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Maisha Makutano Series 1
ÅMaisha Makutanois a 13-episode television drama series produced by 

Mediae.

ÅThrough relatable characters and conflict-driven storylines, the programme 
focuses on strengthening financial inclusion and economic resilience, 
ŀŘǾŀƴŎƛƴƎ ǿƻƳŜƴΩǎ ŜŎƻƴƻƳƛŎ ŜƳǇƻǿŜǊƳŜƴǘΣ ǇǊƻƳƻǘƛƴƎ ƎŜƴŘŜǊ-equitable 
norms, improving SRHR and family wellbeing, and supporting inclusive 
agribusiness opportunities.

ÅTargets women, youth and community decision-makers.



Series 1: Headline Findings
ÅReach: Theshowattractedan averageweeklyaudienceof approximately4

million adult viewers on Saturday evenings and 750,000 on Sunday
afternoons.

ÅSeries1 rankedasCitizen¢±Ωǎmost watchedweekenddrama.

ÅViewer response: Viewersrated the showhighlyfor realismandrelevance,
with strong recall of key topics and clear demandfor deepercoverageof
SRHR,GBV,marriageconflict,andchildcare.

ÅSignalsof impact: Viewersreported learning new ideas and considering
changes,especiallyon family planning, GBV and marital conflict, and
daycaredecisions.

ÅImplication: Series2 and iMama will aim to convert high attention and
intent into measurableshiftsin behaviourandserviceuptake.



Section 1: Introduction to Maisha 
Makutano



Series Partners and Coverage
Partner Focus Coverage (of 13 

episodes)
Consultative Group to Assist the Poor 
(CGAP)

Financial Inclusion, Women's Economic 
Empowerment

11 episodes

United Nations Population Fund (UNFPA)Sexual and Reproductive Health 9 episodes

Gender-BasedViolence 7 episodes

Technical input from Gates Foundation and 
Mastercard Foundation

Childcare and the Care Economy 5 episodes

International Livestock Research Institute 
(ILRI)

Intra-household decision making 
dynamics

5 episodes

International Livestock Research Institute 
(ILRI)

Agribusiness, Poultry Farming 4 episodes



Impact Pillarsof Series1(1)
1. Financialinclusionand economicresilience(chamas,SACCOgovernance,
increasing women's leadership participation, access to saving and
borrowing).

2.²ƻƳŜƴΩǎeconomicempowerment(businessgrowth, control over income
andassets).

3. Inclusiveagribusinessopportunities(womenand youth pathwayswith an
additional focus on businessopportunities supportingother women to be
free to participatein income-generatingactivities).

4. Gender-equitable norms and intra-household decision-making (shared
decision-making,divisionof labour).



Impact Pillarsof Series1(2)
5. Gender-based violence prevention and response (recognising GBV,
rejectingviolenceand controllingbehaviour,help-seeking,survivorsupport,
reportingpathways).

6. Sexualand reproductivehealthandrights(SRHR)(familyplanning,service
knowledge and access,abortion knowledge and attitudes, reproductive
choice,includingchoosingnot to havechildren).

7. Childcare and the care economy (childcare access,affordability and
quality,linkstoǿƻƳŜƴΩǎwork andlivelihoods).



How Audiences Accessed the Show

ÅCitizenTV for 13 weeksfrom 6 September2025 (Sat8:00 pm, Sun5:20
pm).

ÅEpisodeswere releasedonline every Monday via the Mediae YouTube
channel, AfricaKnowledgeZone.

ÅSupportingcontent via Facebook,TikTok,and Instagramto reinforce key
messages. Backedup by the iMama call centreand messagingservicethat
providesaudienceswith informationandreferralpathwayson keyissues.



Section 2: Maisha MakutanoTV  and 
Online Audiences



TV Viewing
ÅTV audience data are available from DŜƻtƻƭƭΩǎnational audience 

measurement survey.

ÅOn Saturdays, the series attracted an average weekly audience of 
approximately 4 million individual adults, with a male and older audience 
profile.

ÅOn Sundays at 5.20pm, the series attracted an average audience of 750,000 
adults.

ÅIt ranked as the most-watched weekend TV drama series on Citizen TV.



Online Views and Engagement on Instagram, 
Facebook, and TikTok

Platform Views/Reach
Engagements (Likes, Shares, 
Comments, Saves)

Instagram 228,030 6,300

Facebook 215,000 6,834

TikTok 260,000 11,448

You Tube 168,529 1,416

Totals 871,559 25,998

Online distribution 
strengthens repeat 
exposure and reach beyond 
broadcast.

YouTube and social 
platforms are especially 
relevant for younger 
audiences.



Repurposing Content for Mobile Consumption
SocialMedia EngagementStrategyςMaishaMakutano
ÅLeveragedFacebook,Instagram, YouTube,and TikTok to engageyounger

audiences.

ÅUsed YouTubeanalytics to identify episode segmentsthat generated high
engagement(likes,shares,comments).

ÅRepurposed and optimised popular storylines for social media while
maintainingkeymessages.

ÅStrategyhelpedsustainaudienceinterestandincreaseinformationuptake.

ExampleImpact
ÅSRHRclip highlightingǿƻƳŜƴΩǎreproductive rights and provider bias went

viralon TikTok.

ÅAchieved 135,500+ views and sparked active audience discussionsand
experience-sharing.



Quotes from YouTube Viewers
¶ άCƛƴŀƭƭȅŀƎƻƻŘǎǘƻǊȅƭƛƴŜƻƴǘƘŜǎŎǊŜŜƴΗΗΗLΩƳƘŀǇǇȅΗέ

τ{ŜǊŜΣ¸ƻǳ¢ǳōŜ

¶ ά[ƻǾŜŀƭƭǘƘŜƛǎǎǳŜǎōŜƛƴƎŜȄǇƭƻǊŜŘΦέ

τbŘǳǘŀΣ¸ƻǳ¢ǳōŜ

¶ ά9ŀŎƘŜǇƛǎƻŘŜƭŜŀǾŜǎȅƻǳƛƴǎǇƛǊŜŘŀƴŘƛƴŦƻǊƳŜŘΦbƛŎŜǿƻǊƪƎǳȅǎέ

τ/ŀƭǾƛƴΣ¸ƻǳ¢ǳōŜ

¶ ά±ŜǊȅƎƭŀŘǘƘŀǘǘƘŜΨƴǳǊǎŜΩǿŀǎŦƻǊŎŜŦǳƭƭȅǊŜǘƛǊŜŘΦLǊŜŀƭƭȅƘƻǇŜƴǳǊǎŜǎŀǊŜƴƻǘ
ŘƻƛƴƎǎǳŎƘǘƘƛƴƎǎΦ{ƻƎƭŀŘǘƘŀǘYWƛǎƎŜǘǘƛƴƎƘŜƭǇΦLŎƻǳƭŘƴΩǘǿƻǊƪƻǳǘǿƘŜǘƘŜǊƘŜ
ǿŀǎŀƎƻƻŘƎǳȅƎƻƛƴƎǘƘǊƻǳƎƘŀōŀŘǘƛƳŜƻǊŀōŀŘƎǳȅǿƛǘƘǎƻƳŜƳƻƳŜƴǘǎƻŦ
ƎƻƻŘƴŜǎǎΦbƻǿLǘƘƛƴƪƘŜΩǎŀƎƻƻŘƎǳȅƎƻƛƴƎǘƘǊƻǳƎƘŀōŀŘǘƛƳŜŀƴŘƳŀƪƛƴƎǇƻƻǊ
ŎƘƻƛŎŜǎΦDǊŜŀǘŎƘŀǊŀŎǘŜǊŀǊŎŦƻǊYWΦDǊŜŀǘŎƘŀǊŀŎǘŜǊǎŀƭƭǊƻǳƴŘτ ƻƴŜŎŀƴƎŜǘ
ŜƳƻǘƛƻƴŀƭƭȅƛƴǾŜǎǘŜŘƛƴǘƘŜƳΦ[ƻƻƪƛƴƎŦƻǊǿŀǊŘǘƻǘƘŜƴŜȄǘŜǇƛǎƻŘŜΦ[ƻǾŜǘƘŀǘƛǘΩǎ
ŎƭŜŀƴŀƴŘŎŀƴǿŀǘŎƘŀǎŀŦŀƳƛƭȅΦέ

τwǳƳƛŘȊȅΣ¸ƻǳ¢ǳōŜ



Future Plans
ÅSeries2 will deepenand expandthe ǎƘƻǿΩǎimpact through partnershiptracks

on: FinancialInclusion,²ƻƳŜƴΩǎEconomicEmpowerment,Childcare& Care
Economy,GBVPrevention,SRHR,Agribusiness,and Intra-HouseholdDecision-
Making,with scopeto include additional audience-relevant themeswith a key
focuson establishingequalopportunitiesfor men and women to view the series
acrossall agegroups.

ÅSeries1 led to the creationof iMamaτa mobileplatform (SMS,WhatsApp,calls)
offeringpersonalisedadvice,guidance,andreferralslinkedto showtopics.

ÅSeries 2 will scale iMama by expanding reach, strengthening services,and
aligningit with on-air storylinesto convertviewersinto serviceusers.

ÅThe approachwill generatestronger engagement,measurableinteraction data,
and clearer pathwaysto information, services,and support for audiencesand
partners.



Section 3: KAP study objectives 
and methodology



KAP Survey Objectives

ÅTo measure changes in knowledge, attitudes and practices attributable 

to viewing Maisha Makutano.

ÅTo understand media and viewing behaviour.

ÅTo understand which themes, topics and characters resonated with 

viewers.

ÅTo provide guidance for future series.



KAP Survey Methodology
1. A standard baseline (pre-series) and endline (post broadcast)

samplesurveyapproachwasused.

2. Equalnumbers of interviews were conducted in five peri-urban
areas: Machakos,Nakuru,Kiambu,KisumuandKajiado.

3. All interviews were conducted in-home, by experienced
enumerators using a fully structured survey instrument
programmedonto hand-helddevices.

4. The samplewas made up of adult TVviewers(agedbetween 18
and 54) basedon agreedcriteria, who had accessto television
andwereP7Dtelevisionviewers.



u ÂШÉƨƖƻĲǃШ~ĲƣőŸĬŸũŸŊǃШвЮ9ŸŰƣĬ
5. Maisha Makutano viewerswere defined as havingwatchedat least four
episodesof the seriesover the lengthof its run.

6. 1,000 adult TV viewers were interviewed at the baselinein September
2025, and 1,003 at the endline in December2025, split between Maisha
Makutano'sviewers(497) andnon-viewers(506).

7. Sampleprofileswere matchedbetweenthe three samplecomponentsto
minimiseinter- andintra-samplingvariability.



Section4: Respondent Profiles



KAP Survey Demographic Summary
ÅThe required sampling quotas were applied, and the resultant samples

(shown in the following charts) were well matched at the baseline(pre-
broadcast)andendline(post-broadcast).

ÅRespondentprofilesreflect peri-urbanpopulation characteristicsandshow;

- higherthan averagelevelsof education

- higherthan averagelevelsof accessto householdassets

- accesstoΨƳƻŘŜǊƴΩhouseholdassets

On the whole, scores on the key knowledge and attitude indicators were high at both the baseline and 
endline due to the profile of the samples (younger, well-educated and relatively affluent) but where there 

are changes, these are real changes and not as a result of any imbalances in the sample profiles



KAP Sample 
Profile: Age, 
Gender and 
County
Quotas were applied for age 
(equal proportions of 18-нпΩǎ 
and 25-опΩǎ ǿƛǘƘ ŀ ǎƳŀƭƭŜǊ орҌ 
proportion and gender (60% 
female; 40% male) across the 
sample groups

vм /ƻǳƴǘȅΥ vф Iƻǿ ƻƭŘ ǿŜǊŜ ȅƻǳ ƻƴ ȅƻǳǊ ƭŀǎǘ ōƛǊǘƘŘŀȅΚΥ vмл wŜŎƻǊŘ 

ƎŜƴŘŜǊ 



Household Asset Ownership
Reflecting the peri-
urban sample, almost all 
respondents had a TV 
set, electricity, and a 
smartphone in their 
households, with 7 in 10 
having internet access.

The pre and post-
broadcast samples were 
well matched and 
relatively well educated 
and affluent

87%

97%
90%

63%

21%

фм҈ 94% 92%

67%

20%

95% 93% 90%

тл҈

25%

Television set Electricity or solar Smart phone with
Internet access

Internet access Others

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

Q20. Do you, or does someone in this household have any of the following?



Section 5: Media Access & Viewing 
Habits



Media ConsumptionSummary

Å±ƛŜǿƛƴƎ ŀƴŘ ƭƛǎǘŜƴƛƴƎ ǘƻ ƳŜŘƛŀ ŎƻƴǘŜƴǘ ƻƴ ǇƘȅǎƛŎŀƭ ǘŜƭŜǾƛǎƛƻƴ ǎŜǘǎ ƛǎ ǎǘƛƭƭ ǘƘŜ 
ƴƻǊƳΣ ǿƛǘƘ ƳƻōƛƭŜ ŘŜǾƛŎŜǎ ǊŀǇƛŘƭȅ ŎŀǘŎƘƛƴƎ ǳǇ

Å̧ ƻǳƴƎŜǊ ƳŜŘƛŀ ŎƻƴǎǳƳŜǊǎ ŀǊŜ ƳƻǊŜ ƭƛƪŜƭȅ ǘƻ ǳǎŜ ƳƻōƛƭŜ ŘŜǾƛŎŜǎ ƻƴ ŀ Řŀƛƭȅ 
ōŀǎƛǎ ŦƻǊ ŀŎŎŜǎǎƛƴƎ ƳŜŘƛŀ ŎƻƴǘŜƴǘ ǘƘŀƴ ŀǊŜ ǘƘŜƛǊ ƻƭŘŜǊ ŎƻǳƴǘŜǊǇŀǊǘǎ  

A media strategy and plan that combines traditional programmes broadcast on local channels with a high 
national reach, with content available on online channels (YouTube) and social media platforms, will 

maximise audience reach and exposure across different age-groups and geographies



How TV is viewed

While almost everyone 
watches TV on a physical TV 
set, about half watch on 
their phones. 

Watching TV using a phone 
is highly correlated with age 
(over 6 in 10 18-нпΩǎ ǿŀǘŎƘ 
on their phones)

85%

58%

25%

90%

рп҈

15%

94%

50%

15%

TV at home Phone  (online videos or
downloads)

Others

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

Q25. How do you usually watch TV shows?



Devices Used Most often for TV viewing
The picture changes 
when it comes to 
the device used 
ΨƳƻǎǘ ƻŦǘŜƴΩΣ ǿƛǘƘ 
smartphones 
outperforming 
physical TV sets. 
This is especially 
true for men and 
younger people

41%

57%

34%

ΣΡӖ

44%

54%

Television

Smartphone

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

Q25. How do you usually watch TV shows?



Kenyan TV Shows Watched
Viewers of Maisha Makutano
were also viewers of the other 
popular drama series shown on 
Citizen TV ςMother-in-Law and 
Neema.

Around three-quarters also 
ǿŀǘŎƘŜŘ aŜŘƛŀŜΩǎ ǎŜǊƛŜǎ ŀƛƳŜŘ ŀǘ 
small-holder farmers ςShamba 
Shape Up and the original 
MakutanoJunction series (there 
was some confusion in the minds 
of many respondents between 
MakutanoJunction and Maisha 
Makutano, which illustrates the 
enduring memory and fondness 
viewers have for Makutano
Junction)

91%

75%

51%

60%

фс҈

89%

65%

44%

55%

100%
96%

93%

тс҈
71%

66%

Maisha Makutano
(MM)

Mother In Law Neema Shamba Shape Up Makutano
Junction

Selina

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

12. Which of these Kenyan shows, if any, have you ever watched, either on television or online?



Section 6: Viewers opinions of 
Maisha Makutano



éŔĲƽĲƖƚќШ§ƓŔŰŔŸŰƚШŸŉШMaisha Makutano
ÅNot only did the seriesattract a substantialand loyalaudience,but viewers

thoughtveryhighlyof it.

ÅFrequentviewerswere more likely to be womenand older peopleviewing
on a TVsetat home,togetherwith other familymembers

ÅThe series' charactersand content were consideredhighly relevant and
relatable,showingreal-life issuesthroughbelievablecharacters.

ÅNot only did viewers want more, but there was high recall of the main
topics covered and high levels of intention to act on the messages
(especiallyin financialandbusinessmanagement).

aŀƛǎƘŀ aŀƪǳǘŀƴƻƛǎ ŀƴ ŜƴƧƻȅŀōƭŜ ŀƴŘ ǇƻǿŜǊŦǳƭ ŘǊŀƳŀ ǿƛǘƘ ǎǘǊƻƴƎ ŀǇǇŜŀƭ ŀƴŘ ǊŜǎƻƴŀƴŎŜΦ {ŜǊƛŜǎ н Ƴŀȅ 
ŎƻƴǎƛŘŜǊ ŎƘŀǊŀŎǘŜǊǎ ŀƴŘ ǎǘƻǊȅƭƛƴŜǎ ǘƻ ŘǊŀǿ ƛƴ ŀ ȅƻǳƴƎŜǊ ŀǳŘƛŜƴŎŜ



Family Viewing
The average number of 
people who co-
watched Maisha 
Makutanowas 3.

This illustrates that the 
ǇǊƻƎǊŀƳƳŜ ƛǎ ΨŦŀƳƛƭȅ 
ǾƛŜǿƛƴƎΩ ŀƴŘ ƛƳǇƻǊǘŀƴǘ 
because content that is 
viewed by several 
members of a 
household together is 
likely to have more 
impact than when 
viewed alone.

Total  
(n=497)

Male  
(n=192)

Female 
(n=305)

18-24  
(n=153)

25-34  
(n=150)

35-44  
(n=98)

45-54  
(n=96)

Below18 years 1 1 1 1 1 1 1

18 years & above 2 2 2 2 2 1 2

Total persons 
viewing with 

3 3 3 3 3 1 2

12.3 How many people are you typically watching with?



Relevance of Maisha Makutano
Not only did the first series 
get off to an extremely 
strong start, but viewers 
appreciated the content and 
overwhelmingly felt that it 
was well-rooted in reality 
and reflected their issues and 
lives very well.

The indications are that the 
realism and relatability of the 
show will have a profound 
effect on message takeout 
and a strong incentive for 
repeat viewing

3%

ф҈

22%

8%

91%

75%

91%

Show real issues

Relate to my life

Helped me understand issues relevant to my
community

Endline Viewers (n=497)

Very well Somehow well Not well at all

12.6a-c: Overall, to which extent do the characters in Maisha MakutanoΧ {Ƙƻǿ ǊŜŀƭ ƛǎǎǳŜǎΥ wŜƭŀǘŜ ǘƻ Ƴȅ ƭƛŦŜΤ IŜƭǇŜŘ ƳŜ ǳƴŘŜǊǎǘŀƴŘ ƛǎǎǳŜǎ ǊŜƭŜǾŀƴǘ ǘƻ Ƴȅ 

community



Recall of Topics Covered in Maisha Makutano

The main topics covered 
in the show were recalled 
by a majority of viewers 
(around 80%), indicating 
that they were covered 
well and in a memorable 
way, thus enhancing the 
message takeout

Childcare was the least 
well remembered topic, 
and likely because of its 
relevance only to those 
with young children, for 
whom the topic may have 
had more relevance

Total  
(n=497)

Male  
(n=192)

CŜƳŀƭŜ 
όƴҐолрύ

18-24  
(n=153)

25-34  
(n=150)

35-44  
(n=98)

45-54  
(n=96)

Topics on chamas, SACCOs, and savings

89% 88% 89% 87% 91% 85% 92%

Managing a business
87% 89% 86% 86% 87% 91% 85%

Gender-Total violence (GBV)
81% 80% 82% 83% 79% 81% 82%

Family planning and women's health

78% 77% 78% 78% 76% 80% 78%

A couple's joint decision-making and 
sharing responsibilities at home 70% 72% 69% 68% 71% 74% 69%

Child care/Where to leave your 
children so you can work

69% 61% 74% 73% 69% 66% 66%

12.8 Which of the following topics did you notice were covered in Maisha Makutano?



Key Lessons Learned from Maisha Makutano

The most 
memorable lessons 
from the first series 
were:

ÅFarming as a 
business

ÅFinancial Inclusion 
and the role of 
Saccos and 
Chamas

ÅConflict resolution

0%

2%

4%

6%

7%

8%

15%

19%

23%

26%

Day care

Leadership/helping others

Relationships

others

Perseverance/hard work

Family planning

GBV, avoiding GBV, living well in a family

Cohesion/empathy/conflict resolution

C9 ό{ŀŎŎƻκŎƘŀƳŀκǎŀǾƛƴƎκŦƛƴŀƴŎƛŀƭΧ

Business/poultry or farming business

Endline Viewer (n=497)

Q12.7 What is one thing you learned from watching Maisha Makutano? 



Topics Needing More Coverage

Encouragingly, 
viewers want more 
coverage of the key 
topics and themes 
covered in the show, 
especially 
reproductive health, 
GBV, marriage 
conflict and Daycare. 
This was true for 
men and women, 
and younger and 
older people alike

12%

12%

10%

10%

18%

20%

23%

None

Others

Business management

Chama/Sacco/savings/loans

Daycare

GBV, marriage conflict

Family planning/reproductive health

Endline Viewers (n=497)

12.10 Which topics do you feel were not covered thoroughly enough? 



Section 7: Financial Management



Summary
ÅThere was strong message uptake regarding good financial management 

and planning, and an increase in viewers' understanding of the functions 
and roles of Chamas and SACCOs.

ÅMost indicators of financial empowerment and attitudes towards women 
in business and in senior financial positions showed little change across 
survey waves (from high baseline levels).



Perceptions of 
Good Financial 
Management

23%

21%

38%

67%

25%

22%

34%

62%

25%

17%

34%

60%

Others

Living within ones means

Keeping to a budget

Saving regularly

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506)

Endline Viewer (n=497)

Q29. Please give me one or two examples of what you consider to be good financial management? 

The series communicated clearly 
ǘƘŀǘ ΨǎŀǾƛƴƎ ǊŜƎǳƭŀǊƭȅΩ ŎƻƴǎǘƛǘǳǘŜǎ 
good financial management, and 
this was true across all the 
demographic groups

Messaging around keeping to a 
ōǳŘƎŜǘ ŀƴŘ ƭƛǾƛƴƎ ǿƛǘƘƛƴ ƻƴŜΩǎ 
means was somewhat less well 
communicated



Understanding the 
Purpose of Chamas 
and SACCOs

44%

31%

18%

7%

50%

19%
22%

9%

54%

20% 19%

7%

To save Access to loans Social support Others

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506)

Endline Viewer (n=497)

Q28. Firstly, can you tell me what the main purpose of a Chama or SACCO is? 

There was strong messagetake out among
viewerson the main purposesof chamasand
{!//hΩǎas savingmechanisms. Thiswas one
of the keymessagesin the series.

However, the other key purpose of Chamas
and SACCOs,as a mechanismfor accessing
loans,was lower after the seriesthan at the
baseline.

Men and older respondentswere more likely
to think of Chamas and SACCOsas a
mechanism for accessingloans than were
womenandyoungerrespondents



SACCO Support for 
Women-Owned 
Businesses 69%

26% 28%
25%

69%

34%

26%

37%

68%

38% 36% 36%

Access to loans Supports them to
save

Business
mentorship and

training

Access to
affordable loans

Baseline Non-Viewer (n=1000)Endline Non-Viewer (n=506)

Endline Viewer (n=497)

ÄΦΣЮìőċƣЮĬŸЮǃŸƨЮƣőŔŰťЮÉ 99§ƚЮŸŉŉĲƖЮƣŸЮƚƨƓƓŸƖƣЮƽŸůĲŰѢƚЮĤƨƚŔŰĲƚƚĲƚлЮ

While most people, viewers and non-
ǾƛŜǿŜǊǎ ŀƭƛƪŜΣ ǘƘƻǳƎƘǘ ǘƘŀǘ {!//hΩǎ 
supported women-owned businesses to 
access loans, fewer (with a modest uplift 
among viewers) were aware of their role 
in saving, business training and 
mentorship

Although the proportions are much lower, 
the series had a positive effect on 
messaging around SACCOs as a savings 
support mechanism and to support 
business through mentorship and training



ћÉƣƖŸŰŊШ ŊƖĲĲůĲŰƣќШƽŔƣőШ
ìŸůĲŰќƚШ[ŔŰċŰĦŔċũШ
Empowerment and 
Economic Independence
There was strong agreement across 
all the demographic groups for these 
ǎǘŀǘŜƳŜƴǘǎ ŀōƻǳǘ ǿƻƳŜƴΩǎ ŦƛƴŀƴŎƛŀƭ 
empowerment, with little room for 
ΨǳǇƭƛŦǘΩ Ǉƻǎǘ ōǊƻŀŘŎŀǎǘ

84%

73%

85%

79%

70%

83%

81%

69%

82%

Women should be part of financial
decision-making in the home.

Women should manage their own
money

Joining a SACCO or Chama helps
women become more

independent.

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

Q31.a-c Women should be part of financial decision-making in the home; Q31.b Women should manage their own money; Q31.c 
Joining a SACCO or Chama helps women become more independent.



Willingness to 
Join a SACCO

2%

10%

13%

20%

55%

2%

13%

16%

23%

46%

I don't know what a SACCO is

No, I am not interested in joining a
SACCO

Maybe, I would need more
information first

I am already a member of a SACCO

Yes, I would like to join a SACCO

Endline Non-Viewer (n=506) Endline Viewer (n=497)

Viewers were much more 
likely than non-viewers (at 
the endline) to express a 
willingness to join a 
SACCO. This was reflected 
across all the 
demographic groups ς
male and female, young 
and old alike

31.1 Given the opportunity would you consider joining a SACCO? 



Barriers to SACCO 
Membership

8%

13%

15%

19%

45%

25%

19%

7%

17%

32%

They are not transparent

Other, please specify

I don't know of any SACCOs

I don't know how to join

I don't have regular income

Endline Non-Viewer (n=75) Endline Viewer (n=62)

As communicated in the series, 
the main barriers to joining a 
SACCO are those of transparency 
and good governance

Not having a regular income is 
also a strong reason not to join.

Series 2 will focus more on the 
benefits of SACCOs and provide 
more specific information on how 
SACCOs work.

омΦн ²Ƙȅ ƘŀǾŜƴΩǘ ȅƻǳ ƧƻƛƴŜŘ ŀ {!//hΚ



Impact of 
Chama/SACCO 
Participation on 
Household Finances

73%

20%

6%

74%

21%

6%

80%

18%

2%

Very much Somewhat Not at all

Baseline Non-Viewer (n=667) Endline Non-Viewer (n=317) Endline Viewer (n=304)

Q34. Has your participation in the Chama or Sacco changed the way you manage your household finances?

A strong, well-understood 
message across all demographic 
groups is that participating in 
Chamas and SACCOs has a very 
positive effect on household 
financial management. 



Use of Loans 
Accessed

58%

30%

14%

18%

60%

28%

11%

17%

61%

32%

9%

21%

Business/farming Education/fees For land/buildings Others

Baseline Non-Viewer (n=391) Endline Non-Viewer (n=170) Endline Viewer (n=157)

Typically,loans were used for
business and farming (six in
ten), with the remainder for
educationandschoolfees.

Messagesaround using loans
for land and buildings may
needto be continuedin future
series

Q36. If yes, what are you using it for?  



Section 8: Gender Norms & 
Household Decision-Making



Summary
ÅOverall, there was high recognition of and support for women in senior 

positions and of the need for joint financial decision-making within 
households.

ÅThe relatively small shifts in these attitudes among viewers are to be 
expected as knowledge and attitudes differ very little between viewers and 
non-viewers.

ÅInterestingly, though, behavioursdo not necessarily reflect opinions and 
intentions, as men remain more likely to make the decisions about high-
value household purchases



Household 
Financial 
Decision-Makers

34%

46%

17%

42%
40%

16%

46%

38%

15%

Both partners (men and
women)

Wife/ women only Husband/ men only

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

In terms of household financial 
decision-making, more viewers 
picked up on the messaging that it 
is better handled by both partners 
in the family, with fewer thinking 
that the decision-making should be 
left only to the females in the 
household

Interestingly, there were no 
particular demographic differences 
(gender/ age) in the pre and post-
series changes of opinion

Q41. Who do you think should be involved in major financial decisions in the household? 



Strong Agreement: 
Shared Household 
Roles and Joint 
Decision-Making

56%

71%

81%

87%

90%

61%

70%

78%

82%

87%

64%

70%

80%

87%

88%

Men should manage the home's finances.

Women should be able to manage their
finances

Women's opinions should be valued in

household decisions.

It is important for both partners to share

household responsibilities.

Household harmony improves when
decisions are made jointly.

Endline Viewer (n=497) Endline Non-Viewer (n=506)

Survey respondents mostly agreed with the 
statements about sharing responsibilities in 
household roles and decision-making, 
especially regarding the improvement of 
harmony when decisions are made jointly and 
ǘƘŜ ŀŎƪƴƻǿƭŜŘƎŜƳŜƴǘ ǘƘŀǘ ǿƻƳŜƴΩǎ ǾƻƛŎŜǎ 
and opinions should be valued and listened to.

There is, however, still a view that the 
household finances should be managed by 
men (with a very slight shift in this view 
among series viewers)

Q44 (aςe statements) 



Primary 
Household 
Financial 
Decision-Maker 48%

19%

12%

21%

46%

19% 20%

16%

43%

22%
20%

15%

Myself Other family
member

My spouse and I
(together)

My spouse/
husband/wife

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

The previous slides show strong 
positive intentions and attitudes 
towards financial decision-making, 
but when it comes to behaviour, 
relatively few say that they 
actually make the financial 
decisions as a couple. 

Noteably, post broadcast, 
respondents were more likely to 
say that the decisions were made 
jointly (12% pre and 20% post)

Q45. Who makes most financial decisions in your household? 



Frequency of 
Joint Financial 
Decisions

24%

20%

12%

7%

26%
24%

9%

6%

31%

18%

11%

4%

Always Often Occasionally Never

Baseline Non-Viewer (n=633) Endline Non-Viewer (n=325) Endline Viewer (n=220)

In terms of household financial behaviour, 
ƳƻǊŜ ǾƛŜǿŜǊǎ ǎŀƛŘ ǘƘŀǘ ǘƘŜȅ ƘŀŘ ΨŀƭǿŀȅǎΩ 
made their financial decisions jointly in 
the past six months than their non-
viewing counterparts. Evidence that 
messaging around the benefits of joint 
financial planning and budgeting is 
resonating with viewers.

Older people were more likely than 
younger people to make joint decisions, a 
reflection of marital status and experience

Q47. In the past 6 months, how often have you made financial decisions jointly? 



Section 9:Business Management 
(The data in this section are based on those respondents who run or are 
involved in business decisions)



Summary
ÅOverall, there is a high level of understanding of good business 

management practices, such as budgeting, planning, and keeping 
business and personal finances separate.

ÅMen and older people demonstrate greater knowledge of good 
financial practices than women and younger people.

ÅViewers see poultry as a viable business and believe that women should 
have equal access.



Access to Business 
Financing

36%
34%

14%

22% 22%

4%

30%
32%

19%

15%

21%

5%

47%

27%

20%

17%

22%

5%

Chama Family/friends Bank Sacco Others Not yet got

financing

Baseline Non-Viewer (n=268) Endline Non-Viewer (n=132) Endline Viewer (n=128)

Messaging about where to go for 
business finance focused on using 
Chamas and SACCOs. It is clear that the 
messaging around Chamas was well 
communicated to viewers (significant 
difference), but that of using SACCOs was 
less so.

Family and friends as a source of 
business finance was slightly lower 
among viewers than non-viewers, 
suggesting that messaging around using 
more formal sources was effectively 
communicated 

Q51. If yes, how did you go about getting it?



Challenges in 
Accessing Credit

9%

21%

10%

12%

16%

21%

21%

26%

13%

14%

9%

10%

16%

18%

18%

28%

4%

32%

13%

12%

34%

14%

9%

25%

I don't know

Others

I don't have a bank account

I am not a member of a SACCO

I don't have anything valuable (like land, a
ƘƻǳǎŜΣ ƻǊ ǎǘŜŀŘȅ ƛƴŎƻƳŜύ ǘƻ ǳǎŜ ŀǎ ǎŜŎǳǊƛǘȅΧ

Confusing/difficult rules and regulations

I don't face any challenges in accessing loans

High interest rates

Baseline Non-Viewer (n=382) Endline Non-Viewer (n=201) Endline Viewer (n=185)

Those in business face the 
perennial problems of 
accessing credit ςhigh interest 
rates, knowing where to go for 
the best rates and lacking 
collateral.

For the most part, women and 
younger people face more 
challenges than men and  their 
older counterparts 

Q52. What challenges do you face when trying to access loans? 



Opinions of Women 
in  Agribusiness 

84%

93%

83%

89%

Women can lead farmers
cooperatives.

Women can be successful
agribusiness owners.

Endline Non-Viewer (n=506) Endline Viewer (n=497)

These attitudinal statements 
were asked only at the endline 
survey and show a positive 
difference in opinion between 
viewers and non-viewers, 
most especially attitudes 
around women being 
successful agribusinesses

Q53a.1  and 53d agree with statements



Farm Produce 
Marketing 
Channels

32%

63%

30%

63%

31%

62%

Local market I don't sell farm produce

Baseline Non-Viewer (n=382) Endline Non-Viewer (n=201) Endline Viewer (n=185)

Only one third of those in the 
business of producing farm produce 
sell their products, and all (bar only 
one or two) sell at the local market. 
This is true for viewers and non-
viewers alike

There is clearly a need for 
information and coverage on issues 
regarding access to markets and the 
value of selling farm produce

Q55. How do you usually sell your farm produce? 



Interest in Poultry 
Agribusiness

61%

10%

29%

83%

11%
6%

Yes, definitely No, I am not interested I'm not sure

Endline Non-Viewer (n=506) Endline Viewer (n=497)

Interest in having a poultry 
business, similar to the one 
shown in the series, was much 
greater among viewers than non-
viewers after the series, and 
much more so among younger 
viewers. This is a strong indicator 
that the messages around the 
benefits of poultry farming 
resonated with viewers, 
especially younger viewers

53.1 Would you be interested in starting or expanding a poultry business?



Section 10: ReproductiveHealth & 
Family Planning



Summary

ÅLevels of knowledge and where to go for information about family planning 
were generally high, and there were positive attitudes towards joint 
decision-making and responsibility for family planning and decisions about 
having children

ÅWomen are much more likely to use family planning services and methods 
than are men, reflecting traditional roles around the actual responsibility 
for family planning



Valid Reasons to 
Delay or Avoid 
Childbearing

45%

48%

51%

44%

44%

48%

49%

47%

49%

Financial reasons

Health concerns

Personal choice

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

It is interesting that around half of 
all respondents consider that 
ΨǇŜǊǎƻƴŀƭ ŎƘƻƛŎŜΩ ƛǎ ŀ ǾŀƭƛŘ ǊŜŀǎƻƴ 
for avoiding having children, 
greater than either health 
concerns or financial reasons

There were no meaningful 
demographic differences in voicing 
these opinions

Q59. IF YES:  What are some valid reasons to delay or avoid having children?



Adequacy of 
Family Planning 
Information 47%

29%

16%

45%

31%

18%

51%

31%

15%

Yes, I have all the
information I need

Yes, I have some
information

No, I don't have enough
information

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

The data in answer to this 
question clearly demonstrates a 
need for more information on 
family planning, and, given the 
positive opinions of the 
information presented in Maisha 
Makutano, there is sufficient 
evidence to support more 
coverage in future series and 
stronger iMamaservice linkage.

Q61. Do you feel like you have enough information to make informed decisions about family planning?



Agreement on 
Access to 
Abortion Under 
Specific 
Conditions

33%

14%

4% 3%

45%

34%

14%

3%
6%

42%

33%

14%

4% 3%

45%

Strongly agreeSomewhat agreeNeither agree
nor disagree

Somewhat
Disagree

Strongly
disagree

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Baseline Non-Viewer (n=1000)

Access to abortions is a highly 
polarisingissue, with almost equal 
numbers agreeing and disagreeing 
about women having access. The 
series can model safe dialogue 
and reduce misinformation 
without prescribing decisions.

There are no meaningful 
demographic differences on the 
issue

Q65. How much do you agree or disagree that abortion should be available to women under certain conditions? 



Use of Family 
Planning Methods

44%

6%

18%

32%

46%

5%

19%

30%

47%

5%

18%

29%

No, never

No, but I'm considering

Yes, sometimes

Yes, regularly

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

Equally, views on the use of family 
planning methods are highly 
polarisingwith little opportunity of 
perhaps of changing strongly held 
opinions

However, women are much more 
likely to use family planning 
methods than are men, by a 
considerable margin

Q66. Have you personally used any form of family planning in the last 12 months?



Opinions of Social Media Viewers
¶ άaȅ ōƻŘȅΣ Ƴȅ ǊŜǎǇƻƴǎƛōƛƭƛǘȅ τyet the same people will still judge you 
ŦƻǊ ƘŀǾƛƴƎ Ƴŀƴȅ ŎƘƛƭŘǊŜƴΦέ

¶ ά±ŜǊȅ ŜŘǳŎŀǘƛƻƴŀƭΦ wŜǇǊƻŘǳŎǘƛǾŜ ƘŜŀƭǘƘ ƛǎ ŀ ŦǳƴŘŀƳŜƴǘŀƭ ǊƛƎƘǘ ŦƻǊ ŜǾŜǊȅ 
ǿƻƳŀƴΦέ

¶ ά! ǇǊƻǾƛŘŜǊΩǎ ŀǘǘƛǘǳŘŜ Ŏŀƴ ŘƛǎŎƻǳǊŀƎŜ ȅƻǳƴƎ ǿƻƳŜƴ ŦǊƻƳ ǎŜŜƪƛƴƎ 
quality healthcare, often leading to unsafe abortions, unintended 
ǇǊŜƎƴŀƴŎƛŜǎΣ D.±Σ ŀƴŘ ƻǘƘŜǊ ǎŜǊƛƻǳǎ ŎƘŀƭƭŜƴƎŜǎΦέ



Section 11:Gender-Based Violence 
(GBV) 



Summary
ÅThere was a marked decreaseafter the series in the percentage of

respondentswho agreedthat "A man is justified in hitting his wife" under
specificcircumstances.

ÅInterestingly,the most significantpercentagepoint drop in "Justificationof
Violence" occurred among younger men (18ς24), suggestingthe series
effectivelychallengedtraditionalnotionsof masculinity.

ÅWomenat the endlinewere 20%more likely to state they would seekhelp
from a formal institution (police/clinic)comparedto the baseline.



Understanding of 
Gender-Based 
Violence

34%

19%

11%

7%

28%

46%

17%
15%

6%

15%

52%

19%

10%
7%

11%

Physical,

emotional, or
sexual abuse

Physical harm onlyDisagreements

between couples

Others specify I don't know

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

It is veryclearfrom thesedata that the
series played a significant role in
educating people about GBV,
specifically that it covers physical,
emotionalandsexualabuse

Theuplift in awarenessamongviewers
was consistentacrossall demographic
groups

The increase in knowledge (and
decreasein those not knowing) was
significant among Maisha Makutano
viewers

Q70. Please can you tell me what you think Gender-Total Violence is?



Attitudes Toward 
Reporting Violence

28%

71%

32%

66%

Sometimes depending on the situation

Yes, always

Endline Non-Viewer (n=506) Endline Viewer (n=497)

At the endline, there was a 
high level of agreement 
that the victims of GBV 
should seek help or report 
it to the relevant 
authorities, with a slight 
upward shift between 
those who viewed Maisha 
Makutanoand those who 
did not

71.1 Do you believe that people who experience violence should seek help or report it to authorities?



Support Services for 
GBV Survivors

12%

22%

23%

38%

59%

87%

14%

23%

19%

36%

52%

87%

30%

18%

20%

36%

30%

76%

Others

Family and Friends

Health centres

Community elders

Local chief

Police

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

Respondents were well-
informed about where to turn 
for help with GBV.

There were few differences 
between viewers and non-
viewers, but many more 
viewers considered reporting 
GBV to the local chief than did 
those at the baseline.

Q72. Where can people in this community who suffer from Gender-Total Violence go to for help?



Strong Agreement on 
Gender Norms, GBV 
Accountability, and 
Community Support

8%

18%

90%

93%

7%

16%

87%

93%

8%

19%

88%

93%

 It is acceptable for a husband to discipline his
wife physically if she disrespects him

 GBV should only be handled within the family.

 A woman who reports abuse should be
supported by her community.

Men and women should both take responsibility
to prevent GBV.

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

Most expressed positive and 
forward-thinking views about both 
men and women taking 
responsibility to prevent GBV, and 
the support that communities 
should offer women who suffer 
from GBV

With such widely held views, uplift 
is difficult to achieve

Q73.a-d strongly agree with statements..



Strong Disagreement 
on Gender Norms, 
GBV Accountability, 
and Community 
Support

2%

60%

81%

1%

57%

79%

1%

1%

57%

75%

 A woman who reports abuse should be
supported by her community.

Men and women should both take
responsibility to prevent GBV.

 GBV should only be handled within the
family.

 It is acceptable for a husband to discipline his
wife physically if she disrespects him

Endline Viewer (n=497) Endline Non-Viewer (n=506) Baseline Non-Viewer (n=1000)

However, despite the positive attitudes towards 
reporting and taking responsibility for GBV, the 
vast majority of people, irrespective of viewing 
the series, hold the view that it is acceptable for 
husbands to discipline their wives and that such 
behaviourshould be handled within the family

This suggests that traditional behavioursare 
hard to influence and that there are still 
considerable taboos around GBV within 
families. 

This is a critical justification for continued GBV 
norm-change storytelling.

Q73.a-d strongly agree with statements..



Discussions on GBV 
in the Past 6 Months

9%

30%

7%

53%

13%

32%

8%

48%

13%

38%

6%

43%

Yes, in a group Yes, privately No, but I want to No, never

Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) Endline Viewer (n=497)

Although relatively small, there is 
some evidence that viewing 
Maisha Makutanomay have 
encouraged discussion about the 
issues raised in relation to GBV, 
more in private than in more public 
forums

Those most likely to have had 
discussions were women and 
younger people

Q74.Have you, personally, spoken to anyone about Gender-Total Violence in the last 6 months? 



Influence of Maisha 
Makutanoon GBV 
Attitudes

17%

19%

77%

75%

The show helped me see that reducing 
violence and serious quarrels at home can 

ƛƳǇǊƻǾŜ ŀ ŦŀƳƛƭȅΩǎ ŦŀǊƳ ƻǊ ōǳǎƛƴŜǎǎ ŀƴŘ 

ǘƘŜƛǊ ƛƴŎƻƳŜΦέ

Violence and serious quarrels at home 
ƘŀǊƳ ǿƻƳŜƴΩǎ ƘŜŀƭǘƘΣ ŎƻƴŦƛŘŜƴŎŜΣ ŀƴŘ 

ŀōƛƭƛǘȅ ǘƻ ǿƻǊƪ ƻǊ Ǌǳƴ ŀ ōǳǎƛƴŜǎǎΦέ

Endline Viewer (n=497)

Strongly agree - I see this much more clearly now

Agree - I see this more than before

The messages in the show were 
powerful in increasing 
knowledge and shaping 
attitudes towards GBV

74.2 and 74.3 After watching Maisha MakutanoеЮőŸƽЮůƨĦőЮĬŸЮǃŸƨЮċŊƖĲĲЮƽŔƣőЮƣőŔƚЮƚƣċƣĲůĲŰƣƚи



Section 12: Child Care Services


