologies and show a greater inclination to adopt.

· Men are more akin to these technologies and potentially adopt the service faster.

b. Features Benefits (the most important attribute for the target segment)

· Security and reliability.

· Convenience.

· Speed and ease of use.

c. Services and Features (basic features available to launch an attractive service)

· The basic package should include services which are easier to understand and greater familiarity with the customer. P2P and Recharges.

· Other basic services are those which allow the customer to make their usual financial transactions (payments) for faster, secure and convenient way. Payment of services and payment in stores.

d. Barriers to Entry

· Security

· Protection of information and customer data

· Coverage

Target Groups

Hypothesis set up a preliminary outline on who will be the research target groups. Z-Analytics, according to the methodological guide and discussions with the client, identified and focused on the following target groups:

· Tcell (80%)/Non-Tcell clients but mobile users (20%).

· Unbanked (80%)/Banked (20%).

· Urban (50%)/rural area inhabitants (50%).

· Ages: between (including) 25-45 years old.

· 50% males / 50% females.

· Target audience should perform any financial transaction on a regular basis (sending or receiving money, payment services, purchase airtime, shopping with electronic payment).

Under “banked”, we considered people regularly using banking services, such as money transfer, saving/deposit, holding and using a bankcard, bill payments from a bank account etc.

The methodological guide required the respondents to be in socioeconomic strata B, C and D. We divided the respondents on socioeconomic strata after the survey during the data processing, so it was not a screening criterion.

The matter of study requested to focus on the decision makers in the households. It could be the head of the household, head of the family (in Tajik realities several families can live in one household) or persons replacing them in their absence. At the same time, some questions in the questionnaire required inputs from the most informed member of the household. Therefore, the interviewer or the respondent could apply to any other most informed family member during the interview. We allowed involving young family members for some specific and technical questions.

Further, in the report, data disaggregated by following basic variables:

· Region (Dushanbe/DRS, Sughd, Khatlon)

· Age (25-34, 35-45)

· Gender (Male, Female)

· Urban/rural

· Socio-economic class (A, B, C, D and E)

· Tcell/non Tcell users

· Banked/non banked

Socio-Economic Classes
Z-Analytics divided respondents on socioeconomic classes based on family wellbeing index. Review of many methodological guides accepted and applied in some countries (Great Britain, Czech Republic, India and Philippines) and discussions in forums, leaded to a conclusion that accepted approach of differentiation on socio-economic classes based on formal education, won’t work in former USSR states. Z-Analytics has developed a good working tool that was successfully applied in previous researches, which was applied in this study too. The set of questions in the questionnaire quite accurately positions the family in national wellbeing hierarchy. Please, refer to table #1 below, the first answer or option coded 1, corresponds to SEC E and so on down to SEC A.
Table #1. Which of these statements below, most closely describes your family’s living standards?
	Options
	Only one choice
	SEC

	There is no enough money even for food
	1
	E

	Enough for food, by difficult to buy clothes
	2
	D

	Enough for food, clothes and small household appliances, but it would be difficult to buy a television, refrigerator or washing machine
	3
	C2

	Enough for all kind of household appliances but we are unable to buy a car (not older than 10 years)
	4
	C1

	Enough for everything except a real estate (an apartment or a summer cottage)
	5
	B

	We have no financial difficulties, if wanted could buy an apartment or a cottage
	6
	A

	I don’t know
	98
	

	I don’t want to answer
	99
	


Sampling Methodology
The survey was conducted in five large cities of Tajikistan and surrounding districts, covering population of 25-45 years old, corresponding to the research criteria. In distribution of sample among target regions, stratified random sampling was used. Households were selected based on “random route” method. An interviewer was requested to follow the selected route. As a rule, in cities routes passed through randomly selected streets from complete list of streets, in villages, routes passed using maps. Household selection was based on a type of house; in high-raised buildings (upper five floors) selection step was seven households, in buildings from two up to four floors – 5 households and in single-storied buildings – 3 households. The last step – the respondent’s selection, only one respondent could be selected from a household.
Qualitative Method

Qualitative method is used through establishing focus group discussions with the representatives of certain target groups to gain a deeper understanding of research issues. Z-Analytics agreed with the client to conduct 10 FGDs in total; five pairs (one in urban and another in rural area) in five regions of Tajikistan. Four of those ten FGDs were intended to consider as pilot or discovery exercises to test initial questions, identify gaps and unclear points of the subject. It also helped to create more detailed and adjusted questionnaire for the survey; it allowed closing semi-opened questions as much as possible. Discovery FGD exercises significantly improved FGD guide used for the remaining six FGDs. Findings and conclusions from qualitative study are used in this report to compare, confirm or to refute the quantitative findings and hypothesis. The final version of the guide, used in remaining six regular FGDs, attached in Annex 2.
Quantitative Method

Quantitative method is used as a survey of the target groups by individual "face to face” interview, which provides a wide coverage of the target group and wide range of issues. Z-Analytics developed a sample strategy and an approach with initial sample size of 428. These were discussed were and agreed with the Tcell and partners. General survey framework –sample size, coverage areas and detailed sampling for obtaining quantitative data, including criteria of respondents for the survey elaborated by Z-Analytics after conducting discovery FGDs.

Table #2. Breakdown of interview per location.
	
	Frequency
	Percent

	Dushanbe / RRS
	141
	32.8

	Sughd
	141
	32.7

	Khatlon
	149
	34.6

	Total:
	431
	100.0


Survey Tools and Survey Team Development
To conduct the survey, Zerkalo developed a structured questionnaire in collaboration with the consultant of Creatia Consulting, involved to support the study, and agreed it with the client. The structure of the questionnaire follows the structure suggested by the consultant; questions and responses constructed in a way to obtain necessary and relevant information to achieve the survey objectives. The final version of the questionnaire, used in survey, attached in Annex 1. Database specialist developed electronic version of the questionnaire for Android tablet utilizing CSPro software. At first, the questionnaire was tested during the training for interviewers, and improved considering the test results.

Due to the time limitations and necessity to complete the fieldwork in the shortest time, Z-Analytics hired 21 interviewers. Z-Analytics has a roster of qualified and educated interviewers of more than 200; and invited the most qualified persons. During the training in Dushanbe city, Z-Analytics trained 16 interviewers, who covered Dushanbe, surrounding districts and Khatlon province on filling out the questionnaire; another five were instructed in Sughd province by phone the next day.

Data Collection, Monitoring and Ensuring the Quality of Field Work
Z-Analytics allocated five working days for the data collection process. After the first day of the fieldwork, the interviewers stopped all activities and sent the collected data online to the office. Database specialist consolidated submitted questionnaires from CSPro format into SPSS and cleared the data. The specialist tested data on consistency and completeness, processed and analyzed. Z-Analytics sent the first day data to the client and partners for review.
CATI department checked each electronic questionnaire by calling back interviewees. They checked whether an interviewee meets selection or screening criteria and asked nine questions, a key question from each section of the questionnaire. During the data processing, they also made calls to some interviewees to make clear uncertain points and to correct inconsistency in data.
GPS tracking and voice recording features of tablets entirely were used during the surveys. Each interview process was recorded for quality checking and routs recorded assured which selected villages and streets were covered.

Geographical Coverage
Z-Analytics covered three provinces of Tajikistan in the survey:

1. Capital city and districts of the Republican Subordination;
· Dushanbe and Tursunzoda cities, Hisor, Tursunzoda, Faizobod, Vahdat and Rudaki districts.

2. Sughd province;
· Khujand city, B. Ghafurov and Konibodom districts.

3. Khatlon province;
· Qurghonteppa and Kulob cities, Yovon, Shahritus, Kulob and Shurobod districts.

The following list shows regions where Z-Analytics conducted focus group discussions (in chronological order).

1. Yavroz village, Vahdat district (rural)

2. Khujand city (urban)

3. Chamanzor village, B. Ghafurov district (rural)

4. Dushanbe city (urban)

5. Qurghonteppa city (urban)

6. Tomchi village, Sarband district (rural)

7. Tursunzoda city (urban)

8. Kulob city (urban)

9. Dahana village, Kulob district (rural)

10. Changak village, Hisor district (rural)

Research Outline:

1) Conducting four discovery FGDs.

2) Developing questionnaire in Tajik and English using findings from discovery FGDs.

3) Developing sampling methodology including sample frame and sample size.

4) Developing manuals and instructions for interviewers on interviewing and screening.

5) Developing training plan and other training materials for interviewers.

6) Identifying survey team’s structure and staff.

7) Planning fieldwork.

8) Conducting remaining six FGDs.

9) Data collection, processing and analysis.

10) Report writing.
3. UNDERSTANDING OF TAJIKISTAN SOCIO-ECONOMIC CONTEXT
Tajikistan is the smallest country of the Central Asia, and is located in its southeast part. Tajikistan occupies an area of 143,100 km2 and borders Kyrgyzstan to the north (with a border of 630 km), China to the east (430 km), Afghanistan to the south (1,030 km) and Uzbekistan to the north and west (910 km). The prevailing relief is mountainous. Tajikistan’s mountain system occupy 93% of country’s area, with almost half of the territory located at an elevation of over 3,000 m. Located in an active seismic zone running through the south-east of Central Asia, Tajikistan is prone to earthquakes. One third of the country’s territory in the west is foothills and steppes (semi-dry grassy plains). Lowlands are located in the river valleys in the south-west and far north, where a strip of the territory runs to the Fergana Valley. Because of the highlands, only 5% of Tajikistan’s territory is arable lands
.
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Picture #1. Map of Republic of Tajikistan

As it was emphasized above, the Republic of Tajikistan is a land-locked, mountainous country with a legacy as the poorest republic in the former Soviet Union
. Tajikistan has one of the lowest per capita GDPs among the 15 former Soviet republics. Because of a lack of employment opportunities in Tajikistan, more than one million Tajik citizens work abroad – roughly 90% in Russia – supporting families in Tajikistan through remittances. According to the most reliable data, the Gross Domestic Product (GDP) in Tajikistan was estimated $19.2 billion. GDP of neighboring country of Uzbekistan is much higher $112.6 billion, but GDP of Kyrgyzstan is less - $14.3 billion. GDP per capita (PPP) in Tajikistan is $2,300. GDP Annual Growth Rate in Tajikistan averaged 7.4%. This percentage is the same with neighboring countries such as Kyrgyzstan (7.4%) and Uzbekistan (7%). Adult literacy rate is the percentage of people ages 15 and above who can, with understanding, read and write a short, simple statement on their everyday life
. Literacy rate in Tajikistan was last measured at 99.7. The literacy rate in Tajikistan is a bit higher compared to neighboring countries such as Uzbekistan (99.5), Kyrgyzstan (99.2). The population below poverty line is estimated 35.6% or 2.9m, and unemployment rate in Tajikistan is 2.5%
-
. Household final consumption expenditure (USD) in Tajikistan was last measured at $9,543,265,253 in 2013, according to the World Bank
. Total number of households was last measured at 1.2m (2010). Tajikistan is divided into – Mountainous Badakhshan Autonomous Province (MBAP), Sughd province, Khatlon province and Districts of Republican Subordination (DRS)
. Tajikistan has an approximate population of 8.16 million. Tajiks who speak the Tajik (branch of Persian) language are the main ethnic group: Tajiks 79.9%, Uzbeks 15.3%, Russians 1.1%, Kyrgyz 1.1%, other 2.6%. The urban population of Tajikistan is 2.17 (26%) and rural population is 5.99 million people (74%).
The main components of the mean household budget are food and nonfood consumption, which account for 82% of the mean budget. Investment expenditures are limited (18%) and are mainly devoted to rent and utilities, health, and education. The share of health and education expenditures in household budgets is relatively low. All together, these account for approximately 10% of total household expenditures
. GINI index in Tajikistan was last measured at 30.83 in 2009, according to the World Bank
-
.
Banking system consists of the National Bank of the Republic of Tajikistan and other banks (private, state banks and banks with foreign capital). The National Bank of Tajikistan is the central reserve bank of the Republic of Tajikistan. According to the recent data of the National Bank of Tajikistan (NBT), the benchmark interest rate in Tajikistan was last recorded at 6.90 percent. There are four major providers of financial and payment services in Tajikistan. Banks and micro-deposit organizations offer credit and savings services
. Interest Rate in Tajikistan averaged 10 percent from 2003 until 2014, reaching an all-time high of 18.06 percent in October of 2003 and a record low of 4.80 percent in January of 2014
. Banking penetration in Tajikistan remains very low, suggesting lack of access, lack of education or inadequacy of supply. Banking penetration is low at 14.2%, with less than 650K banking accounts for the population of almost 8m and availability and adoption of ATM and POS very limited (ATM: 5.9/100,000 people. or 3.3/1,000 km, POS: 3.5/100,000 people. or 1.9/1,000 km)
-
. Access to financial services in Tajikistan is severely constrained. In Tajikistan, 86% of the population is unbanked. More specifically today only 15% of the population has a bank account. The formal financial sector in Tajikistan consists of 16 banks, 1 non-bank credit institution, and 125 microfinance organizations: Micro Credit Depositary Organization (MCDO) – 35, Micro Credit Organization (MCO) – 44, Micro Credit Fund (MCF) – 46. Of the 16 banks, one is state-owned (Amonatbank), six are foreign-owned, and nine privately owned domestic banks. Number of payment cards – 548,476, Number of ATMs – 466, Number of POS Terminals – 276. With only 308 bank branches (3.9 branches / 100,000 people), banking infrastructure availability in Tajikistan remains low13. They use the mobile channel only to respond to information requests by their customers and send them notifications (for example, about the use of their cards or overdue loans). Agroinvestbank has launched a more sophisticated mobile banking platform that runs as a Java application on the phone and allows, among other functions, for payments for goods and services, opening of virtual (Internet-based) cards, and interbank transfers between card accounts held with different banks (only in local currency)11-16.

Tajikistan presents interesting grounds for Mobile Financial Services: while banks still suffer from limited footprint, mobile operators seem to have solved the problem of access to communication in most parts of the country by creating a relatively modern infrastructure13. Competition in the Tajik mobile market is strong, with four major operators competing for subscribers. However, despite a large number of competitors, the two largest mobile companies, Babilon-Mobile and Indigo-Somoncom (Tcell), continue to account for over 60 % of the market. However, their dominance has been waning and it is MegaFon Tajikistan (TT Mobile), which has driven growth since 2012. MegaFon’s success has been built on the expansion of its mobile network to cover a wider area of the country, as well as its investments in retail operations
. Data per MNO by distributing subscribers is shown in the table #2.

Table #3. Market share of Tajikistan mobile operators. Source: BMI
	Operator
	No. of subscribers (‘000)
	Market share (%)
	Network

	Babilon-Mobile
	3,332
	33.4
	GSM/W-CDMA

	Indigo-Somoncom (Tcell)
	3,180
	31.8
	GSM/W-CDMA

	Tacom
	1,295
	13.0
	GSM/W-CDMA

	MegaFon
	1,904
	19.1
	GSM/W-CDMA

	Other
	277
	2.8
	-

	TOTAL
	9,988
	100.0
	


According to the BMI’s report, it estimates an overall of 9,998 million subscriptions in Tajikistan in 3rd quarter of 2014. This equates to a penetration rate of 137.0%. The majority of people in Tajikistan have own multiple SIM cards. On average 3.4 SIM cards are in use per household. Most of the phones owned by potential customers have sufficient functionality to be used for mobile money services, but not all of the non-users have experience with making use of the functionalities. Monthly Blended ARPU (Average Revenue per User) in 2014 was 47.0 TJS. ARPU (around USD 9.4) per year is measured to be 564 TJS15 (close to USD 113).
Despite the introduction of competition, Tajikistan’s Internet sector continues to be dominated by the incumbent telecoms company, Tajiktelecom. As the largest provider of fixed broadband services, the country’s Internet sector development is therefore, heavily dependent on the incumbent’s investments. According to the ITU, at the end of 2009, there were about 700,000 Internet users in Tajikistan, giving Internet user penetration of 10%. This increased 16.7% to 817,000 at the end of 2010 and then a further 11.3% to 909,000 by the end of 2012. There are 196.3 (‘000) broadband Internet subscribers in Tajikistan in 2014 – 21.59% of total Internet users. Underlying the high cost of Internet connectivity in Tajikistan is the country’s limited access to the international bandwidth. Tajikistan remains dependent on satellite-based connections for international connectivity. All of Tajikistan’s leading mobile operators now offer 3G services, with Babilon-Mobile, MLT and Beeline15. This year Tcell introduced 4G services.
Low level of bank penetration together with high level of inbound international money remittances make introduction of mobile financial services demanded on Tajikistan market. Wide mobile coverage and high technological potential of mobile companies can satisfy the demand.
4. SOCIO-DEMOGRAPHIC CHARACTERISTICS OF PARTICIPANTS

Further, throughout the report, everywhere presented weighted figures. Z-Analytics interviewed 431 respondents during the survey. 49.8% of them were men and 50.2% women; 27.5% were from urban and 72.5% from rural areas; 56.2% were from 25 to 34 and 43.8% from 35 to 45years old. See diagrams below.
Diagram #1. Respondents’ distribution by gender.
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Diagram #2. Respondents’ distribution by urban/rural.
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Diagram #3. Respondents’ distribution by age – from 25 to 34 and from 35 to 45 years old.
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Almost half families in Tajikistan have more than six members. Lager families prevail in rural areas, rather than in urban, see diagrams below.

Diagram #4. Number of family members in urban area.
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Diagram #5. Number of family members in rural area.
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The diagram #6 shows the level of education of respondents.
Diagram #6. Level of education of respondents.
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The next diagram shows the current job of respondents. Unemployed and homemakers (including students and pensioners by health status) consists almost half of the total number of respondents. Rural inhabitants in addition to formal job work on the land and ranch cattle.
Diagram #7. Current job of respondents.
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The following diagram shows the level of monthly family income. Around 59.7% of total families had a monthly income of less than 1,000 TJS or USD 200. The general observation is the families have low income level. Half respondents, as mentioned before, have no regular income, another reason could be some families did not count international money remittances (possibly due to irregularity) and reported only local wage amounts, which reasonably fits to statistical average of monthly wages in Tajikistan. See diagram #8 for more details. The level of monthly income is higher in urban areas but the number of city inhabitants who didn’t answer the question is twice more if compared with respondents from rural area.
Diagram #8. Level of monthly family income.
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Majority of the respondents cannot save money at all; they consume all household incomes. Urban inhabitants have more ability to save money. Altogether, one third of respondents are able to make savings.
Qualitative study shows the same results: very few participants make savings; those living in rural area usually make savings in livestock. This is more profitable but risky way of saving, because sometimes livestock get sick, dies, was stolen or ate by animals. Rural FGD participants could save up to 20% of their income.

Diagram #9. How much from income (in %) is allocated to savings.
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The next diagram shows the regularity of family income. Very often families have income on a monthly basis (71%). Nevertheless, incomes earned on quarterly, semi-annual and annual bases, very often consist of international money transfers, as well as income from agriculture and make up essential part of the family budget.
Diagram #10. Regularity of income.
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Z-Analytics has developed and is using a very simple but an effective tool to measure the family living standards in Tajikistan, which applied in this study too. See the diagram below to estimate the living standards of respondents. One third of them have difficulties even in purchasing clothes, another 41% have difficulties in purchasing TV, a refrigerator or a washing machine. Again, in urban area, the situation is better and living standards are higher. The diagram #11 shows general info for all respondents.
In this study we applied that tool to divide respondents on socio-economic classes. The similar diagram # 12 reflects that division.
Diagram #11. Family living standards.
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Diagram #12. Socio-economic classes.
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Revenues are usually paid in cash: 94% of the cases in rural and 89% in urban areas paid in cash. 10% of the city inhabitants (and 5% rural) are paid by cashless means (transfers to personal bank accounts and bankcards).
Qualitative study showed that international money remittances make up an important part of the family budgets. Chamanzor village was an exception and quite self-efficient community.
Participants of the FGDs reported a lot of challenges in using of cash in everyday transactions such as money theft, lost of cash etc. Those using bankcards, every month, just after transfer of money to the bankcards, withdraw all amounts in cash. The most concerning challenges for bankcard users was absence of money in ATMs and narrow network of bank branches or ATMs.
5. BEHAVIOR AND HABITS OF THE TARGET SEGMENT
Mobile and Internet Usage

One fifth or 21% of the respondents (or their family members) have regular Internet connection, see diagram #13, which show filtered percentage of respondents who use it every day or 3-4 times a week. According to the results of qualitative study, participants use Internet for access to social networks such as “Odnoklassniki” and “Moy Mir” (Russian), chatting with friends by Mail-agent and Skype, making calls to Russia, downloading movies and music, weather forecast and entertainments.

Diagram #13. Do you (or your family member) have an Internet connection?
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The next diagram #14 shows the type of Internet connection they use, whether it is mobile or fixed-line Internet connection. Majority of the respondents have mobile Internet connection. The quality of Internet connection is good enough; there is a healthy competition between mobile operators themselves and Internet service providers (ISP), so Internet users have a choice and can easily change the service provider.
Diagram #14. Is it fixed or mobile?
[image: image16.png]Fixed
Internet

B‘“h Au:ess

Mobile
lntemet

stm




Equipment brand. The survey revealed that more than half interviewees preferred Nokia brand of the mobile phones – 56%. Then it follows Samsung with 21%, and other brand names, without significant share in the Tajikistan market. See diagram #15. FGD participants (except younger) prefer plain vanilla too. They widely use such telephone features as alarm clock, calendar, calculator etc. The most used function is voice calls and SMS, a few use MMS. Some participants often use “Please call me” USSD command; some take credits from mobile operator; everybody regularly check mobile balance. This means that USSD commands in general is familiar to participants and not a new thing. Very often respondents call USSD command “Please call me” as an SMS.
Diagram #15. Equipment brand.
[image: image17.png]Other
23%

Nokia
56%




According to the study requirements, 80% must be Tcell users and other 20% users of other mobile companies. Corresponding questions in the questionnaire took into account that a user can have more than one SIM card. The diagram below shows the share of Tcell users in survey, considering multiple SIM card owners. About three forth or exactly 73% of all respondent were Tcell users.
Diagram #16. What mobile network(s) do you use?
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An interesting observation was made that the percentage of Tcell users, having one SIM card, prevails over percentage of users of other mobile companies having only one SIM card. This fact can show a user satisfaction level of the company services and loyalty.

Mobile service users are necessitated having more than one SIM card because of 1) poor coverage of operators in some regions; 2) differences in pricing policy; competitors introduce new and favorable tariffs and 3) optimizing mobile expenditures by using the same network as the one whom they call.
Many FGD participants (more than half) reported that they have more than one SIM card which contradicts to the survey data. FGD guide was asking in general but the survey questionnaire focused only on active SIM card.

Diagram #17. How many SIM cards do you use?
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Majority of the respondents recharge airtime themselves. Among Tcell users, those who personally top up mobile balance are more – 88% in comparison with other mobile companies - 75%.
Diagram #18. Who performs your own airtime recharging?
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The most popular method for recharging is recharging via dealers/service centers. Service center usually does not charge extra fee for the payment and local dealer is the most accessible place for payment. Tcell users use recharging via dealers/service centers and payment terminals to the same extent – each 41%. Scratch cards are still popular among Tcell users –12%, primarily rural inhabitants, use them. Comparing to previous years, using of payment terminals becomes wider in Tajikistan.
If a villager goes to a city or district center, neighbors ask to top up their mobile phones. In some villages they write down a list of phone numbers and amount of sum to top up and give it along with money to the traveler.
Diagram #19. Method used for recharging.
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Tcell users, on average, have relatively more expenditures for communication (airtime + SMS) when compared to other MNO users – 31 TJS against 26 TJS, but talk or use less airtime (242 minutes against 250). Nevertheless, Tcell users sent more SMS on average and also have more expenditure for mobile Internet, see table #4 below. Regarding the average number of SMS sent, it should be noted that some respondents name USSD command “Please call me” as an SMS.
Table #4. Statistics on monthly mobile usage and expenditures.
	
	Tcell
	Other companies

	Monthly mobile expenditure TJS (airtime + SMS):
	31
	26

	Minutes used per month (average):
	242
	250

	SMS sent per month (average):
	14
	9

	Monthly mobile Internet expenditure TJS:
	16
	8


Bill Payments

The study focused on six major kinds of bills a household or a family pays in Tajikistan. The introductory question was “do you pay for (item from the list of bills)?” The diagram below shows to what extent respondents make bill payments. Almost all respondents pay for electricity and taxes. Urban citizens also pay for garbage disposal (and mostly semi-urban inhabitants, because the percent 32% is little bit higher of share of urban citizens in the survey 27.5%). Payment for Internet is close to the Internet penetration of 21%. More than half families pay for water, those who do not, mostly use water from canal, well and rainwater.
The common practice in Tajikistan is paying bills from home to an inspector (usually for electricity, drinking water, garbage disposal, taxes and some other municipal payments). This is the most convenient and cost effective way but has some risks. FGD participants complained that sometimes inspectors submit a bill with a higher amount of money (or used kilowatts) for electricity. Sometimes inspectors take money but don’t pay it actually to the facility or do with a delay; sometimes they don’t bring a receipt or lost it. Also they are often replaced or rotated. Rural FGD participants reported that they have fewer difficulties in tax paying, they pay once a year and from home to a Jamoat employee.
Diagram #20. Bill payments. Percentage of families paying particular bills.
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The following diagram #21 shows the methods of bill payments respondents usually employ. Providing water, electricity and garbage disposal is a state prerogative and such services are provided in advance that make necessary hiring inspectors to collect money for provided services. For drinking water and electricity, the most popular method is paying to the inspector of provider/supplier from home at no additional cost. This is a generic method of payment for above mentioned bills as well as tax collection. Internet users, as advanced mobile users utilize payment terminals more often than mobile users in general. Mobile payment methods are consistent and comparable with information shown in diagram #19 (method used for recharging).
Diagram #21. Methods of bill payments.
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Distance. Since the most popular method for water, electricity and garbage disposal payments are paying to the inspector from home, the average distance for that method of payment is small. To top up mobile balance a respondent has to travel on average about 6.8 km. Of course, this is not applicable to the city inhabitants, the average rose because of long distance from villages to city centers that rural inhabitants have to travel. City inhabitants have to walk/drive about one km to recharge mobile but rural inhabitants 9 kilometers. Almost half of the respondents pay taxes from home to the tax inspectors, another half pay at bank branches in cities and district centers. To pay taxes respondents have to travel 3.7 km on average.
FGD participants raised an issue of absence of paying terminals in the villages. They pay to local dealers from 10% to 16%. When they go to the district center they try to complete maximum tasks including mobile payments. A participant from Hisor district pays for mobile services without any charge using bankcard.
Diagram #22. How far is the payment place from you (km, average)?
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Very interesting, but consistent and logical situation with the time devoted for payment. For payments made from home, respondents devoted less time (in average 10 minutes). The most time consuming payments are taxes and mobile phone payments (about half an hour). All payments (except some minor percentage) made in cash.
Diagram #23. How much time do you devote to make the payments?
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Cost of payment. Since the Internet, mobile phone and tax payments take more time and distance to travel, accordingly respondents spend more money to complete the payment. In addition, using of payment terminals for mobile phone and Internet payments, charges additional fee for the service. See diagram #24.
As an observation, villagers sometimes didn’t indicate or consider transportation cost because usually they go to district center for an important affair and at the same time pay for mobile or any other bills. In turn, working urban residents can pay bills before or after working hours or during launch time, or even during working hours if it is possible (as usual an employer doesn’t deduct time of absence, but can penalize), or a not-working family member pays bills. The absence time on work was not considered as a cost too.
Diagram #24. The cost of payment TJS.
[image: image26.png]Cost of payment, TJS

53
24 a3





Regularity of payment. The two more frequent payments are Internet and mobile phone payments. Urban inhabitants, as usual, pay for electricity every month but rural inhabitants sometimes quarterly, semi-annually or annually. Taxes are very often paid on annual basis. These are land tax and immovable property taxes, which is the responsibility of taxpayer himself to pay these taxes. Income tax is usually paid by employer and entrepreneurs who pay taxes on a monthly basis.
Diagram #25. Regularity of payment.
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Difficulties in payments. Respondents consider the method of payment completed from home as easier. The four more difficult payments are: 1) for mobile phone, 22% consider it as difficult, 2) taxes 17%, and 3) Internet and drinking water – 12% each.

Diagram #26. Do you consider your method of payment easy or difficult?
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The following diagram #27 shows the main difficulties the respondents face during the payments. These are answers from those respondents only, who consider the payment method as difficult. Time and cost are two difficulties that are more significant.
Diagram #27. Reasons of difficulty.
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Money remittances

There are very few occurrences of national money remittances inside Tajikistan, both inbound and outbound. Families, regularly receiving and sending money inside Tajikistan consist in total 5.3%. See diagram #28 for details.
Diagram #28. Do you (or your family members) regularly send or receive money to (from) someone in another city or place in Tajikistan?
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The diagram below shows the regularity of those domestic money remittances. More than half families (or exactly 62%) involved in domestic money transfers, send or receive money once a month. This could be a reflection of how frequently people receive their salaries.
An FGD participant in Khujand told a story. A businessman from Isfara sent money to Khujand for the purchased construction materials in the amount of $2000 by a taxi driver. The taxi had an accident and burned out with all baggage and that money. The taxi driver was forced to pay off that amount of money.
Diagram #29. How often do you send/receive money to/from someone (National Transfer)?
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The diagram #30 shows involved parties in money remittances process. Very often respondents send/receive money to/from parents and other relatives. Focus group discussions showed that among “other relatives” usually are mentioned immediate relatives (uncles, nephews and grandchildren).
Diagram #30. To whom do you send money (or receive from)?
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Amount of money transfer. Half of the families, send or receive an amount of money up to 200 Somoni (<$40), one fourth an amount of from $40 up to $100 and another fourth more than $100. See diagram below.
Diagram #31. How much do you usually send (or receive) in each transaction (National Transfer)?
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Method of domestic money transfer. More than half of the respondents use money transfer systems (wire), then comes sending money with a taxi driver 23% and bank transfers 20%, see diagram #32.
Diagram #32. How do you usually send/receive money to (from) someone (National Transfer)?
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The reasons why respondents chose this method. The main reason is security, followed by speed/quickness and availability, see diagram #33.
Diagram #33. Key reasons that made you choose this method.
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During sending/receiving money respondents faced the following difficulties, see chart #34. 72% of the respondents, regularly sending/receiving money reported no difficulties.
Qualitative study participants were unhappy that banks are not working on Sundays and this is a reason of using a taxi driver service in money transferring. One of the inconveniences of this service is that you have to throw all the works and go to meet taxi driver in the opposite side of the city. There have been cases that taxi driver already drove back or didn’t arrive yet, etc.
Diagram #34. Main difficulties you have faced in money transferring (receiving).
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Amount of money respondents pays to complete the transaction. About a third pays no additional costs. Fee for transaction as usual, paid by sender and receiver might not know about it, or is deducted from the amount sent. FGD participants said the fee doesn’t relate to amount of money, taxi drivers charge fee (from 5 to 20 Somoni) just for delivering a packet with money (they even don’t know how much money is there). In Tomchi village a taxi driver should be a familiar in order to deliver packets without any charge. The villagers trust an amount up to 1000 Somoni (~$200) to unknown taxi drivers; they send the bigger amount of money through banks or friends/relatives. In the north people usually spend 20 Somoni for the taxi driver services, because the distance between Dushanbe and Khujand is longer compared to Dushanbe and capitals of other provinces (except Badakhshan).
Diagram #35. How much do you usually pay to complete this transaction (National Transfer)?
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The diagram #35.a shows the percentage of additional costs spent by the respondents to complete domestic money transaction in relation to the amount of money transferred.

Diagram #35.a. Percentage of additional costs relative to amount of domestic money transfer?
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International money transfer (outbound). Only 1% or six respondents regularly send money abroad. FGD participants have an experience of sending USD2000 to Lithuania, another one, entrepreneur, sent money to Bishkek, Kyrgyzstan paying 1% fee from the amount.

Diagram #36. Do you (or your family members) regularly send money to someone out of Tajikistan (International Outbound Transfer)?
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In turn, 45% of all respondents regularly receive money from someone out of Tajikistan, see diagram #37, which means that every second family in Tajikistan has a migrant worker abroad.

Diagram #37. Do you (or your family members) regularly receive money from someone out of Tajikistan (International Inbound Transfer)?
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In 99% of cases money come from Russia.
Diagram #38. Where is the money coming from?
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Regularity of money transfers. More than half of the respondents, or 53%, receive money on a monthly basis, this reflects how frequently worker migrants receive salaries in Russia.
Diagram #39. How often do you receive money from someone abroad?
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Amount of money received in International Transfers. The following diagram gives interpretation on amount of money they receive in local currency Somoni. All transfers were converted into local currency and led to a common denominator or in other words were multiplied by the frequency they usually received.
Diagram #40. How much do you usually receive in each transaction (International Inbound Transfer)? Somoni
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Money transfer method. Almost all families or 98%, received money by using the money transfer system (wire transfer), 1% by cash transfer with friend/relative and another 1% through bank transfer, see diagram #38. Nobody used mutual settlement or hawala and postal transfer. Inhabitants of Tomchi village spend 30 Somoni (back and forth) and three hours to receive money transfer in the district center. They usually have additional expenditures for lunch etc.

Diagram #41. How do you usually receive money from someone?
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Reasons to choose one particular method. The next diagram shows the key reasons made respondents choose this method. This question has a limitation because asks money receivers, but the final decision on transfer method very often made by a money sender. Anyway, we can conclude e.g., the money transfer system is quick, secure and available; money transfer with relative/friend is low cost and secure too.
Diagram #42. Key reasons that made you choose this method?
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Time devoted to receive transfer. To receive the money sent by wire transfer, on average, recipient spends about an hour (62 minutes), on the contrary, to receive money sent by cash transfer with a friend or relative recipient spends two hours (128 minutes).
Diagram #43. How much time do you devote to receive transfer? (Minutes)
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Money transfer commissions. Recipient, on average, spends 13 TJS to receive money sent by wire transfer method and 9 TJS if money is sent in cash with a friend or relative. The FGD participants in Khujand reported that they have an experience in transferring money through banks with 2-3% fee.
Diagram #44. How much do you usually pay to get the money (all expenditures)? TJS
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The diagram #44.a shows the percentage of additional costs relative to amount of money received. Again here respondents didn’t consider the fees paid by sender or withdrawn from the amount: 33% stated that they have no extra costs to get money.

Diagram #44.a. The percentage of additional costs relative to amount of money received
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The FGD participant listed the following difficulties in wire money transferring: 1) mistyping the name of recipient; 2) mistyping or sending wrong code to the recipient; 3) recipients forget passport at home. All these create troubles for recipients and they spend a day or two to resolve them.

Banking services

Banking KPIs. Only 5% of the respondents have bank accounts and 16% have bankcards. Before introducing bankcards employers in Tajikistan requested employees to open bank accounts or done it on their behalf to transfer salary and eliminate operations in cash. On the other hand having a bankcard not necessarily means having a bank account, an organization can have one bank account for employees’ salary and the employees will have sub-accounts.
Diagram #45. Owning a bank account and possessing bankcard?
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Bank account types. From those who have bank accounts and bankcards, 93% use it for receiving salary (personal account and salary project), the remaining use current, and deposit and loan accounts. One of the participants of the FGD opened a deposit bank account for his relatives – orphan children. It was the initiative from government to switch to cashless mean of payment introducing personal bankcards. Pensioners were obliged to open and use bankcard of state bank “Amonatbonk” and governmental employees were obliged to use services from “TojikSodirotBonk”.
Diagram #46. What kind of bank accounts do you have?
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Not surprising that bankcard holders use their cards to cash out salary on a monthly basis, see diagram #47. According to the qualitative study, urban citizens more likely to have and use bankcards. Rural inhabitants got bankcards as usual in the frame of obligatory salary projects for public and governmental employees. There are no facilities to make purchases or bill payments in rural area and the first thing they do is cash withdrawal. To do this they have to travel to the center of the district spending extra money and time. Even in Khujand, the second capital, the FGD participants complained that there are no shops or supermarkets where using of bankcards is possible.
Diagram #47. How often do you use bankcards?
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Majority of bankcard holders possess bankcards in the frame of obligatory salary projects. The diagram below show the reason the respondents use bankcards. Nobody reported paying purchases and bills using bankcards. Only three participants of qualitative study in Dushanbe had an experience of online shopping.

Diagram #48. What are the main reasons for which you use bankcards?
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Banking service dissatisfaction factors. The next question inquired what banking service users dislike most about banking services. 41% like everything and satisfied by the services. The third, 32%, indicated narrow ATM or bank branch network and 28% complained that there is often no money in ATM. Participants of the qualitative study reported that there are only tree ATMs in Kulob city (probably they meant of a particular bank) and usually pensioners stay in line to withdraw pensions. An employee of bank stays near to ATM and helps pensioners to cash money for 1 Somoni reward.
Diagram #49. What do you dislike most about your bank account service?
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Banking services evaluation. Finally, we asked respondents to assess the banking services, what is their overall evaluation, in terms of quality and availability, of current banking services. The overall estimation is positive –bank service users estimated banking service as satisfied – 31%, good – 50% and excellent – 11%. In spite of many challenges people are faced with banking services, their overall estimation of quality and availability of banking services is good. They have forced to open and use bankcards due to obligatory salary projects, and never done such operations before and cannot compare with similar services for example in foreign banks. They even cannot change their bank, they once in a month withdraw all money (cash) and rarely visit banks and think it should be in this way.
Diagram #50. What is your overall evaluation, in terms of quality and availability, of current banking services?
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6. ATTITUDE TOWARDS PROSPECTIVE SERVICE

During the process of the interview interviewers showed a small video on a tablet, lasting 8 minutes, demonstrating basic functionalities of mobile money services. Based on that video, interviewers asked several questions about the attitude of the respondents to the service.
Positive impressions about the product demonstration. The first question was what respondent impressed most about the demonstration that he/she has just seen. 30% liked everything, 10% liked money remittances, 8% liked that the system takes no or less time and easiness. Six percent of the respondents found presentation unclear.

Diagram #51. What most impressed you about the demonstration that you have just seen?
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Negative impressions about the product demonstration. The next question was what they dislike most in the presentation, see answers below in the diagram #52. Again, 52% answered that they disliked nothing, 7% disliked high commission rate, 6% found it unclear and 3% preferred the language of interface in Tajik. 2% didn’t like it at all.
Diagram #52. What most you dislike about the demonstration that you have just seen?
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62% of the respondents found the demonstration and instructions easy to follow and only 21% found it difficult, 17% of the respondents were not sure, see diagram #53. The participants of FGD said that they need time to learn the system.

Diagram #53. Did you find the demonstration and instructions easy to follow?
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Likeliness to use the service. Key and an important question was “Do you want to use these services?” 67% of the respondents positively answered the question, 19% stated that they do not want to use the services and 14% aren’t sure. The percent seems to be unrealistically high, because 1) the service is a completely new and vague thing on the market, 2) the respondents are stating that they will use the service based on demo presentation, and don’t know the specific details of implementation and functioning and 3) they are satisfied with existing means and methods of payment and ways of money transfer. To find the more realistic number or percentage of potential users, we applied two filter questions from the questionnaire. It was pair of questions – what respondent likes most and dislikes most in the demo presentation. Some answers on these two questions rose doubt that the respondent will be an immediate user of the system. In other words, we applied two filter questions – 5.1 and 5.2 to divide potential respondent on two categories: those who will use MFS first, and those who will use it later. For example some respondents said “No need for this service (it's already convenient)”, “No money (cash) on hand (to use the system)”, “You need money (too much) for this”, “Mobile coverage (low signal)”, “We not ready yet (services not available)”, “I’ll become lazy” etc. We excluded such responses as well as not relevant answers, which show that some respondents didn’t understand MFS but anyway stated that they will use the services. The diagram #54.a shows the filtered percentage of respondents who will use the system. To add up we can conclude that 25% of respondents understand the system better and will be the first potential users of the system, the remaining 32%, will get involved later, in case of successful implementation of the system and positive feedbacks from MFS users.
Diagram #54. Do you want to use these services?
[image: image59.png]



Diagram #54.a. Do you want to use these services (filtered)?
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MFS rank per service. Another key and an important question was which of the services demonstrated the respondent would be more inclined to use. Again, as expected, the most inclined service became airtime purchase, followed by bill payments and money transfers (first international then local).
Diagram #55. Which of the Services demonstrated would you be more inclined to use?
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Reasons not to adopt MFS. Those respondents, who did not like the services and stated that they will not use it, we asked the reasons, please diagram #56 for the detail. The main reason of the rejection is lack of clarity 23%, 10% could not answer the reason, stated “I don’t know”, and 10% found it difficult.
Diagram #56. Reasons the respondents do not want to use the services.
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Concerns about MFS. The next question was about the concerns of respondents on using the service, see diagram #53. As expected the main concern is cash withdrawal or cash out issue due to lack of ATMs or lack of money in ATMs (the similar situation with bankcards), followed by availability of service providers and security issues. Respondents’ concern on cash withdrawal is not related to security (i.e. the risk of being assaulted while carrying cash) but to access to ATMs, bank branches or other points, where they can to cash money, in other words narrow network of service providers.
Diagram #57. What would be your key concerns and questions if you were to sign up for a mobile banking service?
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Preferred MFS provider. Most of respondents – 68% prefer mobile operator to provide MFS, 22% prefer bank and 10% do not know or not sure, see diagram #58.
Diagram #58. From whom would you prefer to provide mobile financial services?
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Bank preference reasons. Reasons why respondents prefer bank to a mobile company in providing MFS.
Diagram #59. If you selected bank, what would be the main reasons why you prefer to use a bank to a mobile company for MFS? N=77
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MFS deterrent factors. Here we tried to identify what would be the main reasons that could turn user away from such services. As expected and confirmed by FGDs, the main reason will be high fee rates, followed by narrow network and low level of security.

Diagram #60. What would be the main reasons that could turn you away from such services?
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FGD participants suggested conducting seminars and trainings for community leaders and activists. Most of them expressed interest regarding the system and were concerned about the quality of the services. They wanted mobile operator’s employees to be the first clients of the system. Other participants suggested mobile operators to be more proactive and open mobile wallets for clients on their behalf (FGD in Tursunzoda city).
Tomchi village inhabitants said if Tcell introduce the service they won’t use it because Tcell network coverage is weak in their village, if Babilon-m does they will use (due to the strong signal). On the whole the following factors were listed as foundation to successful start and implementation of MFS:
· Fair and accessible price.
· Instructions and training on using the system.
· Security of deposited money.
· Wide network of service providers.
· Ease of use.
· Sustainability of service provider (either bank or operator).
· SMS conformation of each operation.
· Clear defined rights and responsibilities of parties.
· Bonus system.
· Wide advertising campaign.

· Speed of transaction.
· Providing credits.

· Rolling back wrong transaction.

· Resolving issues and disputes without court cases.
· Security in terms of IT/protection from hackers.
An extremely important impact of the system, as mentioned by participants, will be reduced level of corruption in Tajikistan, because transactions are transparent in the system. Some participants consider this fact as a shortage, because good deal of affaires are done trough informal payments in Tajikistan.
7. ESTIMATING A PRICING RANGE
To estimate acceptable pricing range Van Westendorp's Price Sensitivity Meter (PSM) was applied but in a limited way. The traditional PSM approach asks four price-related questions, which are then evaluated as a series of four cumulative distributions, one distribution for each question
. The standard question formats can vary, but generally take the following form:

1. Price at which product/service would be a bargain

2. Price at which it would start to get expensive

3. Price at which it would be so cheap that quality would be doubted

4. Price at which it is too expensive to consider

These four questions are often referred to as: “cheap”, “expensive”, “too cheap”, and “too expensive”.
The methodology gives us two “central” points:

· The indifference price point (IDP)
· Represents the (median) “normal” price in the market or the price of a market leader (wasn’t applied in this research because “cheap” and “expensive” questions were not asked)
· The optimal price point (OPP) (was applied and calculated)
· The “sweet spot” where the number of people who find the price acceptable is maximized, and resistance to price changes is minimized

And top and bottom “range” numbers:

· The point of marginal cheapness (MGP) or (PMC) (wasn’t applied because “cheap” and “expensive” questions were not asked)
· Marks the low end of the range of acceptable prices

· The point of marginal expensiveness (MDP) or (PME) (wasn’t applied, the same reason as above)
· Marks the high end of the range of acceptable prices

In this research we utilized not four, but the following three questions:
1. What is the highest price you would be prepared to pay (before you would not use the service)? – “too expensive”
2. What would you say would be a very attractive price (so that you would never use any other service)? – “too cheap”
3. Compared to the current price you pay what would you consider as a ‘fair price’ for doing this using Mobile Money instead? – “fair price”
So, we had “too cheap”, “too expensive” and “fair” prices; “fair price” is used out of the methodology requirements and applied for checking the validity of calculated an optimal price (not necessary by the methodology). “Optimal price” or OPP was identified by the methodology as a point of intersection of “too cheap” and “too expensive” lines. An absence of “cheap” and “expensive” prices constrained us in identifying PMC (Point of Marginal Cheapness) and PME (Point of Marginal Expensiveness).
To estimate acceptable pricing range we used a set of similar and simple questions about prices the respondent is ready to pay. The questionnaire covered five main services: 1) mobile payment, 2) national transfer, 3) international transfer, 4) bill payment and 5) retailing and services payment.
Below we brought five diagrams with the point of intersection, estimating optimal prices, OPP, for each service. Concluding the results shown on the diagrams the following optimal prices for services were identified.
· Optimal price for 10 Somoni top up of mobile balance would be 0.28 Somoni (2.8%);

· Optimal price for domestic transfer of 100 Somoni would be 1.75 Somoni (1.75%);

· Optimal price for 1000 international money transfer would be 6.5 Somoni (0.65%);
· Optimal price for 100 Somoni bill payments would be 0.65 and (0.65%);

· Optimal price for purchasing foods on 100 Somoni from a shop would be 0.9 Somoni (0.9%).

Below are also the findings from qualitative study related to pricing strategy:

· Bill payments should be free.

· Airtime purchase 1-2%.

· Bonus system. The more you pay the lower fee is.

· Retailing also should be free or very low fee.

· For other services the minimum fee should be 1% and maximum 5%.

· Every service should have a single or unified fee to make calculations easy (contradict to bonus system).

Diagram #61. Point of intersection of highest and attractive (minimal) prices. Optimal price for top up 10 Somoni.
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Diagram #62. Point of intersection of highest and attractive (minimal) prices. Optimal price for domestic transfer of 100 Somoni.
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Diagram #63. Point of intersection of highest and attractive (minimal) prices. Optimal price for international transfer of 1000 Somoni.
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Diagram #64. Point of intersection of highest and attractive (minimal) prices. Optimal price for bill payment of 100 TJS.
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Diagram #65. Point of intersection of highest and attractive (minimal) prices. Optimal price for purchasing foods on 100 Somoni from a shop.
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8. MARKETING AND DISTRIBUTION CHANNELS

Preferred information channel. Here we asked the respondents about the easiest place to find more about mobile money services. The most convenient and easy place or method of finding info about MFS is operator’s call center 45%.
Diagram #66. Where would be the easiest place for you to find out more about Mobile Money Services?
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User readiness to provide personal info at MNO service center. Respondents are ready and happy to provide personal info in operator’s service center 85%.
Diagram #67. Would it be acceptable to fill out a form with all your personal details in order to open a mobile banking account in your operator’s service center?
[image: image75.png]Yes
85%




User readiness to provide personal info at MNO retailer outlet. Not all but only half of the respondents want to provide personal info in operator’s retail outlet or dealer’s store 51%.
Diagram #68. Would you be happy to open a new account by providing your personal information to your operator’s retail outlets (dealer’s store)?
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20% of respondents chose bank as a point to open a mobile account, 91% of them are ready to provide personal information to banks.
9. HYPOTHESIS AND CONCEPTS VALIDATED
a. Target Segment (customers with greatest potential to purchase and use the service)

It is necessary to mention that in general Tcell users are slightly more interested in the services. If totally 24.7% of the respondents wanted to use the system, in turn 26.2% of Tcell users were interested in it. Please see the diagram below. Further in this section we will proceed from that percentage of 26.2%.
Diagram #69. Do you want to use MFS services?
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Hypothesis #1. Tcell customers, located in urban area.

The percentage of rural Tcell users, wanted to use the service is a little bit higher from urban Tcell users. The difference in 4.5% is equal to an error range; therefore, we could say Tcell both urban and rural users equally interested in using the service.

Diagram #70. Do you want to use these services (Tcell urban and rural users)?
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Hypothesis #2. Tcell customers primarily unbanked.

We separated banked mobile users from non-banked on a criterion of having any type of bank account or a bankcard. Unbanked Tcell users more are interested in the services, 27.8% unbanked vs. 18.7% banked Tcell users. Thus unbanked Tcell users are more interested in the services that prove the hypothesis.
Diagram #71. Do you want to use these services (Tcell banked and unbanked users)?
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Hypothesis #3. The young 25-35 years segment is the most receptive to these new technologies and show a greater inclination to adopt.

The target groups of respondents were divided into two-age bracket – 25-34, and 35-45 years old. The older segment is a little bit more interested to the services, but the difference again falls in a range error and we can conclude that both brackets equally interested in the services.

Diagram #72. Do you want to use these services (Tcell users – age bracket: 25-34 and 35-45 years old)?
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Hypothesis #4. Men are more akin to these technologies and potentially adopt the service faster.

Male Tcell users are more interested in the services, 27.5% against 24.8% female Tcell users, please see the diagram below. This fact proves the hypothesis, even if the difference is very small.
Diagram #73. Do you want to use these services (male and female Tcell users)?
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b. Features Benefits (the most important attribute for the target segment)
Hypothesis #5. Security and reliability, Convenience, Speed and ease of use.

There was no a dedicated question in the questionnaire regarding the necessary attributes of the system. Instead of that, the question related to the respondents’ concerns on starting the using of system was applied, because it was related to the former mentioned system attributes and included responses related to the system’s attributes, such as security, speed, cost etc.

The most concerning attribute or issue for the target segment is cash out or money withdrawal, 35%, as cash still plays an essential role in national transactions. Then comes wide network of service providers – 24%, next, respondents want the system to be secure and safe 18%, and available in terms of pricing – 14%. Finally, respondents are concerning about resolving issues with involved parties – 13%, rolling back wrong transactions – 12%, and rights and responsibilities of involved parties – 10%. 4% attributed speed or quickness as a key concern for using the system and 3% stated that everything is unclear to be ready for signing up and using of services. Concluding all from above the system should be available anywhere for cashing out, secure and available in terms of cost.
Diagram #74. The most important attributes for the target segment.
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c. Services and Features (basic features available to launch an attractive service)
Hypothesis #6. The basic package should include services that are easier to understand and greater familiarity with the customer. P2P and Recharges.

The most requested service is airtime purchase, which proves the hypothesis. Then follow bill payments and international money transfers. These three proves the hypothesis that easier to understand and greater familiarity services are most inclined and requested for the target group.
Diagram #75. Basic features should be available to launch an attractive service.
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Hypothesis #7. Other basic services are those that allow the customer to make their usual financial transactions (payments) for faster, secure and convenient way. Payment of services and payment in stores.

Regular bills have a good potential to be paid using the mobile financial services. Even if the local transaction level is very low inside Tajikistan, 37% inclined to use such a service through MFS. Purchases and service payments are quite interested by respondents too.
d. Barriers to Entry
Hypothesis #8. Security
Security was not considered by the respondents as the main barrier to entry and use of system. The main barrier would be the high fee rates 45%, the second narrow network of service providers, 26%, and then comes low security 24%. Among other 18%, there are many “don’t know” answers.
Diagram #76. Barriers to entry and use of system.
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Hypothesis #9. Protection of information and customer data.
85% of the respondents were ready and agree to provide personal info to open a mobile account in the operators’ service centers, but only half of the respondents are ready to provide personal info in the dealer’s store, see diagram below. Dushanbe FGD participants also wished a service provider provide security from hacker attacks. 
Diagram #77. Would it be acceptable to provide all your personal details in order to open a mobile banking account in 1) your operator’s service center and 2) operator’s retail outlets (dealer’s store)?
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We asked respondents where, in addition to those places (the service senter and dealers’ store) they want to open an account and agree to provide personal data. 20% of the respondents named banks as places where they want to open an account and agree to be agreed to provide personal information.
Hypothesis #10. Coverage.
Coverage is important, 26% of respondent indicated a small or narrow network of service providers as a reason that could turn them away from such services. This is the second, after high fee rates, key reason.
10. MFS AS ACQUISITION/RETENTION TOOL AND LOYALTY TO MOBILE OPERATOR

The key question of the research was whether and at what extent MFS can be used as an acquisition tool for new clients and as a retention tool for existed clients. Demo presentation of MSF was positively accepted by the respondents, both Tcell and non-Tcell clients. The qualitative study showed that transition of the rural non-Tcell clients will depend on quality of voice communication and network coverage. We found that in some villages competing MNOs have better coverage and more stable signal and connection. This was the key and determinative factor in choosing particular mobile operator in rural area. Certain part of the respondents expressed readiness to change mobile operator if competing operator introduces of MFS. Some participants said that they will require their mobile operators to introduce the same services too. A small group of the participants said that they will change mobile operator under no circumstances. Those who expressed willingness to change Mobile Operator (MO), wished MO to introduce and implement all necessary services such as utility bill payments, taxes etc. at once.

Almost all participants of qualitative study count that in case of introduction of MFS the number of company clients will increase. There were a lot of responses that if a competing company introduces MFS, we will try to use the services by purchasing a second SIM card without leaving the current operator because it’s voice and Internet offers are very favorable. There were also expressions that if a client allowed to change MO without changing mobile phone number, they are ready to switch.

Another important factor for switching is an image of the operator. The participants said that if a company has a bad reputation and if it introduces such services, they will never switch. The pricing was also mentioned as an important and determining factor; to the mind of the participants if the MFS are beneficial, then users of other companies will shift to this service. Participants said that, for people being a cheap price of a talk compared to mobile bank is more important, because they are poor and for them every Diram (one hundredth of Somoni) is important.

The participants of FGD in the north expressed interest in the new system, but as long as the system does not spread, they will not use the system. They also count that a company provider of these services will improve its image and become more competitive in the market if prices are affordable. The participants of focus group discussions tend to have more trust in cash and financial transactions using banks, rather than mobile operators.
The participants in Kulob (south) interested in cheap and excellent quality services indifferently which mobile company going to launch the MFS. Even if TK-mobile will launch MFS providing cheap and an excellent service they will use that. A participant in Qurghonteppa (south) believes that there should be a new company offering only MFS service (a new brand, not related to existing mobile operators). They also believe that it is important which company presents MFS. It should be a popular and well-known mobile company to attract trustiness of the users. If TK-mobile will present MFS the number of its users will be less as the company is not so popular. A participant raised concern if we deposit our money in the mobile companies, the banks will remain without work. Participants believe that if the MFS is secure for its users; it will strengthen the image of the company. First of all, the participants are interested in cheap calls, SMS and Internet from the company and then Mobile Financial Services. If the company offers a mobile banking but voice, SMS, Internet and other services are expensive; they would not be clients of the company. One of the clients of MegaFon said that I would like to use the mobile banking of MegaFon.

If a competitive company provides MFS, they will change their operators only in case of providing better voice communication services.

Proposed names for MFS:

· Mobile Bank

· Tcell Banking

· Tcell Bank

· Mobile Shop

· Pocket Bank

· Private Bank

· Dehqan Bank (Farmer’s Bank)

· Safe Bank
· Phone Bank

· Service Bank

· Small Mobile Treasure

11. POTENTIAL USERS OF MFS

The direct question in the questionnaire “Do you want to use the MFS?” brought to a very high percent of potential users – 67%. Of course, they are potential users but the questionnaire did not ask a question when they are intending to start using the system. The process of joining the system will be extended on time; some of them will start using the system immediately (innovators) others after innovators (early adopters) and so on, the process can continue a year or two. We wanted to estimate the number of those who will definitely use the system first of all. To make it possible we applied two filter questions about the perception of respondents towards the new system and excluded cases with irrelevant answers, which indicates that the respondents didn’t understand the system, or has a pessimistic attitude. The result revealed remaining 25% of the respondents who will definitely use the system.
The next step was identifying the definite groups, whether rural or urban, banked or unbanked etc. are more interested in using the system. To do this we applied binary and logistic regression analysis (Backward Likelihood Ratio method) and came to the following conclusions:
· There is no statistically significant association in rural/urban, younger/older, banked/unbanked and male/female variables. These groups or segments are equally interested in MFS.
· According to the P-Value = 0.00, there is a statistically significant association between the variable “Internet users” and those who stated “want to use the system”. That means that the definite target group or more potential users of MFS will be Internet users. In another words, the probably of using MFS among internet users is high compared to non-users of internet.
· According to the P-Value = 0.00, there is a statistically significant association between a variable “senders and receivers of domestic money transfers” and those who stated “want to use the system”. As in a case above, that means that another definite target group or more potential users of MFS will be the senders and receivers of domestic money transfers.
Although the level and volume of local money transfers are low, but MFS is most required by senders and receivers, and based on the result, the Internet users definitely (as innovators) will be the most preferable users of MFS. 
12. CONCLUSIONS ABOUT THE PROSPECTS OF THE SERVICES AND RECOMMENDATIONS
Low level of banking penetration, together with high level of inbound international money remittances create niche for mobile financial services, where a mobile company’s advantages and technological potential could be successfully applied.

Mobile financial services are understandable and requested by population. The chances for successful launch and implementation will depend on a) pricing policy, b) selection of the most needed services and c) customers’ education and advertisement of MFS through all accessible channels. Pricing is the most sensitive issue to start using MFS and wide network of service providers is more important than security. In general, respondents raised the following main barriers to entry and use of the services (in order of importance):

· High fee rates

· Availability/small network of service providers

· Low security

Population accustomed using cash in everyday transactions and look at the MFS through the prism of cash operations. Cash withdrawal was the most concerned issue. Banking penetration is very low, only 5% of the respondents have bank accounts and 16% bankcards. Majority of bankcard holders have it due to obligatory salary projects and cash out all money immediately after transfer. There are more cases of using cashless instrument of payment in an urban area, like using bankcard and transfer from/to bank account and, probably, acceptance of MFS will be easier in an urban area.

Participants have low level of income and majority of them do not make savings. This fact means that there would be no or limited money resources to keep in mobile wallets. International money remittances play a great role in family budgets and are among the most three required services. Remittances mainly come from Russia.
The most requested services stated as (in order of importance):

· Airtime purchase;

· Bill payments;

· Money transfer (International);

· Money transfer (National);

Many respondents liked the demo presentation and found it easy to follow, 30% of them liked everything. 25% stated that they want to use the services.

Men and women, rural and urban, younger and elder almost equally interested in mobile financial services. There is no significant distinction in their inclination; the differences are in a range error. Tcell male users showed more interest in comparison with Tcell female users. Unbanked respondents interested a little bit higher in comparison with banked respondents. Non-Tcell users interested in the services as well as Tcell users, therefore providing MFS can be an acquisition strategy for attracting new customers.

Majority of the survey respondents trust to mobile operators, they prefer mobile operators to launch mobile financial services – 68%, and are ready to provide personal information in order to open a mobile account.

Number of potential users and estimating an amount of transaction.

Z-Analytics interviewed 431 respondents, 312 or 72.5% of them were Tcell users. From those 312, 82 respondents (or 26.2%) expressed the interest and readiness to use the service.
The diagram below shows the percentage of potential Tcell users of a particular service and average amount of transaction. An average Tcell user spends 29 Somoni to top up mobile balance monthly; those who send/receive domestic money transfers on average send/receive 640 Somoni (USD125) and for international money transfers the average is 705 Somoni or USD141.
Table #5. Percentage of potential Tcell users who wanted to use the system.
	Services
	The average amount of transaction (Somoni)

	
	Airtime purchase (monthly)
	International inbound money transfer
	National inbound/ outbound money transfer

	Airtime purchase
	29
	
	

	Money transfer (International)
	
	705
	

	Money transfer (National)
	
	
	640


Recommendations:
1. As only one fifth has regular Internet connection, and smart-phones aren’t as popular as plain vanilla phones, the reasonable choice is providing MFS through USSD channel.

2. To organize wide advertising and educational events; to develop clear, easy and understandable educational materials for potential users. There is no significant difference in demand from male/female, urban/rural, younger/elder and banked/unbanked segments, thus advertizing and educational campaign should cover all segments of target groups. Printing materials should have more illustrations and less text. Those respondents who didn’t want using the system, mostly as the reason indicated that they didn’t understand the demo presentation or it was unclear. They are potential clients too, if advertizing and educational campaign can explain advantages and specific details of using the system.

3. Participants raised an issue of confirming transactions made by MFS. By force of habit people trust receipt or any piece of paper confirming a payment. The recommendation would be to work out a clear and convenient mechanism of confirming of transactions whether through SMS or paper receipt, and also providing assured list of completed transactions by the request of client.
4. Bill payments for electricity, drinking water and garbage disposal as well as retailing should be free of charge because currently population practices paying such bills free of charge by quite convenient method from home to facility inspector.
5. Participants wished introduction of a bonus system, more one pays or more money involves in financials transaction, fees should be less. This will help getting involved more financial resources to MFS.
6. To examine a possibility of charging interest on money, deposited on a mobile wallet as a tool for attraction of free money resources.
7. To provide the services by means of bank and choose a bank having a wide branch network. Consider using bank branches as service agents for opening mobile accounts, cashing in and cashing out etc.
8. To involve money exchange offices as service agents. To extend the network and simplify the ways to top up a mobile wallet by using the resources of local shops.
9. In the case of providing the services by means of banks, consider the possibility of tying together bankcard account and mobile wallet. Further, consider access to a mobile wallet through Internet alongside with USSD channel.

ANNEXES
Annex 1. Questionnaire

PRJ-140903. Mobile Financial Services in Tajikistan Survey. Final Draft

Questionnaire ID [___________]

Hello! My name is _________________________. I am an employee working for a survey company “Zerkalo”. Share with me your 30-40 minutes and answer my questions. Your, and responses of other participants will be analyzed in a generalized statistical form. I want to talk with a person meeting the following criteria:

	PRJ-140903
	Mobile Financial Services

	Interview date
	

	Beginning time
	

	Interviewer ID
	

	Supervisor ID
	


1. Indicate your age (years) [____] (25-45)

2. Respondent’s gender:

Male
1

Female
2

3. Place of residence of respondent:

	Selected cities and districts
	Circle the code

	Dushanbe city
	01

	Khujand city
	02

	Qurghonteppa city
	03

	Kulob city
	04

	Tursunzodacity
	05

	Hisor district
	06

	Yovon district
	07

	Rudaki district
	08

	Shahritus district
	09

	Kulob district
	10

	Shurobod district
	11

	Tursunzoda district
	12

	B. Ghafurov district
	13

	Faizobod district
	14

	Vahdat district
	15

	Konibodom district
	16


1. MOBILE AND INTERNET USAGE

1.1. Do you (or your family member) have an Internet connection?

Yes
1

No
2
If “no” go to the question 1.4

1.2. Is it fixed or mobile?

Fixed Internet Access
1

Mobile Internet Access
2

Both
3

1.3. How often do you access the Internet?

Daily
1

3-4 time a week
2

Weekly
3

3-4 times a month
4

Sporadically
5

1.4. Specify the equipment brand of your mobile phone and model.MULTIPLE CHOICE.
	Equipment brand
	1. Code
	2. Model

Don’t know 99

	Alcatel
	1
	

	Apple (iPhone)
	2
	

	Huawei
	3
	

	Lenovo
	4
	

	LG
	5
	

	Nokia
	6
	

	Samsung
	7
	

	Sony
	8
	

	ZTE
	9
	

	Other (Specify):
	
	

	No name brand
	98
	

	I don’t know
	99
	


1.5. What mobile network(s) do you use?

	Mobile network
	1. What mobile network(s) do you use?
	2. How many SIM cards do you use?
	3. Monthly mobile expenditure TJS (for all active SIM cards):

No expenditure 0

Don’t know -99
	4. Minutes used per month (outbound, average):

Don’t know -99
	5. SMS sent per month (average):

Don’t know -99
	6. Monthly mobile Internet expenditure TJS:

No expenditure 0

Don’t use -98

Don’t know -99
	7. Who performs your own airtime recharging:

Myself 1

Spouse 2

Children 3

Parents 4

Other relatives 5

Employer 6

Friends 7

Don’t know 99

MULTIPLE CHOICE
	8. Method used for recharging:

Scratch card 1

Recharge via pay terminal 2

Recharge via dealer/service center 3

Web recharge with a bankcard 4

Recharge via ATM 5

Recharge via POS 6

Bank transfer 7

MULTIPLE CHOICE
	9. Mobile operator tariff plan used

Don’t know -99

MULTIPLE CHOICE

	TCell
	1
	
	
	
	
	
	
	
	

	Megafon
	2
	
	
	
	
	
	
	
	

	Beeline
	3
	
	
	
	
	
	
	
	

	Babilon-m
	4
	
	
	
	
	
	
	
	

	TK-mobile
	5
	
	
	
	
	
	
	
	

	Tajik mobile
	6
	
	
	
	
	
	
	
	


1.6. How many other persons in your familyuse mobile networks in Tajikistan? [____] IF “0” GO TO SECTION 2
1.7. Which mobile network do they use?(INTERVIEWER, IF THEY USE MORE THAN ONE, ASK ABOUT PRIMARY OPERATOR)
	Mobile network
	1. How many?

	TCell
	

	Megafon
	

	Beeline
	

	Babilon-m
	

	TK-mobile
	

	Tajik mobile
	

	Don’t know
	


2. BILL PAYMENTS

2.1. Ask the respondent about payments he/she makes.

	Payments:
	1. Do you pay for:
	2. Where do you pay from:

From home to controller/ inspector 1

At cash desk 2

At bank’s branch 3

Terminal 4

Dealer/ agent 5
	3. How far is the payment place from you (km)?
	4. Method of payments:

For cash (Cash in hand, terminal) 1

Cashless (Bankcard, bank account) 2
	5. How much time do you devote to make the payments? (minutes)
	6. The cost of payment TJS: (transportation, fees, meal etc.)
	7. Regularity of payment

Daily 1

Weekly 2

Monthly 3

Quarterly 4

Semi-annual 5

Annual 6

Sporadically 7
	8. How easy to make payments by this method:

Easy 1

Difficult 2

Don’t know 3
	9. Specify reasons if it is difficult

Time 1

Cost 2

Unreliable 3

Troublesome 4

	Potable water (plumbing/channel)
	Yes 1

No 2
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	Electricity
	Yes 1

No 2
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	Mobile phone
	Yes 1

No 2
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	Internet
	Yes 1

No 2
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	Garbage disposal
	Yes 1

No 2
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	Taxes
	Yes 1

No 2
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	


3. MONEY REMITTANCES

3.1. Do you (or your family members) regularly send or receive money to (from) someone in other city or place in Tajikistan? For example your son, daughter studying in other city, your relatives, etc. INTERVIEWER, IT SHOULD BE AT LEAST 2 OR 3 TIMES A YEAR.
I (my family member) send money
1

I (my family member) receive money
2

I (my family member) send and receive money
3
No
4
If “no”, go to the question 3.9

3.2. How often do you send/receive money to someone (National Transfer)?MOST FREQUENT.
Once a week
1

Two or three times a month
2

Once a month
3

Two or three times a year
4

3.3. To whom do you send money (or receive from)? MULTIPLE CHOICE.
Parents
1

Child
2

Spouse
3

Other relatives
4

Friend
5

Business partner
6

Creditor
7

Borrower
8

Stranger (donation/charity)
9

3.4. How much do you usually send (or receive) in each transaction (National Transfer)? [_____] TJS

3.5. How do you usually send/receive money to (from) someone (National Transfer)? MULTIPLE CHOICE.
I send cash with a friend/relative (via taxi, etc.)
1

Money transfer system (wire transfer)
2

Bank transfer
3

Mutual settlement (hawala)
4

Postal transfer (post office)
5

3.6. Key reasons that made you choose this method?MULTIPLE CHOICE.
Availability
1

Low cost
2

Security
3

Speed/quickness
4

There is no other option
5

Don’t know
6

Other (please specify) [__________________________]
7

3.7. Main difficulties you have faced in money transferring(receiving)?MULTIPLE CHOICE.
Risks of money lost/low security
1

Takes long time
2

High fee rates
3

Additional costs/extra charges
4

Possibility of mistyping the name of receiver
5

You have to drop everything and run to meet taxi driver
6

Other (please specify) [__________________________]
7

There is no difficulties
99

3.8. How much do you usually pay to complete this transaction (National Transfer)? [_____] TJS

3.9. Do you (or your family members) regularly send money to someone out of Tajikistan (International Outbound Transfer)? For example your son, daughter studying in other country, your relatives, etc. INTERVIEWER, IT SHOULD BE AT LEAST 2 OR 3 TIMES A YEAR.
Yes
1

No
2
If “no”, go to the question 3.15
3.10. For what reasons do you send money? MULTIPLE CHOICE.
Regular support to recipient
1

Repayment of debt
2

Business
3

Emergency help
4

Extension of credit
5

Donation/charity
6

Other (please specify) [__________________________]
7

3.11. Where is the money sent to? Name the country(ies). MULTIPLE CHOICE.
Russia
1

Kazakhstan
2

USA
3

European Union Countries
4
Other (Specify) [_________________________]
5

3.12. How often do you send money to someone abroad (International Outbound Transfer)?

Once a week
1

Two or three times a month
2

Once a month
3

Two or three times a year
4

3.13. How much do you usually send in each transaction (International Outbound Transfer)? Or how much did you send in last transfer?
	1. Amount
	2. Currency:

USD 1

Russian ruble 2

Euro 3

Yuan 4

Somoni 5

Other:_____________

	
	


3.14. How do you usually send money to someone (International Outbound Transfer)?

	Method of transfer
	1 How do you usually send money to someone?
	2. Key reasons that made you choose this method

Availability 1

Low cost 2

Security 3

Speed/quickness 4

There is no other option 5

Don’t know 99

MULTIPLE CHOICE
	3. How much time do you devote to make the transfer transaction? (minutes)
	4. How much do you usually pay to complete this transaction?

(transportation, fees, meal etc.)
	5. Main difficulties you have faced

Risks of money lost/low security 1

Takes long time 2

High fee rates 3

Additional costs/extra charges 4

Possibility of mistyping the name of receiver 5

There is no difficulties 98

Don’t know 99

MULTIPLE CHOICE

	
	
	
	
	Amount
	Somoni
	

	Money transfer system (wire transfer)
	1
	
	
	
	
	

	I send cash with a friend/relative etc.
	2
	
	
	
	
	

	Bank transfer (from account to account)
	3
	
	
	
	
	

	Mutual settlement (hawala)
	4
	
	
	
	
	

	Postal transfer (post office)
	5
	
	
	
	
	


3.15. Do you (or your family members) regularly receive money from someone out of Tajikistan (International Inbound Transfer)? INTERVIEWER, IT SHOULD BE AT LEAST 2 OR 3 TIMES A YEAR.
Yes
1

No
2
If “no”, go to the next section

3.16. Where is the money coming from?” Name the country (ies). MULTIPLE CHOICE.
Russia
1

Kazakhstan
2

USA
3

European Union Countries
4
Other (Specify) [_________________________]
5

3.17. How often do you receive money from someone abroad (International Inbound Transfer)?

Once a week
1

Two or three times a month
2

Once a month
3

Two or three times a year
4

3.18. How much do you usually receive in each transaction (International Inbound Transfer)?

	1. Amount
	2. Currency:

USD 1

Russian ruble 2

Euro 3

Yuan 4

Somoni 5

Other:_____________

	
	


3.19. How do you usually receive money from someone (International Inbound Transfer)?

	Method of transfer
	1. How do you usually receive money from someone?
	2. Key reasons that made you choose this method

Availability 1

Low cost 2

Security 3

Speed/quickness 4

There is no other option 5

Don’t know 99

MULTIPLE CHOICE
	3. How much time do you devote to receive transfer? (minutes)
	4. How much do you usually pay to get the money (all expenditures)?

(transportation, fees, meal etc.)
	5. Main difficulties you have faced

Risks of money lost/low security 1

Takes long time 2

High fee rates 3

Additional costs/extra charges 4

Possibility of mistyping the name of receiver 5

There is no difficulties 98

Don’t know 99

MULTIPLE CHOICE

	
	
	
	
	Amount
	Somoni
	

	Money transfer system (wire transfer)
	1
	
	
	
	
	

	Cash transfer with a friend/relative etc.
	2
	
	
	
	
	

	Bank transfer (from account to account)
	3
	
	
	
	
	

	Mutual settlement (hawala)
	4
	
	
	
	
	

	Postal transfer (post office)
	5
	
	
	
	
	


4. BANKING SERVICES

4.1. Do you personally own a bank account? It might be personal, current, deposit, savings, loan etc.

Yes
1

No
2

4.2. Do you possess bankcards?

Yes
1

No
2
IF NO IN 4.1 AND 4.2, MOVE TO THE NEXT SECTION

4.3. What kind of bank accounts do you have?

Personal (for salary, bankcards)
1

Current (business, entrepreneurship)
2

Deposit, savings
3

Loan
4

Other (specify)
5
4.4. How often do you use bankcards?

Daily
1

Weekly
2

Monthly
3

Rare than monthly
4

Never
5
IF NEVER, GO TO THE QUESTION 4.6

4.5. What are the main reasons for which you use bankcards? MULTIPLE CHOICE.
Obligatory salary project
1

Pay purchases and services
2

Bill payments
3

Online shopping
4

Others (please specify) [__________________________________]
5

4.6. What do you dislike most about your bank account service? MULTIPLE CHOICE.
I have access to account only during working hours
1
No money in ATM
2
No bank branches/ATM close to me
3
Bureaucracy
4
Long queue in banks
5
Road expenditures
6
Waste of time
7
I like everything
8
Other (please specify) [____________________________________]
9

4.7. What is your overall evaluation, in terms of quality and availability, of current banking services? (From 1-5, with 5 being excellent and 1 very bad) [____]

5. PRODUCT DEMONSTRATION

I will now introduce you a new type of mobile financial service that can be achieved with your mobile phone.

The interviewer takes 10 minutes to take a respondent through the product demonstration. Based on this exercise, you should gather the following information:

5.1. What most impressed you about the demonstration that you have just seen? [__________________________________________________________________________]

5.2. What did you dislike most about the product demonstrated? [__________________________________________________________________________]

5.3. Did you find the demonstration and instructions easy to follow?

Yes
1

No
2

I am not sure
3
5.4. Do you want to use these services?

Yes
1

No
2
If no, go to the question 5.6

Don’t know (not sure)
3
If no, go to the question 5.6

5.5. Which of the Services demonstrated would you be more inclined to use? MULTIPLE CHOICE.ROTATION OF ANSWERS.
Money transfer (National)
1

Money transfer (International)
2

Airtime purchase
3

Bill payments
4

Online shopping
5

Pay purchases and services
6

Savings over mobile
7

Credits over mobile
8

Don’t know
9
5.6. If no, why? [__________________________________________________]
GO TO THE SECTION 9
6. ATTITUDE TOWARDS PROSPECTIVE SERVICE

6.1. What would be your key concerns and questions if you were to sign up for a mobile banking service? MULTIPLE CHOICE. ROTATION OF ANSWERS.
Cash withdrawal
1

Security/safety
2

Availability of/small network of service providers
3

Service cost/fee
4

Roll back transaction
5

Resolving issues with involved parties
6

Rights and duties of involved parties
7

Transaction speed or quickness
8

Everything is unclear
9
Other (Specify) [_______________________________]
10

6.2. From whom would you prefer to provide mobile financial services?

Mobile operator
1
GO TO THE QUESTION 6.4

Bank
2

I don’t know
3
GO TO THE QUESTION 6.4

6.3. If you selected bank, what would be the main reasons why you prefer to use a bank to a mobile company for mobile financial services? MULTIPLE CHOICE.
Banks (most of them) are local companies and government supports them
1

Mobile operators (most of them) are foreign companies
2

Ability to add the interest (%) on deposited money
3

Security of deposited funds
4

Service cost/fees
5

Issues in money withdrawal
6

I trust banks rather than operators
7
Other (Specify) [_______________________________]
8

6.4. What would be the main reasons that could turn you away from such services? MULTIPLE CHOICE.
Low security
1

High fee rates
2

Availability of/small network of service providers
3

Other (Specify) [___________________________________]
4

7. FEEDBACK AND ATTITUDES TOWARDS PRICING

7.1. For each service offered by Mobile Financial Services, we will try to better understand what you would be ready to pay to use that service.

	INTERVIEWER, SHOW CARD #7.1 TO RESPOPNDENT
	1. What is the highest price you would be prepared to pay (before you would not use the service)?
	2. What would you say would be a very attractive price (so that you would never use any other service)?
	3. Compared to the current price you pay, what would you consider as a ‘fair price’ for doing this using Mobile Money instead?

	Mobile Payment:

Top up 10 Somoni
	_____Somoni
	_____Somoni
	_____Somoni

	National Transfer:

To transfer 100 Somoni
	_____Somoni
	_____Somoni
	_____Somoni

	International Transfer:

To transfer 1000 Somoni
	_____Somoni
	_____Somoni
	_____Somoni

	Bill Payment:

To pay 100 Somoni bill for (electricity, water, taxes etc.)
	_____Somoni
	_____Somoni
	_____Somoni

	Retailing and Services Payment:

To buy foods on 100 Somoni from a shop
	_____Somoni
	_____Somoni
	_____Somoni


8. FEEDBACK ON MARKETING AND DISTRIBUTION OUTLETS

8.1. Where would be the easiest place for you to find out more about Mobile Money Services? (only one answer)
Operator’s service center
1

Operator’s dealers point
2

Operator’s call center (by phone)
3

Bank branches/agents……………………………………………………………………….4
Other (Specify) [_____________________________________]
5

To open a new mobile account you have to fill out a form and provide your personal information, e.g. passport number, address, telephone number, marital status etc.

8.2. Would it be acceptable to fill out a form with all your personal details in order to open a mobile banking account in your operator’s service center?

8.3. Would you be happy to open a new account by providing your personal information to your operator’s retail outlets (dealer’s store)?

	
	8.2. Mobile operator
	8.3. Retail outlets (dealer’s store)

	Yes
	1
	1

	No
	2
	2

	Don’t know
	99
	99


8.4. Which other outlets would you be happy to use to open a new bank account?

[____________________________________________________________________________]

8.5. Would you be happy to provide your personal information to anoutlet, mentioned in previous question in order to open a new account?

Yes
1

No
2

Don’t know
3

Now we came to the final questions.

9. RESPONDENT’S INFORMATION

9.1. How many members in your family? [____]

9.2. Level of your education:

No education
1

Primary
2

Incomplete secondary
3

Secondary
4

Specialized secondary
5

Incomplete higher
6

Higher
7

Postgraduate/academic degree
8

9.3. What is your current job? INTERVIEWER, SHOW CARD #9.3
Director, head (deputy) of company, organization, enterprise, farm
1

Head of department, chief engineer etc.
2

Business owner/Entrepreneur/Farmer (owner)
3

Specialist, government employee, public sector employee
4

Teacher in school, university, doctor
5

Service sector (salesperson, driver, nurse, assistant etc.)
6

Homemaker
7

Agricultural laborer(hired, shareholder)
8

Unskilled laborer
9

Pensioner
10
Student
11

Unemployed
12

Other [___________________________________________]
13

9.4. What is the level of monthly family income? INTERVIEWER, SHOW CARD #9.4
Up to 500 TJS
1

501-1000 TJS
2

1001-1500 TJS
3

1501-2000 TJS
4

2001-2500 TJS
5

2501-3000 TJS
6

3001-4000 TJS
7

4001-5000 TJS
8

5001-6000 TJS
9

6001-7000 TJS
10

Above 7000 TJS
11

Don’t know/no answer
99
9.5. Of your regular income, on average, how much (in %) is allocated to savings? [____]%

9.6. What is the regularity of your family’s income? ONLY ONE ANSWER (MOST FREQUENT).
Daily
1

Weekly
2

Monthly
3

Quarterly
4

Semi-annual
5

Annual
6

Sporadic
7

9.7. How your revenues are currently paid? (MULTIPLE CHOICE)
Cash in hand
1

In kind
2

Transfer on personal bank account
3

Transfer to bank plastic card
4

9.8. Which of these statements below, most closely describes your family’s living standards? Interviewer read the questions.

	Options
	Only one choice

	There is no enough money even for food
	1

	Enough for food, by difficult to buy clothes
	2

	Enough for food, clothes and small household appliances, but it would be difficult to buy television, refrigerator or washing machine
	3

	Enough for all kind of household appliances but we can’t buy a car (not older than 10 years)
	4

	Enough for everything except real estate (apartment or summer cottage)
	5

	We have no financial difficulties, if wanted could buy an apartment or a cottage
	6

	I don’t know
	98

	I don’t want to answer
	99


Here we finished our interview, thank you very much for sharing with us your experience!

Do you agree my supervisor call you in order to check my work?

Yes
1

No
2

	Name of the respondent:
	Telephone(s):
	Interview completion time

	
	1)

2)
	


Annex 2. FGD Guide

PRJ-140903. Mobile Financial Services in Tajikistan, 2014
FGD Guide. Final Draft

	City / District
	Moderator
	Assistant
	Date of FGD
	Start Time

	
	
	
	
	


Introduction (10 minutes)

Welcome participants. Introduce the organization you represent. Explain that your purpose is to get public opinion on various issues related to mobile financial services. It is necessary to record this conversation on voice recorder, and on video camera. Explain that personal information will be kept confidential.

· Explaining this, turn on sound recorder and video camera.

· Tell the purpose of the discussion: We are interested in assessing your opinion and experience in using a variety of banking and financial services. In addition, we would like to get your opinion and attitude whether you are ready to accept financial services through mobile operator and your opinion on how these services will satisfy your requirements.

· Rules of interviews:

· Power off mobile phones.
· All opinions are correct; there is no wrong opinions.
· Do not interrupt each other.
· Demographic information:

	Surname, first name
	Age (years)
	Sex (m/f)
	Have bank plastic card
	Education
	Mobile operator
	Job

	
	
	
	
	
	SIM1
	SIM2
	

	1.
	
	
	
	
	
	
	

	2.
	
	
	
	
	
	
	

	3.
	
	
	
	
	
	
	

	4.
	
	
	
	
	
	
	

	5.
	
	
	
	
	
	
	

	6.
	
	
	
	
	
	
	

	7.
	
	
	
	
	
	
	

	8.
	
	
	
	
	
	
	

	9.
	
	
	
	
	
	
	

	10.
	
	
	
	
	
	
	


Section 1: Purchases and payment services

1. In what form do you receive income (cash, check, bank transfer, if another, please specify)?

2. Which payment method you use for 1) purchases,2) service payments as well as 3) bill payments(water, electricity, mobile phone, Internet, etc.) and 4) taxes? For example, cash, bankcard, check, etc.
3. To what extent is this method easy and simple? If difficult, why? If you have any difficulty in paying, what are they? For example, time, cost, etc.
4. How are you satisfied with these methods of payments?

Section 2: Internet and mobile communications

1. Do you have access to the Internet? Who is your service provider/operator? Why?
2. What services of mobile operator do you use? Voice communication, SMS, Internet, etc.

3. How much per month, in average, do you spend on your mobile phone? Not only communication but, for example, purchase of content, etc.
4. Which payment method you use to top up your mobile balance? What kind of difficulties you have in payment?

5. Do you use USSD services? If yes, which (balance check, money transfer, sending request for a call, etc.)? How much do you pay for these services?

6. Have you ever heard of web-money or electronic money? Do you use them?
7. Do you use online shopping? Which device is most convenient for you for online shopping (phone, tablet, laptop, etc.)? If not, why?

Section 3: Money Remittances

1. Do you send (or receive) money to/from someone (inside Tajikistan)? If yes to whom (from who)?

2. How often and how much you usually send or receive?

3. How you usually send or receive money? Post office, money transfer, through friends, taxi, electronic transfer, bank transfer etc.
4. How much do you pay for the transaction?

5. How long does it usually take to remit or receive money?

6. What difficulties did you encounter when transferring money?

7. Do you send (or receive) money to/from someone (outside of Tajikistan)? If yes to whom (from who)?

8. How often and how much you usually send / receive and how much you usually pay for transaction (outside of Tajikistan)?

9. How you usually send or receive money? Post office, money transfer, through friends, taxi, electronic transfer, bank transfer etc.
10. How much do you pay for the transaction?

11. How long does it usually take to remit or receive money?

12. What difficulties did you encounter when transferring money?

13. Why did you choose this particular money transfer method?

Section 4: Banking Services

1. Do you have a bank account? If yes for what purposes do you use it?

2. What problems exist in accessing the bank account?

3. How and where do you save your money?

4. Of your regular income, on average, how much (in %) is allocated to savings?

5. Do you have a plastic card? If yes what is the main reason that you use a plastic card?

6. How often do you use ATMs or POS terminals? The main reason that you use ATMs and POS terminals? What operations?

7. How do you assess the quality and availability of ATMs? POS terminals?

8. What kind of services do you think are missing in banking services?
9. Would you like to make payments using mobile financial services with no any extra costs, without leaving home and during couple of seconds? Do you think it is possible?
Section 5: Product Demonstration (10 minutes)

1. What did you liked most / impressed in this demonstration? What most disliked you in this presentation?

2. Do you find the demonstration and instructions easy to follow? Do you think the menu structure can be simpler and easier to use?

3. What changes would you suggest to improve the use?

Section 6: Attitude towards Prospective Service
1. How are you interested in making financial transactions using a mobile phone? Why?

2. What questions will worry you if you start to use mobile banking?

3. Will you trust your mobile operator to carry out your financial transactions? Why?
4. What will worry you if the mobile operator will handle your money?

5. If banks along with mobile operators start providing mobile financial services, whose services you will choose? What could be the reason that you will prefer a bank (instead of mobile operator) for providing mobile financial services?

6. In which aspects and features of mobile financial services you are most interested? Receiving salary on a mobile bank account, the ability to send money, the ability to receive money, receiving international remittance, sending international remittance, utility bill payment, plastic card balance top up etc. Moderator, use ranking of services.
7. What may be the reason of your turning away from these services?

8. What can and should make the company for you to begin using financial services?

Section 7: Attitude to price (a single set of questions used for each service)
	
	Money transfer inside the country
	International money transfers
	Utility bill payment
	Retailing and services
	Mobile Payment

	Compared with the current methods of money transfer, what price do you think justified to perform these operations using mobile banking?
	
	
	
	
	

	Why did you call this price? (Convenience, ease, security, etc.)
	
	
	
	
	

	What is the highest price you are willing to pay for the service (above which you would not have to use the service)?
	
	
	
	
	

	What price would be the most attractive for you that you would not to use the other services?
	
	
	
	
	


Section 8. The company's image and loyalty

1. How much in your opinion, will improved the image and competitiveness of the operator if it will introduce mobile financial services?

2. To what extent, in your opinion, the introduction of mobile banking will be the cause of attracting subscribers of other operators that do not provide these services?

3. To what extent, in your opinion, absence of these services can be the determining factor of changing your mobile operator? Why?

4. If we offer mobile financial services and the other competing mobile operators do not but have better voice offers, will you switch to them for just pricing reasons?
5. Is our financial services offering so important to you that you will remain with us despite other factors?

6. What would be the name that you would suggest us to give to this service?

	Completion Time

	


We don’t make savings in cash, we buy livestock. If we need money, we sell it, and solve financial difficulties.


Male FGD participant, Yavroz village, Vahdat district





“A dealer located in our village takes 0.8 Somoni from 5 Somoni (16%). If you want to top up mobile balance you have to go to the district center and spend 60 Somoni (there and back). That’s why if anybody from us goes to the district center, we ask him to top up our mobile phones”


Male FGD participant, Yavroz village, Vahdat district.





Inspectors don’t come on time, when we have spent all money they come and request paying bills. But we have no money and need to wait a next salary payment.


Female FGD participant, Tursunzoda city





Only pensioners stay in line at ATMs, it’s a shame to stay in line with them. Even if I do, my turn comes in a week. A teacher came from Khovaling district (>100 km) spending a lot of money. Some men withdraw cash for several people.


Male FGD participant, Kulob city





In Russia ATMs give a receipt, in Tajikistan even pay terminal doesn’t. Banks don’t work on Sundays, if you need money you’ll be in a trouble. Fees are higher in Tajikistan and you need a trustee to get a credit, but the situation gets better in recent years.


Male FGD participant, Kulob





If needed we’ll learn it, it’s not difficult, we’ll ask others how to use it. At first young people will learn it, and then we will learn. We’ll try it by depositing a small amount of money and compare with existing methods. If we found it easy and cost effective we’ll use it for sure.


Male FGD participant, Hisor district, rural area





We used and learned a similar system in Russia. If a bank or an operator guarantees security, charge little fee for services and don’t charge for bill payments I’ll use the system.


Male FGD participant, Tursunzoda city





I don’t trust to such a telephone system, they can’t guarantee security. When I pay 10 Somoni through pay terminal I worry about my money until SMS confirmation comes. The existing systems and methods are better, they even provide a receipt.


Female FGD participant, Tursunzoda city
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