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STUDY
BACKGROUND




STUDY OBJECTIVES

THIS RESEARCH APPROACH WILL TACKLE THE FOLLOWING STUDY OBJECTIVES:

« Understand the experiences and pain points of the users with mobile wallets to
identify unmet needs.

» |dentify factors that entice the use of mobile wallets.

* Understand the experienced level of difficulty when it comes to registering a
wallet online.

« Understand key selection criteria when choosing what wallet to open.

» Assess overall satisfaction levels with regards to the digital experience and
satisfaction across different components to determine the factors that have the
greatest impact on overall satisfaction.

» Understand which use cases are attracting users of mobile wallets.

* Measure future intentions to keep using mobile wallets and the reasons behind
the decision.




SAMPLE & METHODOLOGY

QUANTITATIVE APPROACH METHODOLOGY

—) METHODOLOGY
|-_ COMPUTER ASSISTED ’Q'Q‘ 'Q‘Q\ SAMPLE
==  TELEPHONE INTERVIEWS Q RECRUITMENT

726 SAMPLE PROFILE
9 cj MOBILE WALLET USERS

Mobile wallet users were recruited through
JOPACC'’s database.

AN

~ 1  LENGTH OF INTERVIEW
/i 15 MINUTES

SAMPLE SIZE
2196 Users

FIELDWORK DATES
31| SEPT 215T-0OCT 18™ 2020




KEY FINDINGS




. Mobile Wallets Adoption is on The Rise

Mobile wallets awareness is generally high in the Jordanian market where 8 in 10* individuals are aware of mobile wallets
and its various uses of electronic transactions. However, once perceived as a niche service for tech savvy and affluent
customers, usage is recently picking up at a substantial rate across all socio-economic classes where it currently stands
at an all time high of 11% compared to only 2% in December 2019.

Due to COVID-19 and the lockdown measures taken, residents in Jordan are struggling to finance their basic daily
expenditures. That said, the vulnerable segments’ top reason for their recent adoption of mobile wallets is to receive
governmental aid through National Aid Fund (NAF). NAF has been offering funding services through mobile wallets, in

which the most widely held services are supporting the affected daily workers and offering bread subsidy. ‘




. Being “Time Consuming” is The Top Challenge Faced During Set-Up

Generally, mobile wallet users found setting-up their mobile wallet easy; however, some users expressed that some of
the challenges they faced is that it has a complicated set-up experience and it was time consuming. That said, users
would either seek help from their family and friends or resort to their mPSP for assistance.

The fact that a lot of people found the process of setting up their mobile wallet time consuming implies that this might
be a deterrent for a lot of people to withdraw from the process at the initial stages. With it being a new concept, it is
important to be as seamless and precise as possible to encourage subscriptions.

e A .. * A WS -

. High Potential for Continued Mobile Wallet Usage

While almost 9 in 10 mobile wallet users are likely to continue using their current mobile wallet in the future if they were
to stop receiving aid, some segments are intending to cancel their subscription as they have no need for it anymore.
Those segments include users in Irbid and Zarga, amongst higher age brackets, and lower SECs. ‘

However, out of those who expressed high interest to continue to use their mobile wallet are at the same time using
their wallet to carry out other financial transactions, namely paying bills. This means even if they stop receiving aid, they
are likely going to continue using their wallet for other services. That said, payment service providers should take
advantage of that opportunity by raising awareness on the different use cases. This will help in increasing retention
rates and guaranteeing that people will continue using their mobile wallet even after the termination of aid, as people
become reliant on it for different financial transactions




MARKET OVERVIEW

This section will provide an overview of the country's current situation, highlighting
key factors that can contribute to the growth of mobile wallets. Information

included in this section are from secondary sources including Ipsos’ relevant
syndicated data.

9- ©]Ipsos lpSOS /




COUNTRY PROFILE

QIR
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East Amman
Irbid
Zarga

West Amman
Almafraq
Balga
Alkarak
Madaba
Aqgaba
Jarash

Ajloun

Maan
Altafeleh
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POPULATION SIZE
10.7 MILLION

GEOGRAPHIC
DISTRIBUTION

N 31%
N 19%
il 14%
ol 1%
M 6%

B 5%

P 3%

I 2%

f 2%

f 2%

l 2%

I 2%

| 1%

Department of Statistics (DoS)

NATIONALITY

JORDANIANS: 69%
NON- JORDANIANS: 31%

13
v

GENDER

dQ SPLIT

53%

® Male H Female

URBANIZATION
91% URBAN

0o | AGE
%8% DISTRIBUTION




JORDAN’S ECONOMIC CONTEXT

The majority are aligned when it comes to recognizing the impact of the current economic climate on Jordanians’ quality of life. Aside from
high cost of living, unemployment is also a dire reality and for many the ability to find job opportunities and secure livelihoods is a real
concern.

PERSONAL FINANCIAL SITUATION

Q: Rate your current financial situation, using a scale from 1 to 7, where 7 means your personal financial situation is very strong today and 1 means it is

very weak.
J CS I y Q2 2020 =Q=Strong (Top 3 Score) Neither Strong Nor Weak =Q=\\eak (Bottom 3 Score)
100%
90%
80%
Versus 70% o
Previous *9‘0 ) ‘
Wave 60%
50%
3 O [ 4 35.4 [ )
40%
30%
=1.1%
20% : oV /O\ e}
10% 7.89

0%
Q2 Q3 Q4 Q1 Q3 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
2016 2016 2016 2017 2017 2018 2018 2018 2019 2019 2019 2019 2020 2020
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Ipsos’ Jordanian Consumer Sentiment Index Q2, 2020




IMPACT OF COVID-19 ON EMPLOYMENT

The situation has been further aggravated in light of COVID-19 with the overwhelming majority of working Jordanians experiencing some
changes when it comes to their employment — most notably a reduction in pay, putting many under considerable financial strain.

IMPACT OF EMPLOYMENT DUE TO COVID-19 TYPE OF IMPACT ON EMPLOYMENT
Out Of Who Are Employed Out Of Who Are Employed

®mImpacted ® Not Impacted

Salary Was Cut 46%

Employment was Not Affected 19%

Salary Was Not Affected At All

13%

Expecting a Salary Cut in the Future 11%

Laid Off (Temporary Leave) l 9%

Put On Unpaid Leave 7%

Ipsos’ Jordanian Consumer Sentiment Index Q2, 2020 @



JORDANIAN SOCIETY REMAINS PREDOMINATELY RELIANT ON CASH

Low income coupled with the widespread dependence on “allowance” has contributed to making cash the highest prevalent method for both
receiving income and purchasing items. It is also worth mentioning that receiving income in cash is highly prevalent amongst private sector

workers considering that most are not formally employed within institutions, while bank transfer is the most prevalent method of receiving
income for public sector employees.

SOURCES OF INDIVIDUAL MONTHLY INCOME METHOD OF RECEIVING INCOME

Allowance - 27%
CASH
Employment Salary - 23% 62%

Pension/Social Security . 11%

Private Business . 8% BANK TRANSFER

Vocational Work (Employment) I 4% 3 7%

Vocational Work (Owner) I 3%

Real Estate Earnings I 2% CHEQUE
oo [ 1%
Q. What Type Of Income Do You Receive? Q. What is the most common way of receiving your personal Income?

Ipsos’ Financial Monitor Report 2020



42,

OF JORDANIANS OWN

A BANK ACCOUNT BANKING IS RESTRICTED
TO CERTAIN SEGMENTS
|
Not only are Jordanians hugely
dependent on cash, but the majority
Total 42%
ot I are also excluded from the formal
18-24 N 54% finar)cial system, with only 4 in 10
25-34 44% owning a bank account.
35-44 47% _ .
45-54 50% While access to finance has shown
55+ [ 58% improvements in recent years, but
variations in financial inclusion across
Male I 58% segments point to remaining
Female |G 25% disparities for the majority of the
population, particularly for vulnerable
A-B I 63% groups such as the youth, women, &
c I 45% low-income segments
D-E 28%

Ipsos’ Financial Monitor Report 2020




THE OVERWHELMING MAJORITY OF THOSE UNBANKED DO NOT MEET THE
MINIMUM CRITERIA FOR OPENING UP AN ACCOUNT

60

DON’T OWN A BANK ACCOUNT
BECAUSE THEY DON’T MEET
THE MINIMUM REQUIREMENTS*

W 10.

HAVE BEEN IN A SITUATION
WHERE THEY NEEDED A
BANK ACCOUNT*

*Out Of Unbanked Individuals
Ipsos’ Financial Monitor Report 2020




NONETHELESS, CONNECTIVITY IS ALMOST UNIVERSAL EVEN AMONGST
THE MOST VULNERABLE SEGMENTS

MOBILE DEVICE OWNERSHIP BY DEMOGRAPHICS

B Smartphone  m Basic Phone Don't Own A Phone

92,

OWN A MOBILE PHONE

864

OWN A SMARTPHONE

88

ACCESS THE INTERNET
THROUGH THEIR
SMARTPHONE
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Ipsos’ Telecom Scene Report 2020



ALMOST 9 IN 10 INDIVIDUALS ARE AWARE OF MOBILE WALLETS

MOBILE WALLET AWARENESS BY DEMOGRAPHICS

m Aware Of Mobile Wallets m Unaware Of Mobile Wallets

79% = -0 87v%
81% I~ _n = °

85%

Dec '18

Dec'19 Jul'20

+
n
n

Overall
Syrian
Iraqi
Irbid
Zarqa
Others
Urban
Rural
Male
Female
15-24
25-34
35-44
45-54

c
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=
Q.
P
(=]
17]

Jordanian
East Amman
West Amman

Ipsos’ Telecom Scene Report 2020 @



MOBILE WALLET USAGE HAS EXPERIENCED A SIGNIFICANT INCREASE IN 2020

Due to the COVID-19 situation and the lockdown measures taken in the country, mobile wallet usage increased significantly with the top
reason stated is to receive governmental aid.

MOBILE WALLET USAGE BY DEMOGRAPHICS

B Use Mobile Wallet m Don't Use Mobile Wallet

-0 11%
2% O~ 0

Dec '19 Jul'20
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DURATION & REASONS FOR USING MOBILE WALLETS

Almost 8 in 10 mobile wallets users have been using their mobile wallet for 6 months or less. Adding to that, 1 in 2 mentioned that they use
their mobile wallet to receive governmental/non-governmental aid, while the next top reason is that it’s a faster method of payment.

DURATION OF USING MOBILE WALLETS REASONS FOR USING MOBILE WALLETS
Out Of Who Use A Mobile Wallet Out Of Who Use A Mobile Wallet
Less Than 1 Month 0 To Be Able To Get Government/Non-
ees Than ont I 6% Government Aid - 52%

1 Month, Up To Less Than 2 Months . 10%
Faster Method Of Paying - 24%

2 Months, Up To Less Than 3 Months - 25%

3 Months, Up To 6 Months - 35%

More Than 6 Months, Up To 1 Year . 12%

Easier To Keep Track Of Transactions . 16%

To Buy Products/Services Online I 9%

Employer Forced Me To (To Receive I
More Than 1 Year, Up To 2 Years I 6% Salary)

More Than 2 Years I 5% | Can’'t Open A Bank Account

Ipsos’ Telecom Scene Report 2020 &



REFRENCED IPSOS’ REPORTS

Jordan Consumer Sentiment Index (Q2)

Jordan
August, 2020

ekt

Jordan Consumer Sentiment Index (Quarterly)
Ipsos’s Jordan Consumer Sentiment Index (JCSI),
is a quarterly national survey of consumer attitudes
on the current and future state of the local
economy, personal financial situation, as well as
confidence to make large investments and ability to
save. Consumer sentiment is a key predictor of
purchase trends in the market. Despite it being a
lagging indicator, if consumer sentiment is high,
people will make more purchases and the economy
will expand.

For more information on the study and related
findings, please visit:
https://www.ipsos.com/en-jo/jordan-consumer-
sentiment-index-g4-2019

TELECOM SCENE TRACKER REPORT

July 2020 Wave
Prepared for-Orange

Telecom Scene (Bi-Annually)

Telecom scene is a bi-annual syndicated survey
that aims to provide an understanding of the
current mobile and internet landscape of the
Jordanian market. As such, the report looks to
further understand consumers’ behavior, all the
while comparing the various market KPIs with those
of previous waves.

It's a nationally representative sample of 2,500
individuals that includes Jordanians, Syrians,
Egyptians and Iraqgis aged 15 years old and above.

Financial Monitor

The First Syndicated Financial Attitudes Survey in
Jordan That Assesses Trends in the Financial Sector

April 2020

JORDANIANS ONLY EDITION

Financial Monitor 2019-2020

Financial Monitor is the first syndicated study in
Jordan covering financial needs and habits
amongst both banked and unbanked individuals
in Jordan. Through 2500 quantitative
interviews with Jordanians and expats in the
country (Syrians & Egyptians), the study was
not only able to identify the financial behavior of
citizens but also shed light on citizens’ current
access to both formal and non-formal services.
Furthermore, this study shed light on people’s
awareness of different financial services along
with their openness towards adopting non-
traditional financial services including mobile
and digital wallets and identifying the barriers
that might stand in the way.


https://www.ipsos.com/en-jo/jordan-consumer-sentiment-index-q4-2019
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SECTION 4.1

PROFILING RESPONDENTS
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Gender Urbanization  Region  Nationality

Age

SEC*

DEMOGRAPHICS

Overall Users Population’s Profile (N=2169)

23—

Jordanian
Palestinian

Syrian
Others

East Amman
West Amman

© Ipsos

Irbid
Zarqa
Others

Urban
Rural

Male
Female

16-24
25-34
35-44
45-54

55+

A-B
C
D-E

.
I 1%

M 3%

I 1%

I 34%
I 10%

I 17%
I 16%
I 22%

C_____________________________________________________________________JeK§j
I 7%

C__________________________________________________________JigA
I 14%

I 7%

I 26%
I 37%
I 21%

I 9%

I 12%
. 14%
T 63%

*Socioeconomic class base on household monthly income.
Income brackets A-B: 601+ C: 400 — 600 JOD D-E: Less than 400 JOD




DEMOGRAPHICS

MARITAL STATUS EDUCATION OCCUPATION

Single

Engaged

Married

Divorced

Widowed

Separated

24— Ipsos

B

1%

I 3%

2%

0%

Illiterate

Less than 6th
Grade

Primary

Elementary

Secondary

Diploma

Bachelors

Master’s

Doctorate

| 2

2%

2%

0%

16%

13%

10%

17%

38%

Students

Unqualified Workers
Qualified Workers
Employees Office Based
Private Enterprise Owner
Government Employees
Employees Outside Office
Specialized Dr./Lawyers
Management

Women in House

Unemployed
Retired

Armed Forces Personnel

Farmers

| 2%

Students

I 35%

B 2%
B 8%
B 6%

| 3%

| 2%

| 3%

| 1%

B s%
B 5%

| 2%
| 0%

| 1%

Employed

Housewives

Unemployed

Armed Forces

Farmers



BANK ACCOUNT OWNERSHIP

BANK ACCOUNT OWNERSHIP FINANCIAL PRODUCTS OWNED

Out of Total Sample = 2169 Out of Those Who Have a Bank Account = 781

Own A Bank Account

36% Debit Card 74%

Don’t Own A Bank Account 64% Credit Card 17%

Q. Do you have an active bank account in Jordan? List, Single Response
Q. Do you have any of the following? Single Response per Row



SECTION 4.2

USAGE & AWARENESS
s s i }Q
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OVERVIEW

MULTIPLE ACCOUNT
OWNERS

AVERAGE DURATION

TOP REASONS FOR
SETTING UP WALLET

5% Own Two Mobile Wallet
Accounts Under Their Name

17% own A Debit Card From
Their Mobile Waller Provider

3 to 6 Months

To Get Governmental Aid
Faster Method of Payment

Easier To Track Transactions




MULTIPLE MOBILE WALLET USAGE

REASONS FOR MULTIPLE MOBILE WALLET USAGE
Out of Those Who Have Two Mobile Wallet Accounts = 98

Q. Why do you own multiple Mobile Wallets?

@ One For Work The Other Is Personal

Not All The Features | Want Can Be Found In One Mobile
Wallet

23%

| Like To Try New Features Of Other E-Wallets

Of Overall Users Own Two
Mobile Wallet Accounts

Some Places Don’t Accept Certain Mobile Wallets
One E-Wallet Is Under My Bank, The Other Is For My PSP

One Has More Offers And Promotions Than The Other

Of Users Own A Payment Use The Other In The Event That One Of Them Is Broken
Card For Their

- One Is Much Easier To Top Up
Mobile Wallet

There Is No Specific Reason




AWARENESS & USAGE OF DIFFERENT MOBILE WALLET SERVICES

AWARENESS OF MOBILE WALLET SERVICES
Out of Total Sample = 2169

Q. Which of the following services offered by mobile wallets are you aware of?

Paying For Telecommunications/

Charging Mobile Lines 78%

Paying For Utilities 77%

Cash Transfer Between Accounts 69%

Online Payments 62%

Paying Government Related Fines 57%

Payment At Point Of Sale

52%

Paying Tuition Fees 49%

38%

Paying For Insurance

29— © Ipsos

USAGE OF MOBILE WALLET SERVICES

Out of Total Sample = 2169

Q. What are the services offered by mobile wallets have you used?

Paying For Telgcommunications/ _ 42%
Charging Mobile Lines
Cash Transfer Between Accounts _ 33%
Paying For Utilities - 28%
Online Payments - 20%

Payment At Point Of Sale - 11%
Paying Government Related Fines . 9%
Paying Tuition Fees . 7%

Paying For Insurance I 2%



SECTION 4.3

DECISION MAKING PROCESS

.




FIRST TIME HEARING ABOUT MOBILE WALLETS

FIRST TIME HEARING ABOUT MOBILE WALLETS
Out of Total Sample = 2169

Q. How did you first hear about Mobile Wallets?

Friends And Family _ 28%
Facebook - 21%
Television - 15%

Government - 12%
SMS From Mobile Service Provider - 11%
National Aid Fund l 4%
Through Communication Companies I 4%
Employer I 3%

Through The Internet I 2%

Through Mobile Wallet Companies I 1%




REASONS FOR SETTING UP A MOBILE WALLET

REASONS FOR SETTING UP A MOBILE WALLET
Out of Total Sample = 2169

-

To Get Governmental Aid 69%

Faster Method of Paying

Of Users Received Daily

Easier to Keep Track of Transactions
Workers Support

Buy Products/Services Online

Employer Forced Me

£ M || ]| || B

&ty

Pay Bills & Various Fees

JIE
SEC

Of Users Received Bread

3 Transfer/Receive Mone
Subsidy J

Es [

To Get Non-Governmental Aid

Q. When you first set up your Mobile Wallet/ Mobile Wallet, what was the reason behind it?



DURATION OF MOBILE WALLET OWNERSHIP

DURATION OF MOBILE WALLET OWNERSHIP FREQUENCY OF MOBILE WALLET USAGE
Out of Total Sample = 2169 Out of Total Sample = 2169

Q. For how long have you been using Mobile Wallets for financial transactions? Q. How often do you use Mobile Wallets for financial transactions?

Up to Less than 3 Daily

Months

Several times a week
3 Months, up to 6

[o)
Months 59%

Weekly (Once a week)

6 Months, up to 1 year
Once every 2 weeks

1 Year, up to 2 Years

Monthly 43%

More than 2 Years

Once every 2 months 34%




CHALLENGES FACED

TOP CHALLENGES FACED DURING SET-UP TOP CHALLENGES FACED NOW
Out of Total Sample = 2169 Out of Total Sample = 2169

Q. Thinking about when you first set up your mobile wallet, what were the challenges/hardships faced Q. When you use your mobile wallet now for financial transactions, what are the challenges/hardships
during the set up? you face ?

Complicated Set Up

Do Not Use It For Financial

(o)
Transactions 18%

Too Many Steps

Time Consuming Not Easy To Withdraw Cash [ 3%
Asks For Too Much Information
Difficult To Use 2%

Platform Isn’t User Friendly

Requires Going To A PSP Branch WellEpEEm CEenes | | 24

None 62%

Requires Constant Internet Connection 1%

During set-up, every time | enter the information needed of Application Not User Friendly | 1%
me it refreshes & | have to start all over again.

When | enter my mobile number, the application gives me an

error that my mobile number is incorrect even though it’s
correct.




USAGE DIFFICULTY

- BASED ON TOP TWO BOX SCORE* -

USAGE DIFFICULTY
Out of Total Sample = 2169

Hard*
In The
Beginning
Easy**
Hard*
Now
Easy** 73%
Q. On a scale of 1-10 (where 1 being very easy and 10 being very hard) how hard was using the Mobile Wallet in the beginning?
Q. On a scale of 1-10 (where 1 being very easy and 10 being very hard) how hard is using the Mobile Wallet now?

*Bottom 2 box score includes those who gave a score of 1 or 2 on how hard is using their mobile wallet, while top 2 box
score are those who gave a score of 9 or 10 on how hard is using your Mobile Wallet



ASSISTANCE RECEIVED DURING SET-UP

y -

TOP ASSISTANCE DURING SET-UP
Out of Total Sample = 2169

Q. Who helped you set up your mobile wallet?
40%

Friends/Family

Mobile Service Provider Customer Care

Payment Service Provider Customer Care 9%

Employee In Mobile Phone Store 1%

Didn’t Receive Help - 35%

36— O Ipsos




SECTION 4.4

SATISFACTION LEVELS
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OVERALL MOBILE WALLET SATISFACTION

OVERALL SATISFACTION OVERALL SATISFACTION
Out of Total Sample = 2169 Out of Total Sample = 2169

Q. On a scale from 1-10 where 1= Very Unsatisfied and 10=Very Satisfied, to what extent are you satisfied or dissatisfied Q. You previously gave a score of - when asked about your satisfaction regarding your
with your Mobile Wallet? Mobile Wallet, does that mean you are?

Top Two Box Score* Average Score

Users 66% 8.5 57% Satisfied 91%

Neutral 5%

Unsatisfied 6%

Very 2 3 4 5 6 7 8 9 Very
Unsatisfied Satisfied



SATISFACTION WITH SERVICES

Top 2 Box Score*

© o

Ease Of .
Safety Of Payment Speed .Of Conducting Varle?y of
Transactions . Services
Transactions
Overall 76% 69% 68% 66%

Q. Ona scale from 1-10 where 1= Very Unsatisfied and 10=Very Satisfied, to what extent are you satisfied with the following aspects of your Mobile Wallet?

*Top 2 box score are those who gave a score of 9 or 10 on how much they are satisfied with each service of their mobile wallet provider.

Out of Total Sample = 2169

>\

&

Customer
Support

62%

Cost of
Transactions

58%



REASONS FOR DISSATISFACTION

REASONS FOR DISSATISFACTION
Out of Those Who Are Dissatisfied = 133

Q. You previously mentioned that you are Unsatisfied with your Mobile Wallet, what is the reason for that?

Not User Friendly 27%
It Has Technical Issues 22%
Poor Speed Of Service 21%

Requires Mutliple steps to use

| Don’t Know How To Use It

High Commissions / Deductions

| Preferred Face To Face Financial Transactions




SECTION 4.5

FUTURE INTENTIONS

S
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LIKELIHOOD TO CONTINUE USAGE - By Demographics

LIKELIHOOD TO CONTINUE USAGE REASONS FOR DISCONTINUING USAGE

Out of Total Sample = 2169 Out of Users Who Will Discontinue Usage — N=267

Q. How likely are you to continue to use Mobile Wallets in the future? Q. You mentioned that you are more likely to not use Mobile Wallet in the future,
what are the reasons behind that decision?

mLikely = Neutral mUnlikely

| Have No Need For It Anymore 76%
Overall 86% 2%
It Is Costly To Use 5%
(o) % (o)
SCBATIEN Bl % | Don't Have The Money To 49
West Amman 89% 4% Charge And Use It ’
Irbid 85% 2% _ 3%
. : Complicated 4%
Zarqa 79% 1%
Others 89% 2% | Prefer The Traditional Payment 4%
Method
16-24 91% 4% Not Widely Used And Accepted || 3%
25-34 90% 7 9%
35-44 84% 2% Time Consuming To Use || 2%
45-54 87% 1% | Don't Know How To Use ItIn |
55+ 77% 4% General ?
Poor Customer Services In o
General e
A-B 2%
C 93% Difficulty Withdrawing Money 1%
D-E 84% 2%

42— Ipsos



FACTORS THAT DRIVE CONSIDERATION

FACTORS THAT DRIVE CONSIDERATION CONFIDENCE IN RECOMMENDING MOBILE WALLET
Out of Total Sample = 2169 Out of Total Sample = 2169

Q. Please rate how important the following factors are for you to consider using Mobile Wallet? Q. How confident are you in recommending Mobile Wallets to friends and family?

m Confident Neutral ® Not Confident
® Important Neutral  m Not Important

Overall 7% @

Security From Fraud 4%

Safe Transactions 4%# 6% EX2
Zain Cash 5%
7% WEZ
U Wallet 9%
Orange money 5% EFS
8% WeA
Others

Dinarak

Lower Transaction Costs

Wider Usage & Acceptance

Scaaagi

43— O Ipsos



PREFERRED METHOD FOR COMMUNICATION

PREFERRED METHOD FOR FUTURE COMMUNICATION
Out of Total Sample = 2169

Q. How would you prefer your Mobile Wallets service provider communicate with you about upcoming financial services to be offered?

SMS 67%
Telephone Call

E-mail

Message Through E-Wallet

Facebook

Whatsapp




SECTION 4.6

APPENDIX
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BANK ACCOUNT OWNERSHIP - BY DEMOGRAPHICS
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PERIOD OF MOBILE WALLET USAGE AND ADDITIONAL SERVICES REQUESTED

PERIOD OF MOBILE WALLET USAGE ADDITIONAL SERVICES REQUESTED
Out of Total Sample = 2169 Out of Total Sample = 2169

Q. Which services would you like to see being offered by your Mobile Wallet?

Q. For how long have you been using Mobile Wallets for financial transactions?

More Bill payments 6%

Total 100%
Rewards 3%
Up to Less than 3 Months 16% Llnk E'Wa”et Wlth Bank ACCOUnt 3%
Swiping your mobile at (PoS) 2%
3 Months, up to 6 Months 59%
Loans 2%
Receiving Personalized Offers
Month 1 149 0
6 Months, up to 1 year % Based On Your Lifestyle And Your.. 2%
Availability Of International o
Transfers 2
1 Year, upto 2 Years 8%
Receiving Real Time Offers | 1%
More than 2 Years 6% Use It For Government Transactions | 1%

66%

Nothing\ Nothing Specific



HARDSHIP OF USING MOBILE WALLET

Total Sample (N=2169)

Bottom 2 Aef Bottom 2
In the Beginning Top 2 Box Now Top 2 Box
Box Score*: . Box Score*: .
53% Score*: 7% 73% Score*: 5%
43% 63%

Very 2 3 4 5 6 7 8 9 Very Very 2 3 4 5 6 7 8 9 Very
Easy Hard Easy Hard
48 - © Ipsos Q. On a scale of 1-10 (where 1 being very easy and 10 being very hard) how hard was using the Mobile Wallet in the beginning?
Q. On a scale of 1-10 (where 1 being very easy and 10 being very hard) how hard is using the Mobile Wallet now?

*Bottom 2 box score includes those who gave a score of 1 or 2 on how hard is using your Mobile Wallet, while top 2 box score are those who gave a score of 9 or 10 on how hard is using your Mobile Wallet



TRUST IN SERVICE PROVIDER

TRUST IN SERVICE PROVIDER
Out of Total Sample = 2169

*Based on Top 2 Box Score
** Based on Bottom 2 Box Score

Trust* 77%
Don't Trust** 2%
Q. On a scale from 1-10 where 1= Don’t trust at all and 10=trust completely, to what extent do you trust your Mobile Wallet provider? M

*Bottom 2 box score includes those who gave a score of 1 or 2 on how much they trust their Mobile Wallet service provider, while top 2 box score are those who gave a score of 9 or 10 on how much they
trust their Mobile Wallet service provider



ABOUT IPSOS

Ipsos is the third largest market research company in the world,
present in 90 markets and employing more than 18,000 people.

Our research professionals, analysts and scientists have built
unique multi-specialist capabilities that provide true
understanding and powerful insights into the actions, opinions
and motivations of citizens, consumers, patients, customers or
employees. Our 75 business solutions are based on primary
data coming from our surveys, social media monitoring, and
qualitative or observational techniques.

“Game Changers” — our tagline — summarises our ambition to
help our 5,000 clients to navigate more easily our deeply
changing world.

Founded in France in 1975, Ipsos is listed on the Euronext
Paris since July 1st, 1999. The company is part of the SBF 120
and the Mid-60 index and is eligible for the Deferred Settlement
Service (SRD).

ISIN code FR0O000073298, Reuters ISOS.PA, Bloomberg
IPS:FP
wWww.ipsos.com

GAME CHANGERS

In our world of rapid change, the need for reliable information
to make confident decisions has never been greater.

At Ipsos we believe our clients need more than a data supplier,
they need a partner who can produce accurate and relevant
information and turn it into actionable truth.

This is why our passionately curious experts not only provide
the most precise measurement, but shape it to provide True
Understanding of Society, Markets and People.

To do this we use the best of science, technology
and know-how and apply the principles of security, simplicity,
speed and substance to everything we do.

So that our clients can act faster, smarter and bolder.
Ultimately, success comes down to a simple truth:
You act better when you are sure.



THANK YOU!

GAME CHANGERS | Ipsos
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