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Maisha Makutano Series 1

AMaishaMakutanois a 13episode television drama series produced by
Mediae.

AThrough relatable characters and conflitiven storylines, the programme
focuses on strengthening financial inclusion and economic resilience,
 ROFYOAY3 62YSyQa SO2y2YAO -eguitdldr g S N
norms, improving SRHR and family wellbeing, and supporting inclusive
agribusiness opportunities.

ATargets women, youth and community decisimiakers.



Series 1: Headline Findings

AReach Theshowattracted an averageweeklyaudienceof a(g)(g)roximategﬂ
million adult viewers on Saturday evenings and 750,000 on Sunday

afternoons
ASeriesl rankedasCitizent¢ + fa@st watchedweekenddrama

AViewer response Viewersrated the showhighlyfor realismandrelevance,
with strong recall of key topics and clear demandfor deeper coverageof

SRHRGBVmarriageconflict,andchildcare

ASignalsof impact Viewersreported !earnintVnew iIdeas and considerin
changes,especiallyon family planning, GBV and marital conflict, an

daycaredecisions

Almplication: Series2 and iMama will aim to convert high attention and
Intent into measurableshiftsin behaviourand serviceuptake
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Series Partners and Coverage

Partner Focus Coverage (of 13
episodes)

Consultative Group to Assist the Poor |Financial Inclusion, Women's Econo 11 episodes

(CGAP) Empowerment

United Nations Population Fund (UNFP,Sexual and Reproductive Health 9 episodes
GenderBasedViolence 7 episodes

Technical input from Gates Foundation {Childcare and the Care Economy 5 episodes

Mastercard Foundation

International Livestock Research Instituiintra-household decision making 5 episodes

(ILRI) dynamics

International Livestock Research InstitulfAgribusiness, Poultry Farming 4 episodes

(ILRI)




Impact Pillarsof Series1(1)

1. Financialinclusionand economicresilience(chamas,SACC@overnance,
Increasing women's leadership participation, access to saving and
borrowing

2.2 2 Y S ¢dariomicempowerment(businesgyrowth, control overincome
andassets)

3. Inclusiveagribusines®pportunities (womenand youth pathwayswith an
additional focus on businessopportunities supporting other women to be
free to participatein incomegeneratingactivities)

4. Genderequitable norms and intra-household decisionrmaking (shared
decisiornmaking,divisionof labour).



Impact Pillarsof Series1(2)

5. Genderbased violence prevention and response (recognising GBYV,
rejectingviolenceand controlling behaviour,help-seeking,survivorsupport,
reporting pathways)

6. Sexuabnd reproductivehealth andrights (SRHR{(family planning,service
knowledge and access,abortion knowledge and attitudes, reproductive
choice,includingchoosingnot to havechildren)

7. Childcareand the care economy (childcare access,affordability and
quality,linksto g 2 Y S wafkand livelihoods)



How Audiences Accessed the Show

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

AEpisodeswere releasedonline every Monday via the Mediae YouTube
channe| AfricaKnowledgeZone

ASupportingcontent via Facebook TikTok,and Instagramto reinforce key
messagesBackedup by the iMama call centre and messagingervicethat
providesaudienceswith information and referral pathwayson keyissues
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TV Viewing

ATV audience data are available fr@S 2 t BatiohaDaudience
measurement survey.

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

AOn Sundays at 5.20pm, the series attracted an average audience of 750,00(
adults.

Alt ranked as the mostvatched weekend TV drama series on Citizen TV.



Online Views and Engagement on Instagram,
Facebook, and TikTok

Online distribution
strengthens repeat . Engagements (Likes, Shar
exposure and reach beyond | Flatform Views/Reach Comments, Saves)
broadcast.
YouTube and SOCiaI_ Instagram 228,030 6,300
platforms are especially
relevant for younger Facebook 215,000 6,834
audiences.
TikTok 260,000 11,448
You Tube 168,529 1,416
Totals 871,559 25,998




Repurposing Content for Mobile Consumption

SocialMedia Engagementtrategyc MaishaMakutano

ALeveragedFacebook,Instagram, YouTube,and TikTokto engageyounger
audiences

AUsed YouTubeanalyticsto identify episode segmentsthat generated high
engagemen{likes,sharescomments)

ARepurposed and optimised popular storylines for social media while
maintainingkey messages

A Strategyhelpedsustainaudienceinterestand increasenformation uptake

Examplelmpact

ASRHRlip highlightingé 2 Y S ye@réductive rights and provider bias went
viralon TikTok

AAchieved 135500+ views and sparked active audience discussionsand
experiencesharing



Quotes from YouTube Viewers
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Future Plans

ASeries2 will deepenand expandthe & K 2 #mfact through partnershiptracks
on: Financiallnclusion,?2 2 Y S yEE#&omicEmpowerment, Childcare& Care
Economy,GBV Prevention, SRHRAgribusinessand Intra-HouseholdDecision
Making, with scopeto include additional audiencerelevant themeswith a key

focuson establishingequalopportunitiesfor men and womento view the series
acrossallagegroups

ASeriesl led to the creationof iMamar a mobile platform (SMSWhatsApp,calls)
offering personalisedadvice,guidance andreferralslinkedto showtopics

ASeries2 will scaleiMama by expanding reach, strengthening services, and
aligningit with on-air storylinesto convertviewersinto serviceusers

AThe approachwill generatestronger engagementmeasurableinteraction data,

and clearer pathwaysto information, services,and support for audiencesand
partners
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KAP Survey Objectives

ATo measure changes in knowledge, attitudes and practices attributable

to viewingMaishaMakutana
ATo understand media and viewitighaviour

ATo understand which themes, topics and characters resonated with

viewers.

ATo provide guidance for future series.



KAP Survey Methodology

1.

A standard baseline (pre-series) and endline (post broadcast)
samplesurveyapproachwasused

Equal numbers of interviews were conductedin five peri-urban
areas MachakosNakuru,Kiambu Kisumuand Kajiado

All interviews were conducted in-home, by experienced
enumerators using a fully structured survey instrument
programmedonto hand-held devices

The samplewas made up of adult TVviewers(agedbetween 18
and 54) basedon agreedcriteria, who had accessto television
andwere P/D televisionviewers
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5. Maisha Makutano viewerswere defined as havingwatched at least four
episodef the seriesoverthe lengthof its run.

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

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






KAP Survey Demographic Summary

AThe required sampling quotas were applied, and the resultant samples
(shown in the following charts) were well matched at the baseline (pre-
broadcastandendline(postbroadcast)

ARespondenprofilesreflect peri-urbanpopulation characteristicand show;
- higherthan averagdevelsof education
- higherthan averagdevelsof acces2o householdassets
-accesto WY 2 R BoNgédIdassets

/
On the whole, scores on the key knowledge and attitude indicators were high at both the baseline an

endline due to the profile of the samples (younger, wellucated and relatively affluent) but where there
are changes, these are real changes and not as a result of any imbalances in the sample profiles

(&




Age Category

KAI Sal I l I ' I e m Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506) m Endline Viewer (n=497)
30%

Profile: Age, I I I

y 18-24 25 34 35-44
M Baseline Non-Viewer (n=1000] Endline Non- M Endline Viewer (n=497

Quotas were applied for age
(equal proportions of 18 n Qa
and250n Qa GA 0K |
proportion and gender (60%
female; 40% male) across the

Female 60%

County

Sam p I e g ro u pS M Endline Viewer (n=497) Endline Non-Viewer (n=506) M Baseline Non-Viewer (n=1000)

IZO/ 20% I 20% 20% 20% 20% 20% 20% 20%
vMm/ 2dzy ple¥s v2f R 6SNE e2dz 2y wéE Dz ) II< I I I I I I

ISy RS NI Cambu  Machaks  Nakwu  Kisumu



Household Asset Ownership

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

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

m Baseline Non-Viewer (n=1000)

95%

Television set

| | I I I

97% 9404 93%

Electricity or solar

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

90% 92% 90%

Smart phone with
Internet access

530 67% TiA

Internet access

Others






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

maximise audience reach and exposure across different-ggeips and geographies
J




How TV Is viewed

m Baseline Non-Viewer (n=1000; Endline Non-Viewer (n=506m Endline Viewer (n=497)
94%

While almost everyone gz, 0%
watches TV on a physical TV
set, about half watch on
their phones.
58%
. . b1 50%
Watching TV using a phone
IS highly correlated with age
(over6iNn1018 n Qa gl G .
on their phones)
15% 15%
TV at home Phone (online videos or Others
downloads)

Q25. How do you usually watch TV shows?



Devices Used Most often for TV viewing

The piCture ChangeS m Baseline Non-Viewer (n=1000)  Endline Non-Viewer (n=506) ® Endline Viewer (n=497)
when it comes to

the device used A

vyzad 27disyo:r GGG o
smartphones
outperforming
physical TV sets.
This is especially
true for men and
younger people

Smartphone > E

Television 34%

Q25. How do you usually watch TV shows?



Kenyan TV Shows Watched

Viewers ofMaishaMakutano
were also viewers of the other W Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506)
popular drama series shown on

Citizen T\¢ Mother-in-Law and

Neema 100% Be  96%

Around threequarters also )
g OKSR aSRAIISQa al NR S
smaILhoIder farmersgc Shamba

91%89%93 %

75% TiG
I 65%I

A\

Shape U@and the original
MakutanoJunctionseries (there
was some confusion in the minds
of many respondents between
MakutanoJunctionand Masha
Makutana which illustrates the
enduring memory and fondness
viewers have foMakutano
Junction)

B Endline Viewer (n=497)

71%

66%
600/0550/
51%
I 44%

Maisha Makutano Mother In Law Neema Shamba Shape Up Makutano Selina

(MM)

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

Junction
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ANot only did the seriesattract a substantialand loyal audience but viewers
thoughtveryhighlyof it.

AFrequentviewerswere more likely to be women and older peopleviewing
onaTVsetat home,togetherwith other family members

AThe series' charactersand content were consideredhighly relevant and
relatable,showingreallife issueghroughbelievablecharacters

ANot only did viewerswant more, but there was high recall of the main
topics covered and high levels of intention to act on the messages
(especiallyn financialand businessnanagement)

\
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Family Viewing

The average number of
people who ce
watchedMaisha
Makutanowas 3.

This illustrates that the

LINZ ANJ YYS Al18 years & above
OASagAYyIQ |V
because content that is
viewed by several

members of a
household together is
likely to have more
Impact than when
viewed alone.

viewing with

Total Male Female 1824 2534 3544 4554

(n=497) (n=192) (n=305) (n=153) (n=150) (n=98) (n=96)

Belowl18years 1 1 1 1 1 1 1
2 2 2 2 2 1 2

Total persons 3 3 3 3 3 1 2

12.3 How many people are you typically watching with?




Relevance ofMaishaMakutano

Not only did the first series
get off to an extremely

strong start, but viewers
appreciated the content and
overwhelmingly felt that it
was wellrooted 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

Helped me understand issues relevant to my
community

Endline Viewers (n=497)

12.6ac: Overall, to which extent do the characters in MaisakutanaX
community

- pw
8%
I
Relate to my life 22%
E
- p&
Show real issues (303
® Very well Somehow well ® Not well at all
{K2g NBIFIf A&daadzSay wStlraS (2 yvYe tAFST



Recall of Topics Covered iMaishaMakutano

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 |Male CSYLl t|1824 [2534 3544 4554
(n=497) [(n=192) |6 yoInop |(n=153) |(n=150) |(n=98) |(n=96)
Topics on chamas, SACCOs, and s3
89% 88% 89% 87% 91% 85% |92%
Managing a business
ding & bust 87%  [89% 86% 86%  [87%  91%  [85%
GenderTotal viol GBV
enderTotal violence (GBV) 81%  [80% 82% 83%  [79%  B1%  [82%
Family planning and women's health
78% 77% 78% 78% 76% 80% |78%
A couple's joint decisiemaking 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 Maiskaitanc?




Key Lessons Learned frorilaishaMakutano

The mOSt Endline Viewer (n=497)
memorable lessons Business/poultry or farming busines Sl 26%

from the first series C9 o{ I 002« OKI Y | KSR ayyaen 2395 X
were.
Cohesion/empathy/conflict resolution I 19%

AFarming as a N . | |
GBV, avoiding GBV, living well in a fami§jillls 15%

business
AFinancial Inclusion Famiy planning [E— 5%
and the role of Perseverance/hard work I 7%
Saccos and others NN 6%
Chamas Relationships I 4%
ACoanict resolution Leadership/helping others il 2%

Day care 0%

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



Topics Needing More Coverage

E_ncouragingly, Endline Viewers (n=497)
viewers want more

coverage of the key Family planning/reproductive health N 239

topics and themes

covered in the show, GBV, marriage conflicti R 20
especially

reproductive health, Daycare NG 5%
GBV, marriage

conflict and Daycare. Chama/Sacco/savings/loanSlIIEIEGGGEGEGEGGEE 10%

This was true for

men and women, Business managementiii I 10%

and younger and

older people alike others |GGG 2%

None NN 12%

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






Summary

A There 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.

AMost 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).



Pe rce pti O n S Of : EazﬁlinevNon-Vi(ev;/jrgér)]:lOOO) Endline Non-Viewer (n=506)
Good Financial

I 609
Management Saving regularly 2%

. 67%
'[he ser,ies commupicated clearly V 5
GKFG wal @Ay3 NB3IdA ;'{eé}')%g%é%udg%mgga
good financial management, and I 35%
this was true across all the
demographic groups B

Living within ones means 22%
I 21%

Messaging around keeping to a

0dzRISH YR fAGAYI gAGKAY “25%

means was somewhat less well Others 2504

communicated I 23%

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



Understanding the
Purpose of Chamas
and SACCOs

There was strong messagetake out among
viewerson the main purposesof chamasand
{ ' [ | & S=saingmechanismsThiswas one
of the keymessages the series

However, the other key purpose of Chamas
and SACCOsas 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

m Baseline Non-Viewer (n=1000)

®m Endline Viewer (n=497)
54%

50%
44%
31%
1904520%
9%
7% 7%

To save

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

Access to loans

Endline Non-Viewer (n=506)

220
18%  19%

Social support Others



SACCO Su p po rt fO r W Baseline Non-Viewer (n=100C) Endline Non-Viewer (n=506)
Women_ OWned ® Endline Viewer (n=497)
Businesses 69%69%659%

While most people, viewers and non

GASGSNR FFftA1SE (K2dAKG (PRI 1/ / hQ&

supported womerowned businesses to

access loans, fewer (with a modest uplift 38% 0
among viewers) were aware of their role 34% 36% 37%36%
in saving, business training and 28%

mentorship 26% 26% 25%
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 Access to loans Supports them to Business Access to
save mentorship and affordable loans
training

ADPZIOi 6¢cqlol YIO! YelOq6RUt IOE 998t OYn nlJl IOqVYIOt e GGY! qtos YOG W UBY IOA2t RUWJY + It ntO
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EmpOwerment and Joining a SACCO or Chama he

women become more 83%

Economic Independence "t

S%

There was strong agreement across

69%
all the demographic groups for these Women should manage their own 0%
a0FGSYSyda Foz2dzi 62YSyQamo®yAyl yO.,.. . ’
empowerment, with little room for 3%

WdzLJt A FOQ LI2a& ONR2 I ROI ai

81%
79%
4%

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

Q31.ac Women should be part of financial decismaking 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

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

Viewers were much more
Iikely than nonviewers (at | am already a member of a SACC_ 23%
the endline) to express a

WllllngneSS to join a Maybe, | would need more 16%

SACCO. This was reflected information first [ 13%

across all the

demographic groups No, | am not interested in joining a 13%
SACCO 10%

male and female, young B 10%

and old alike

2%
| don't know what a SACCO Ii o0/
0

31.1 Given the opportunity would you consider joining a SACCO?



Barriers to SACCO

Membership

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.

OMPH 2 Keé KI@SyQi @&2dz 22AYSR |

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

. _ 32%
| don't have regular income

_ 45%

| don't know how to join

19%

BN 13%

Other, please specify

25%
They are not transparent

N 8%

{1/ hK



I I I I paCt Of B Baseline Non-Viewer (n=667, Endline Non-Viewer (n=317# Endline Viewer (n=304)

Chama/SACCO
Participation on 73% 74%
Household Finances

80%

A strong, welunderstood

message across all demographic

groups is that participating in

Chamas and SACCOs has a very 20% 21% g4,

positive effect on household

financial management. I I 6% 6% -
] —

Very much Somewhat Not at all

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



Use of Loans
Accessed

B Baseline Non-Viewer (n=39Z, Endline Non-Viewer (n=170 Endline Viewer (n=157)

04,61%
58%60 /o

Typically,loans were used for
businessand farming (six In
ten), with the remainder for
educationandschoolfees

0
30% 32%

Messagesaround using loans 28%
for land and buildings may I 1%

18%179%
14%
0]
I i I

Business/farming Education/fees For land/buildings Others

needto be continuedin future
series

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






Summary

A Overall, there was high recognition of and support for women in senior
positions and of the need for joint financial decisioraking within

households.

AThe relatively small shifts in these attitudes among viewers are to be
expected as knowledge and attitudes differ very little between viewers and

non-viewers.

Alnterestingly, thoughbehavioursdo not necessarily reflect opinions and
Intentions, as men remain more likely to make the decisions about high

value household purchases



H O use h O Id B Baseline Non-Viewer (n=1000) = Endline Non-Viewer (n=506) m Endline Viewer (n=497)

46% 46%
Financial 42%
. 40%
Decision-Makers 38%
34%
In terms of household financial
decisionmaking, more viewers
picked up on the messaging that it
Is better handled by both partners
in the family, with fewer thinking
that the decisioamaking should be
left only to the females in the 17% 1694 1504
0
household
Interestingly, there were no
particular demographic differences
(gender/ age) in the pre and post
series changes of opinion
Both partners (men and Wife/ women only Husband/ men only
women)

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



Stro ng Ag ree ment B Endline Viewer (n=497)
Shared Household

Roles and Joint ousehord harmony moroves wihe N ¢

Decision-Making OO are M Oy . ey 0

- I, 7o
i It is important for both partners to share 822/7 o
Survey respondents m_OStly a-greec_i \_N_lth the household responsibilities. 00
statements about sharing responsibilities in E— 879
household roles and decisiemaking,

. . . 0
especially regarding the improvement of Women's opinions should be valued i_ 80%

harmony when decisions are made jointly and _ household decisions. 78%;
(KS O1y26f SRIASYSY G GKFG 62YSYQa 2RO s a1
and opinions should be valued and listened to. — oo

Women should be able to manage their

Endline Non-Viewer (n=506)

finances
There is, however, still a view that the I 7%
household finances should be managed by
men (with a very slight shift in this view [N 64,
among series viewers) Men should manage the home's finances. 61%

DN 56%

Q44 (ae statements)



Primary

H O useh O Id m Baseline Non-Viewer (n=1000) Endline Non-Viewer (n=506)m Endline Viewer (n=497)
Financial
Decision-Maker o

The previous slides show strong
positive intentions and attitudes
towards financial decisiemaking,
but when it comes tdehaviour
relatively few say that they

actually make the financial 19061906 20%20%  21%
decisions as a couple. 16% 150
Noteably post broadcast,

respondents were more likely to

say that the decisions were made I

jointly (12% pre and 20% post
J y °P b post) Myself Other family My spouse and | My spouse/

member (together) husband/wife

Q45. Who makes most financial decisions in your household?



Frequency of
Joint Financial
Decisions 31%

In terms of household financiekhaviour 26%
Y2NBE OASSGSNE al AR GKIF @¢4%GKSe KI RI%WIf gl &aQ
made their financial decisions jointly in

the past six months than their nen 20%
viewing counterparts. Evidence that
messaging around the benefits of joint

18%
financial planning and budgeting is
12% 1104
9%
0
7% 6%
4%

resonating with viewers.
Always Often Occasionally Never

m Baseline Non-Viewer (n=633, Endline Non-Viewer (n=325m Endline Viewer (n=220

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?



U

Section 9:Business M

(The data Iin this section are based on thos
Involved in business decisions)




Summary

AOverall, there is a high level of understanding of good business
management practices, such as budgeting, planning, and keeping
business and personal finances separate.

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

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



Acce SS to B USI n ess B Baseline Non-Viewer (n=26¢, Endline Non-Viewer (n=132 Endline Viewer (n=12
Financing 7o

Messaging about where to go for
business finance focused on using
Chamas and SACCOs. It is clear that the 340,

messaging around Chamas was well 34%
communicated to viewers (significant . 32%
difference), but that of using SACCOs was

27%
less so.

22% 220/%10 2%

16920%
17%
14% 15%
I I 204, 5% 5%

Chama Family/friends Bank Sacco Others Not yet got
financing

Family and friends as a source of
business finance was slightly lower
among viewers than neaiewers,
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

Those in business face the
perennial problems of
accessing credg high 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

| don't face any challenges in accessing loans 18%
]

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

High interest rates 28%

I 000

: e . NN 14%
Confusing/difficult rules and regulations 180/201(y
| 0

| don't have anything valuable (like land, _160/ 34%
K2dzaSs 2NJ 4GS Re A VaodaaSwmmim? 16072 S a4 450

]
| am not a member of a SACCO 10%
]

I | 304
| don't have a bank account 9% ’

I 109
I 320/

Others 14%
T 219

| don't know 13%

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



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

Opinions of Women
In Agribusiness
. 89%
These attitudinal statements W
: omen can be successful
were asked only at the endline agribusiness owners.
survey and show a positive
difference in opinion between
viewers and nofviewers,
most especially attitudes
around women being
successful agribusinesses

83%
Women can lead farmers

cooperatives.

Q53a.1 and 53d agree with statements



Farm P rod uce B Baseline Non-Viewer (n=382, Endline Non-Viewer (n=201)® Endline Viewer (n=185)
Marketing
Channels

63% 63% 62%
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 nen 32% 5505 31%

= I I I I

Local market | don't sell farm produce

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?



Inte FESt |n POUItry Endline Non-Viewer (n=506) = Endline Viewer (n=497)
Agribusiness 83%

Interest in having a poultry

business, similar to the one

shown in the series, was much 61%
greater among viewers than nen

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 29%
resonated with viewers,

especially younger viewers

10%  11%

__
[

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

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

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

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



Val I d ReaSO nS tO B Baseline Non-Viewer (n=1000, Endline Non-Viewer (n=506)® Endline Viewer (n=497)
Delay or Avoid
C h I Id bearl ng Personal choice 48%

49%

51%

It is interesting that around half of

all respondents consider that
WLWIISNRZ2YIt OK2A0SQ Aa |
for avoiding having children,
greater than either health Health concerns 44%

o o T . E
demographic differences in voicing

these opinions Financial reasons 44%

I 450

47%

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



Adequacy of
Family Planning
Information

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

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

51%

0]

Yes, | have all the
information | need

31% 31%
20% ° °

Yes, | have some
information

18%
16% 150

No, | don't have enough
information

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



Agreement on

ACCESS to m Baseline Non-Viewer (n=100C, Endline Non-Viewer (n=506# Baseline Non-Viewer (n=100
Abortion Under

. o 45% 45%
Specific 42%
Conditions

330547830,

Access to abortions is a highly

polarisingissue, with almost equal

numbers agreeing and disagreeing

about women having access. The

series can model safe dialogue 1494.494.4%

and reduce misinformation
6%
4% 3% 4% 390 3%
H B

without prescribing decisions.
Strongly agreeSomewhat agreeNeither agree  Somewhat Strongly
nor disagree Disagree disagree

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 Fam I Iy m Baseline Non-Viewer (n=1000)  Endline Non-Viewer (n=506) m Endline Viewer (n=497)

Planning Methods

Yes, regularly

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

Yes, sometimes

However, women are much more o
likely to use family planning No, but I'm considering
methods than are men, by a

considerable margin

No, never

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

N 2o
30%
N 32%
I 159
19%

N 18%
B -

5%
N 6%
_ 47%



Opinions of Social Media Viewers
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Summary

A There was a marked decreaseafter the seriesin the percentage of
respondentswho agreedthat "A man s justified in hitting his wife" under
specificcircumstances

Alnterestingly,the most significantpercentagepoint drop in "Justificationof
Violence" occurred among younger men (18¢24), suggestingthe series
effectivelychallengedraditional notionsof masculinity

AWomenat the endlinewere 20% more likely to state they would seekhelp
from aformalinstitution (police/clinic)comparedto the baseline



Understanding of
GenderBased
Violence

It isvery clearfrom thesedatathat the
series played a significant role in
educating people about GBY,
specifically that it covers physical,
emotionalandsexualabuse

Theuplift in awarenesamongviewers
was consistentacrossall demographic
groups

52%

46%

34%

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

viewers Physical,

emotional, or
sexual abuse

Q70. Please can you tell me what you think Geflasal Violence is?

Physical harm onlyDisagreements Others specify

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

28%

19% 19%

15%
11%

15%
11% 10%

I 7% gop 7%

| don't know
between couples



Attitudes Toward
Reporting Violence

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

At the endline, there was a 66%
high level of agreement Yes, always
that the victims of GBV _ 71%
should seek help or report

It to the relevant

authorities, with a slight

upward shift between

those who viewed Maisha 32%
Makutan Oand those WhO Sometimes depending on the situation
did not

28%

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



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

Support Services for

GBV SurVIVorS Solice ., 76% o

T 8T7%

I 300
Respondents were well Local chief 5206
Informed about where to turn I 59%
for help with GBV. I 360

Community elders 36%
_ I 38%

There were few differences .
between VlewerS aﬂd nG'n Health centres 19%
viewers, but many more I 23%
viewers considered reporting | 1%
GBYV to the local chief than did  Family and Frlends_ 222?;@
those at the baseline. ’

I 30

Others 14%
BN 12%

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



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

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.ad strongly agree with statements..

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

I 03

Men and women should both take responsibility
to prevent GBV.

R 93%
I co
A woman who reports abuse should be
: 87%
supported by her community.
. 009
B 10
GBYV should only be handled within the family. 16%

N 18%
s

It is acceptable for a husband to discipline his

: : : ) : 7%
wife physically if she disrespects him

B 8%



Strong Disagreement
on Gender Norms,

B Endline Viewer (n=497) Endline Non-Viewer (n=506m Baseline Non-Viewer (n=100!

GBV Accountability, I -

. It is acceptable for a husband to discipline his 0
and Commu nity wife physically if she disrespects him 79%
Support DN 519
However, despite the positive attitudes towards I

reporting and taking responsibility for GBV, the -5y should only be handled within the
vast majority of people, irrespective of