


FinScope Viewing Lenses

The hypothesis focuses on the financial system in its
broadest sense and assumes all adults in a country
will fall into one of three broad segments across the
Access Strand. The segments are differentiated by
current product usage indices ranging from people
who are formally included, to those people who use
informal products and finally to those people who use
no products

The Access Strand is segmented into the following three
broad segments:

Formally
included

Financially
excluded

L

Divided into two sub-segments for more accurate
Ccross-country comparisons:

‘Formal’ products supplied by
institutions governed by a legal
precedent of any type e.g.
cheque account or funeral palicy.
Thus, a formal organisation that
must be bound by legally
recognised rules. Adults who
currently use at least one or
more of these products are
included in this segment. This is
not exclusive usage, as they can
also currently use ‘informal’
products.

Other formal
products not
supplied by a
financial
institution, e.g.
funeral policy or
store account.

Traditional banking products supplied
by a financial institution. This is not
exclusive usage, these adults can
also currently use ‘formal — other’
products or any ‘informal’ products.

Formally
included

Financially
excluded

\

Informal’ products that operate without legal Neither holders of ‘formal’ nor

governance that would be recognised e.g. burial
society or smaller savings club. Respondents who
currently use one or more of these ‘informal’ products
are included in this segment. This is exclusive usage
— the respondents in this segment cannot currently

‘informal’ products. Any
respondent who is currently not
using any of these products is
included in this segment and is

said to be ‘unbanked".

use any ‘formal’ products.

The common rationale for segmentation to be applied
across all countries is to be based on product type
rather than product descriptor i.e. formal products
versus informal products, rather than transaction
account versus saving scheme in South Africa

ACCESS STRAND OF FINANCIAL SERVICES

26% of South African adults are financially excluded —
a 2% increase in the last year

The financially excluded are more likely to be younger
than 30, and personally earn less than R500 per
month

The informally served tend to be female, earn
between R500 and R993 a month, live on tribal land,
and belong to a burial society

(h=3900) Informally served (10%)
Formally included Financially excluded
(64%) (26%)

W Banked Formally served Informally served M Not served
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THE SOUTH AFRICAN FINANCIAL ACCESS STRAND

Namibia 07

Botswana 09

Zambia '05
Mozambique 09

Tanzania '06

RSA 09

Malawi ‘08

Compared to the six other SADC countries where
FinScope surveys have been implemented, the South
African Access Strand illustrates that other countries
face significantly more challenges in moving towards
serving the financially unserved. However, the FinScope
South Africa 2009 findings clearly indicate that South
Africans are feeling the impact of the current worldwide
recession.

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

M Formal —Bank ' Formal — Other Informal M Financially excluded

South African landscape
of access

SUMMARY

The FinScope survey provides a measure and
understanding of consumer demand with regard to four
categories of financial products namely: transacting,
savings, credit and insurance products.

The landscape of access serves as an indicator to
describe:
Transactions: the proportion of the adult population
with a secure mechanism in which funds can be
deposited, transmitted and withdrawn to meet
regular transaction needs
Savings: The proportion of the adult population with a
means of accumulating money, whether on a
contractual or discretional basis
Credit: The proportion of the adult population with
funds/services having been provided in advance
against a committed repayment stream
Insurance: The proportion of the adult population with
a product/products covering a defined risk event in
return for a premium (includes life, burial, health and
short-term insurance)

LANDSCAPE OF FINANCIAL ACCESS
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The landscape of access for South Africa illustrates
consumer demand, and also the role the informal
sector plays in pushing out the boundaries of financial
access

Transaction products
100

Insurance products Savings products

Credit products




LANDSCAPE OF FINANCIAL ACCESS

Informal access is greater than formal access
Older people tend to have greater usage of both
savings and insurance products, and lower usage of
credit

Gender profiles are very similar, but it is interesting
to find that females have slightly greater access to
insurance and credit products than males

Gender
W Female Transaction products
B Male ©

Insurance products @ Savings products

Credit products

Type of financial access

Informal Transaction products
B Formal

Insurance products Savings products

Credit products

Geographic area type

B Metro Transaction products
B Other urban
M Rural

Insurance products Savings products

Credit products
R —
Age
B 16-24 Transaction products
W 25-35
B 36-59
60+

Insurance products Savings products

Credit products
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Segmentation tools in
FinScope 2009

EQLI™ summary

EQLI™ stands for Everyday Quality of Life. This is
influenced by many things — wealth, health, where and
how people live, their friends, their jobs and their
approach to life. The EQLI™ suite of measures has
multiple indices measuring all these things. Quality
of life acts as a permanent backdrop and filter to all
the information that people’s senses receive about
products and brands. It influences every decision
they make

USING THE EQLi™ APPROACH

At one level, one could say that all marketers,
communicators and decision-makers need to know
their target market's quality of life. It fundamentally
affects how people make decisions about their daily
lives. It is as fundamental as knowing their wealth
and education level. Without this basic knowledge of
where people’s lives are at, it is almost impossible
to understand their hopes, dreams, aspirations,
frustrations and obstacles in anything other than the
most superficial way. There are also some of the
indices that will have special interest to certain
people

For direct communication planning, the “State of
Mind” (SMi) and “Connectivity” (Ci) measures are
invaluable. They are also invaluable to anyone trying
to understand brand and communication dynamics at
all levels — in essence, everyone

“Health” (OHi) measures are central to the food,
beverage and related industries, to the
pharmaceutical industry, and anyone marketing any
well-being product or service — this also applies to
any media in this arena, all the medical aids, gyms
and health and fitness centres, many entertainment,
leisure and technology offerings, major retailers, and
any marketer using lifestyle-related platforms

USING THE EQLi™ APPROACH

The needs satisfaction index will have a similar broad
appeal

“Optimism” is important to anyone in the financial
arena (to marketers of durables and mator vehicles,
especially bigger ticket items, to those in the travel
industry) and to those looking to understand the
broad trend of the “consumer” market. This is allied
to the concept of “consumer” confidence, an indicator
closely tracked in most major first world countries
Technology marketers will also be interested in
urbanisation levels, connectivity and either SWB
(“Subjective Well-Being”) or state of mind

This is just a small sampling of the possibilities for the
application of this set of measures
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EVERYDAY QUALITY OF LIFE INDEX

The matrix of the quality of life index is constructed as follows:

Socio-Economic Status (SES)

Life events

Nutrition Exercise Environment
(quality of)

Health Stress Spirituality/
meaning

Emotional/
social well-being

and connectivity Cerebral/self

Basic physical/ well-being

Psychological
well-being

Subjective well-being (SWB)

OVERALL EQLi™

The above matrix is summarised in an overall quality
of life index. Broadly, there are 4 groups:

2009 2008 2007
(n=3900) (n=3900) (n=3900) (n=3900)
% | % %
Life is good 34 37 36

RELATIONSHIP BETWEEN INCOME AND
QUALITY OF LIFE

An increase in income in the lower income bands
results in a far more significant increase in quality of
life than in high income bands
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Wildfire™

WildFire™ is a key measure that reflects the need to
consider non-traditional marketing options in South
Africa. The index was developed by Neil Higgs for TNS
Research Surveys as a tool to look at viral marketing,
networks, connectivity and other elements that help
explain how information and imagery can be passed along
amongst groups ‘like wildfire!”

Wildfire™ marketing and messaging...

Is much more than just word-of-mouth, it embraces
all aspects of network, viral and influence marketing.
Combines understanding of a person’s state of mind,
personal networks and their influence over these
networks

Allows one to identify those individuals who can ignite
a brand or product concept (‘igniters’)

Uncovers a brand’'s strong areas, and helps one
understand the builders of a brand that will
encourage news of the brand to spread like wildfire

Provides science and measurability for Wildfire™
marketing strategies

Why Wildfire™ on FinScope?

[t is obvious that without being aware of
products/services people will never engage with
them. Traditional marketing techniques do not
necessarily get through to the very poor living in tribal
lands or other isolated communities

One of the strongest options is to use ‘“viral
marketing” or “word of mouth” to get the message
to this market sector. This can only be done if we
know who the brand ambassadors are — people who
would positively carry the message — we may be able
to better understand who to approach in these areas
to carry the messages/knowledge to those less likely
to see and consume above-the-line awareness
techniques

TWO TYPES OF WILDFIRE™ MARKETING

Organic

Word-of-mouth

Occurs naturally when people become Occurs when marketers
advocates because they are happy launch campaigns designed to
with a product and have a natural encourage or accelerate word-
desire to share their support and of-mouth marketing in existing
enthusiasm. or new communities. This is
the important issue for
Practices that enhance organic financial service providers —
word-of-mouth activity include: we need to find people who

will spread the word and

e Focusing on customer satisfaction knowledge.
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Impraving product quality and
Responding to concerns and
Opening a dialogue and listening to

Earning customer loyalty




THE WILDFIRE™ SEGMENTS

£

Hi Fire

Lo Fire

Burnt Outs

Hi Fire people make quicker and
more confident decisions, use
more mental shortcuts (fast and
frugal heuristics) and scan
advertising faster; they have
bigger networks and have more
visibility and influence (verbal and
non-verbal) in them — people
admire and respect them.

If they love a product or service,
expect that brand to grow and
they are kept engaged.

Lo Fire people agonise over
decisions more, are less
confident, prefer more cognitive
material in ads, read ads in more
detail; they have smaller
networks, are less visible and
have less influence in them

WILDFIRE™ SEGMENTATION IN FINSCOPE

The segmentation can be used to identify who is an
igniter in any segment (LSM, FSM, area, gender and the
like) so that these key people can be given the “message”
to spread — as long as their engagement with financial

service providers is positive

(n=3900)

Burnt outs (8%)

Damp squibs (36%)
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Financial Services Measure (FSM)

LSM DYNAMICS

What is the FSM?

The measure is designed to segment the market not
only on what they have or earn, but on key
psychological elements. This is to provide an overall
and holistic understanding of people’s engagement in
the financial services arena.

How is it different to LSM?

Apart from the clear difference of FSM being
essentially a financial services measure whereas LSM
is a living standards measure, there are a few key
structural differences that warrant mentioning. LSM
is calculated at a household level, FSM at an
individual level. LSM is highly correlated with
household income and measures things that people
have whereas FSM is not necessarily correlated with
personal income as it measures people’s perceptions
as well as the products they have. Essentially, LSM
is a “here and now" measure; FSM looks to the future
and takes into account potential future take-up in the
financial sector

2008 2007
(n=3900)  (n=3900)

LSM Input Variables
Hot running water
Fridge with/without freezer 79 80 72
Microwave oven 53 <%— 50 -=— 46
Flush toilet in house/on plot 61 62 -ee— 55
VCR in household 12 —p 18 16
Vacuum cleaner/floor polisher 12 14 13
Washing machine 29 31 29
Computer/laptop at home 13 14 12
Electric stove 75 76 69
TV setls) 87 85 —=&— 80
Tumble dryer 7 8 6
Telkom telephone 12 8 14
Hi-fi/music centre 46 —P> 53 52
*Home theatre system 17 n/a n/a
Built-in kitchen sink 41 46 43
Home security service 8 11 7
Deep freezer 16 17 17
Water in home/on stand 78 79 = 94
M-Net. and/or DSty 14 ~F— 12 <1
Dishwashing machine 3 4 8
Metropaolitan area 45 44 € 4p
Sewing machine 7 7 8
DVD player 62 62 51
House/cluster/townhouse 75 76 79
1/more motor vehicles 23 —p= 27 27
NOT a full-time domestic servant 92 94 94
No cellphone in household 14 —p 19 — 24
One cellular phone in household 21 20 22
Two/more cellphones in household 65 --— 61 -=— 54

*New item/wording changed

It appears that the use of some technology might be
in decline e.g. VCRs and hi-fi's. Also declining is
household ownership of security services and
vehicles. Increases are seen in ownership of
microwaves, TVs, DStv and cellphones

INCOME BY LSM AND FSM
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LSM 1 and 2 have seen a decrease in their household
monthly incomes and LSM 1, 3, 4 and 5 in personal
monthly income

There has been very little improvement in overall
personal and household incomes, showing that
people are not any better off financially




AVERAGE INCOME BY

Average
Personal Monthly

Income
n=2568 R2 069
n=26* R604
n=102 R718
n=148 R755

n=572 R1 132

R3 440
R4 066
R6 992
R11 919

** Caution: Extremely small base size

Average
Household
Monthly Income
R5 942
R1 367
R1 343

R2 178

R3 436

R9 719
R13518
R17 772
R28 823

AVERAGE INCOME BY FSM

Average
Personal Monthly
Income

n=2568  R2 069
n=236 R359
n=382 R519
n=403 R755

NI

n=397 R2 369
n=259 R6 572

n=135 R12572

Average
Household
Monthly Income
R5 942
R2 208
R3 279

R3 337

R6 301

R12 624
R26 265

2008 -LSM

n=2677  R2096 R5 725

n=24* R634 R1 629

n=92 R594 R1 466

n=157 R799 R2 008

R772 R2 103

R1 029 R3 356

R2 692 R7 630

n=496

R3 729 R9 695

RS 722 R16 842

R10 969 R26 268

2008 - FSM

Average Average

Sample
Size

Income Income

n=2677  R2096 R5 725

n=244 R371 R2 211

n=351 R439 R2 747

n=387 R928 R2 935

R1 361 R4 123

Re 258 R6 040

R7 134 R14 391

n=496

n=259

n=143 R11240 Re3 221

WHAT DOES THE FSM COVER?

The FSM measure classifies people into eight tiers
based on a variety of measures

The model includes the combination of five broad
components:

Financial
penetration

Physical

Connectedness access to

Financial
knowledge
and control

Financial
discipline
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WHAT ARE THE SIZES OF THE FSM SEGMENTS?

FSMs are based on key elements relating to the
financial and emotional experiences of people,
therefore minor movements are expected

The end goal is to substantially reduce the number
of people in the lower tiers by increasing their
awareness, knowledge and discipline in the use of
financial products

There is limited change in the FSM segments overall
— a slight movement up the continuum is evident

2009 (n=3900)
15.6 12.1 3.4
2008 (n=3900)

s Poied | 0 L .9
2007 (n=3900)
14‘3 7.4 3.2

HMFSM1 mF

SM2 ®FSM3 FSM4 m FSM5 FSM6 ™ FSM7 m FSM8

The FSM tier components

COMPONENTS OF THE FINANCIAL PENETRATION
INDEX

Products  originally — assigned using  Burt
matrix/correspondence map and scree analysis
New products added with FinMark Trust/

TNS Research Surveys and syndicate input and
validated in analysis

Respondent is assigned maximum tier into which
they fall (per row) and their FPi is calculated as an

average of their three assigned tiers

Miscellaneous

Tier

Savings and

Insurance
Investments

products

Burial society
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ATM card, savings books,
savings/trans. account,
borrow from employer,
borrow from co-operative
bank

Current/cheque account,
credit card, cellphone
banking, bank home loan,
deposit ace, personal loan
from big banks, borrow
money from insurance
company

Invest in cattle/ livestock,
co-operative/ village bank
savings

Collectables, invest in
another home/property,
invest/run own business

Funeral policy/ cover from
any place (except burial
society)

Any type of asset
insurance, travel/ taxi
commuter insurance, legal
insurance, debtor's
insurance




CHANGES IN THE FINANCIAL PENETRATION INDEX

Slight shifts in the financial penetration tier;
movements have been balanced by the decline in
banking at the lower end (increase in size of tier 2)
coupled with an increase in insurance and store cards
(increase in tier 5 and B)

2009 (n=3900)
-
2008 (n=3900)
2007 (n=3900)

26 26 18 14 . I

M Ter1 M Ter2 M Ter3 Tier4 M Tier 5 Tier6 M Tier7 M Tier 8

CHANGES IN THE PHYSICAL ACCESS INDEX

An increase in the unbanked population has driven
the increase in tiers 1 — 3. Amongst the banked
market, access does appear to be improving

2009 (n=3900)
vl = 12 n 15 “ 5
2008 (n=3900)
— - I T
2007 (n=3900)
‘| - B

M Tier1 M Ter2 M Ter3 Tier4 M Tier5 Tier© M Tier7 M Tier 8

According to the algorithm, financial access tiers 1 — 3
represent the unbanked; therefore an increase in
unbanked respondents results in an increase in these
tiers

CHANGES IN THE FINANCIAL DISCIPLINE INDEX

People are feeling less optimistic about savings and
are moving back into cash-based transactions. Overall
sentiment has shifted towards greater risk aversion.
This has led to an increase in the lower tiers

2009 (n=3900)
o - B O
2008 (n=3900)
2007 (n=3900)
o -

M Tier1 M Ter2 M Ter3 Tier4 M Tier5 Tier6 M Tier7 M Tier 8

These are derived from psychographic statements
regarding respondents’ financial discipline




CHANGES IN THE FINANCIAL KNOWLEDGE AND
CONTROL INDEX

There has been a worrying increase in the size of tier
2 and a decrease in the size of tiers 5 and 6. People
are displaying greater concerns about daily living and
access to credit and less savings behaviour

2009 (n=3900)
3 B
2008 (n=3900)
;=
2007 (n=3900)

15 24 17 15 - 3

M Tier1 M Tier2 M Ter3 Tier4 M Tier5 Tier6 M Tier7 M Tier 8

These are derived from psychographic statements
regarding respondents’ knowledge of financial matters

CHANGES IN THE CONNECTEDNESS AND
OPTIMISM INDEX

Unsurprisingly, people are feeling less optimistic than
they were one year ago

2009 (n=33900)
H - I

2008 (n=3900)
'

2007 (n=3900)

|.

M Tier1 M Tier2 M Ter3 Tier4 M Tier5 Tier6 M Tier7 M Tier 8

These are derived from psychographic statements
regarding respondents’ overall well-being and proximity
of their life to the ideal

COMPONENTS OF THE CONNECTEDNESS AND
OPTIMISM INDEX — KEY CHANGES

There is a noticeable drop in levels of optimism, with
people claiming to both have lower levels of energy
and engage in a variety of activities

%
55

53
28
Varied life with lots of activities - 32
29

2009 (n=3S00)
W 2008 (n=3900)
W 2007 (n=3900)




FSM SUMMARIES — WHO ARE THESE PEOPLE?

Statistics are to be read as column percentages
Example 1: In 2009, 88% of the South African
population in FSM 1 were black

FSM 1 -12%

Size: 12%

Race

Black

White

Coloured

Asian

Gender % % %
Male 50 51 51
Female 50 49 49
Age % % %
16-17 8 4 7
18-29 40 43 43
30-44 27 28 22
45-59 10 8 12
60 + 14 16 16
Banking level % % %
Currently banked 2 1 1
Previously banked 21 21 19
Never banked 77 78 80
LSM: % % %
1-2 17 30 25
3-4 36 29 49
5-6 42 35 22
7-8 5 5 3
9-10 1 1 1
Personal monthly income: % %
No Income 44 47 43
R1 - R499 23 22 27
R500 - R999 11 22 21
R1 000 - R1 999 15 5 6
R2 000 - R3 999 1 3 1
R4 000 - R7 999 0 0 0
R8 000 + 0 0 0
Refused/Don't know 6 2 2
Geographical area: % % %
Urban formal 39 41 29
Urban informal 9 10 4
Rural formal 10 9 9
Tribal land 43 40 59

FSM 2 - 20%

Size: 20%

Black

White

Coloured

Asian

Gender

Male

Female

Age

16-17 10 13 8
18-29 47 44 46
30-44 26 27 20
45-59 8 8 15
60 + 9 9 11
Banking level % % %
Currently banked 12 10 "
Previously banked 20 15 21
Never banked 68 75 68
LS. % % %

10 14 20
33 43 47
50 38 25

©o|/Nofw =
]
- oo s kg

- 6 5 6
-10 1 1 1
Personal monthly income: % % %
No Income 42 35 39
R1 - R499 24 27 26
R500 - R999 9 21 23
R1 000 - R1 999 15 8 7
R2 000 - R3 999 2 3 0
R4 000 - R7 999 1 0 0
R8 000 + 0 0 0
Refused/Don't know 7 6 5
Geographical area: % % %
Urban formal 40 37 29
Urban informal 10 7 5
Rural formal 10 9 12
Tribal land 39 47 53
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FSM 3 - 16%

Size: 16% 2008 | 2007
(n=531) | (n=445)

Race % % %
Black 85 84 87
White 3 3 3
Coloured 10 12 8
Asian 2 1 2
Gender % % %
Male 47 45 47
Female 53 55 53
Age % % %
16-17 8 7 6
18-29 39 38 41
30-44 31 33 26
45 -59 10 10 15
60 + 12 11 12
Banking level % % %
Currently banked 45 50 49
Previously banked 10 10 15
Never banked 45 40 36
LSM: % % %
1-2 11 12 12
3-4 32 40 43
5-86 49 36 35
7-8 6 9 8
9-10 3 3 2
Personal monthly income: % % %
No Income 27 24 25
R1-R489 21 19 20
R500 - R999 14 20 29
R1 000 -R1 999 23 16 13
R2 000 - R3 999 8 7 7
R4 000 - R7 999 1 4 1
RB 000 + 0 0 1
Refused/Don't know 8 9 5
Geographical area: % % %
Urban formal 39 41 43
Urban informal " 6 12
Rural formal 8 8 6
Tribal land 41 45 39

FSM 4 - 16%

Size: 16% 2008
(n=577)

[Race % | % | %

Black 81 83

White 8 6

Coloured 9 10

Asian 2 2

Gender % %

Male 49 43

Female 51 57

Age % %

16-17 3 3

18-29 40 40

30-44 35 36

45-59 9 10

60 + 12 11

Banking level % %

Currently banked 84 87

Previously banked 6 4

Never banked 10 8

LSM: % %

1-2 3 5

3-4 25 33

5-6 57 48

7-8 11 12

9-10 5 3

Personal monthly income: % %

No Income 16 13

R1-R499 14 17

R500 - RS89 15 22

R1 000 - R1 999 24 19

R2 000 - R3 999 14 16

R4 000 - R7 999 4 4

R8 000 + 2 1

Refused/Don't know 11 10

Geographical area: % %

Urban formal 51 49 54

Urban informal 12 11 11

Rural formal 9 8 9

Tribal land 29 32 27




FSM 5 - 14%

Size: 14% 2008 | 2007
(n=695) | (n=661)
Race % % %
Black 73 76 77
White 11 12 11
Coloured " 10 8
Asian 5 3 4
Gender % % %
Male 48 46 45
Female 52 54 55
Age % % %
16-17 1 2 1
18-29 38 40 40
30-44 40 39 26
45-59 12 1M 19
60 + 8 7 12
Banking level % % %
Currently banked 98 98 96
Previously banked 1 0 2
Never banked 1 1 2
LSM: % % %
1-2 3 2 2
3-4 16 21 20
5-8B 54 47 48
7-8 19 20 24
9-10 8 10 6
Personal monthly income: % % %
No Income 9 8 9
R1 - R499 9 13 12
R500 - R999 10 13 14
R1 000 - R1 998 19 17 22
R2 000 - R3 999 23 21 19
R4 000 - R7 998 11 13 8
R8 000 + 3 3 3
Refused/Don't know 16 12 12
Geographical area: % % %
Urban formal 56 65 66
Urban informal 10 1M 12
Rural formal 7 7 4
Tribal land 27 17 18

FSM 6 - 12%

Size: 12%

Race | 5

Black 65

White 20

Coloured 10

Asian 5

Gender %

Male 50

Female 50

Age %

16-17 0

18-29 30 32 33
30-44 40 42 40
45-59 15 15 18
60 + 14 10 8
Currently banked 100 100 100
Previously banked 0 0 0
Never banked 0 0 0
1-2 1 1 2
3-4 6 11 10
5-6 47 40 43
7-8 26 29 27
9-10 20 19 19
No Income 4 3 6
R1 - R499 4 5 3
R500 - R999 4 9 12
R1 000 - R1 999 15 9 13
R2 000 - R3 999 24 23 23
R4 000 - R7 999 17 20 16
R8 000 + 8 11 7
Refused/Don't know 24 20 20
Urban formal 74 71 75
Urban informal 7 9 9
Rural formal 2 5 3
Tribal land 17 15 12
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Size: 8% 2008 | 2007
(n=407) | (n=430)

Race % % %
Black 55 51 46
White 30 34 38
Coloured 9 7 "
Asian 6 7 5
Gender % % %
Male 46 53 52
Female 54 47 48
Age % % %
16-17 1 0 1
18-29 21 24 25
30-44 51 51 34
45-59 15 14 28
60 + 12 11 11
Banking level % % %
Currently banked 100 100 100
Previously banked 0 0 0
Never banked 0 0 0
LSM: % % %
1-2 0 0 1
3-4 2 3 4
5-86 34 30 26
7-8 31 30 31
9-10 34 38 37
Personal monthly income: % % %
No Income 2 4 5
R1-R499 2 0 5
R500 - R999 3 6 4
R1 000 - R1 999 8 8 7
R2 000 - R3 999 14 10 10
R4 000 - R7 999 23 24 17
R8 000 + 22 22 16
Refused/Don't know 27 24 35
Geographical area: % % %
Urban formal 85 86 86
Urban informal 4 3 7
Rural formal 3 6 2
Tribal land 9 5 6

Size: 3%

Race | %

Black 24

White 60

Coloured 9

Asian 8

Gender %

Male 57

Female 43

Age %

16-17 0

18-29 19 13 8

30-44 51 51 47

45-59 21 19 27

60 + 8 17 | 18 '"”

|
Currently banked 100 100 100 “"“
Previously banked 0 0 0 “"’“
Never banked 0 0 0 “
A
1-2 0 0 0

RN |l
i
7-8 20 21 30

9-10 65 70 59 “‘ "
Personal monthly income: % % % B

No Income 2 3 2

R1-R499 0 0 1

R500 - R999 0 0 1

R1000-R1 999 2 2 2

R2 000 - R3 999 4 3 4

R4 000 -R7 999 16 17 9

R8 000 + 39 34 33

Refused/Don't know 37 42 49

Geographical area: % % %

Urban formal 97 97 93

Urban informal 0 0 2

Rural formal 3 1 0

Tribal land 0 2 4
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The way forward...

Understanding the behaviour of people, either as
individuals or as small business owners, is an ongoing
process requiring perpetually rigorous research. As
FinScope grows in content and methodology, expanding
into the rest of Africa, its value increases exponentially.
Studies have been piloted in Lesotho and Swaziland,
completed in Kenya, Uganda, Tanzania, Zambia,
Botswana, Namibia, Rwanda, Malawi, Nigeria and
Mozambique and are currently underway in Ghana.
Negotiations with Sudan for the first FinScope survey are
happening. Cross-country comparisons and sharing of
findings will be key to assisting ongoing growth and
strengthening of developing financial markets.

The work on developing segmentation models to enhance
common understanding across the African continent
continues.

FinScope South Africa 2009 reflects the market and its
dynamics.

This brochure only scratches the surface of the survey
findings and a full exploration of the dataset is
recommended. Having access to the datasets is the only
way to maximise the wealth of information available to
those interested in promoting policy or products across
the African continent.

Please contact us on +27 11 315 9197 to ensure your
access to the gold of FinScope!

[ First cycle
Repeat cycle
I Potential first cycle

l’;’ ,

Swéand

Le:
South Africa
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TNS Research Surveys (Pty) Ltd

TNS Research Surveys (Pty) Ltd (TNS) has been the
primary research service provider since the inception of
FinScope in South Africa in 2003.

Their continuous involvement has enhanced TNS's
understanding of the financial landscape; ensuring better
understanding of the financial sector issues with which
syndicate members and TNS’s clients are faced. Through
their involvement TNS has been able to address and
understand some of the bedrock perceptions in the South
African financial landscape, particularly amongst the
often under-researched people in lower income tiers.

TNS is a global market information and insight group. Its
strategic goal is to be recognised as the global leader in
delivering value-added information and insights that help
its clients make more effective business decisions.
FinScope aids this strategic goal by creating whole
category understanding for TNS's financial sector expert
teams.



FSM by demographics

(n=3900)
° o Informal
Informal work
Urban informal e - FSM 4 FSM 5
| o ) I
Money from others Some high school/matric Formal ® Technical qualification
Government grants @ ° L4 L4 i
s I\f Mg 18-20 o _cooured 3044 FSME® © Asan ey Formal employment Axis 1
| ou+ i [\)
Trlbal_land Rural formal 45-59@ ® Some tertiary m FSM7 ® Pension/returns 89.1%
Not working & FSM 2 Urban formal
||
° FSM 1
Some primary/primary complete
o @ Noformal education
16-17 ® Tertiary completed
Whitt ® " m FS\ 8
@ Don't get money
e W =_Correlation < 0.50 Axis 2 7% Inertia = 0.23
Financial behaviour — reasons why not done
(n=3900)
= Not important
Know amount spent on regular payments ® @ Ensure spend is within budget
® Keep track of the money spent/received
® Review budget in line with income changes/planned expenses
Have a monthly or weekly budget @ L] Other reason = Don’t want to
Axis 1
75.1%
m _Does not apply ® Have a last will or testament

® (Check salary slips to ensure payment amount and UIF deductions are correct
® Compare interest rates/terms when deciding where to borrow money

® Check statements, interest rates and instalments on credit and store cards

[}
Compare interest rates/benefits when deciding where to save money

=\ Don’t know how

® W = Correlation < 0.50 Axis 2 16.8% Inertia 0.03%

57




FSM by financial activities done

(n=3900)

B FSM 5

Check salary slipsfo ensure correct
payment ameunt and UIF de.ductions Know how much is-spent on regular payments

o MFSM 4 HFSM 3
° Keep track of the money spent and received

Ensure spend is within budget ®

® FSM 6

o ® Review budget in line with income changes and planned expenses
Have a monthly or weekly budget

W FSM 7
@ Check statements, interest rates and instalments on credit and store cards

® Compare interest rates/benefits when deciding where to save money

|
FSM 8 @ Have a last will or testament

o Compare interest rates/terms when deciding where to borrow money

e MW =Correlation<0.50 Axis2 8.4%
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W FSM 2 90.6%
® None
B FSM 1
Inertia = 0.04
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