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60 __decibels Lean Data Insights For Living Goods

We enjoyed hearing from 278 of your Community Health
Welcome TO Workers (CHWSs) in Uganda — they had a lot to say!
Your 60dB Results
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Top Insights

92% of CHWs have not had prior access to a
support program like Living Goods'. 66% of
them reside in rural areas and 22% live below
the $1.90 per day. This indicates that Living
Goods is reaching an underserved base of
relatively less well-off CHWs. There is an
opportunity to further diversify by reaching
more low-income individuals in rural areas.

See pages /, &, and

Lean Data Insights For Living Goods

All CHWSs report improvements in quality of
life, with 86% reporting significant
improvements. Workers primarily cite
increased ability to afford household bills,
ability to afford education, and increased
savings as top quality of life improvements.
93% say the smartphone app from Living
Goods has improved their ability to carry out
their job.

See pages 13, 14, and

Living Goods has helped CHWs recover
from a negative shock and they see good
value in their support.

34% of CHWSs report having faced a negative
shock that influenced their livelihood in the
past year. Of these, 88% say that Living
Goods had a positive effect on their recovery.
All CHWs also rate the value offered by Living
Goods as ‘very good’ or ‘good’, with 86%
reporting the former.

See pages 1/ and

All CHWSs find the training provided by Living
Goods useful to their work. 98% say most or
all of the information was easy to understand
and they are able to apply it in their work. All
CHWs anticipate to use the knowledge
gained for longer than 2 years. They suggest
that Living Goods introduce more topics and
increase frequency of trainings.

See pages 21 and

80% of CHWSs would recommend the support
program to friends and family. The main
drivers of satisfaction are the free and high-
quality drugs, the free quality training, and
provision of good incentives. However, 46%
of CHWs report experiencing issues.
Resolving challenges could boost NPS and
improve Living Goods’ impact.

See pages 15, 19, 23, and
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Performance Snapshot

Poverty
Profile

Q.74

Inclusivity Ratic

Net Promoter
Score®

7T

on a -100 to 100 scale

Impact

80%
o
gquality of life
‘very much improved’

Challenges

467

report challenges

What Impact

49% mention ability to
afford household bills

21% talk about
affording education

18% report increased
savings

Usefulness of
Training

1007%

mention that the
training is useful for
their work

Lean Data Insights For Living Goods

Contribution

927%

(o]

first time accessing
service provided

Value Rating

86%
(o]
would rate the value

offered by Living Goods
as ‘very good’

Living Goods is doing an outstanding job at positively
impacting CHWs’ work and lives. There is room for
improvement in challenge rate and resolution.

CHW Veoice

“| am now able to get free medicine for my children and |
am also able to treat them when they get malaria.”
— Female, 38

Data Summary

Company Performance: 278 phone interviews to
Community Health Workers in November 2022, in
Uganda.

Quintile Assessment compares Company Performance
with 60dB Health Sector Benchmark, comprised of 28
companies, 17 countries, and 11k + respondents. Full
details can be found in

Performance vs., 60dB Benchmark

° . - TOP 20%

. - TOP 40%

- MIDDLE

- BOTTOM 40%

- BOTTOM 205
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Community Health
Workers’ Voices

We loved hearing Community Health
Workers' voices.

Here are some that stood out.

Lean Data Insights For Living Goods

“No more guarreling at home like it used to be the case
when only the man was providing for the family. Now |
can afford to buy things, and this has created a good
atmosphere in our home. We are living happily
because of Living Goods.” - Female, 37

“The incentives provided to me has made it possible
for me to purchase food for my family and do some
construction. The skills | learnt have helped me
maintain the health of my grand children.” - Male, 54

“My health is okay because of the treatment and the
disease prevention measures | take.” - Female, 48

Opinions On Living Goods Value Proposition

80% were Promoters and were highly likely to recommend

“Living Goods are treating us well by giving us free
medicine and incentives based on one's performance.
They also give us protective gears like soaps and
aprons.” - Female, 80

“Living Goods has a goed training mechanism, which
involves us interacting with other health workers and
we tend to learn a lot from each other.” - Male, 47

“Since | joined Living Goods, | have saved a lot of
money since | now treat my family on sicknesses like
malaria and diarrhea as result of the training and the
drugs that are easily accessible. This has helped us
stay healthy and strong to continue with our daily
chores.” - Female, 51

“I have gained knowledge that can help me ireat
people and am proud of that. The incentives | get help
me purchase food for my family and pay school fees.”
- Male, 43

"I now save the incentives | get, and this has enabled
me to carry out development projects.” - Male, 28

“Living Goods should organise a health camp in the
community where all community members come to
receive free education and treatment for different
ailments.” - Female, 38

“Living Goods should consider giving community
health workers in rural areas power banks to help in
charging the smart phones because power in these
areas is unreliable.” - Female, 48
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Demographics
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Availability of Alternatives

“I can not only treat the
community but also my
family members. I also
receive an incentive which
I use to support my
family.” - Male, 47
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Demographics

On average, CHWs reside in
households with 6 other members.

The majority say they live in the
countryside (66%) with the rest based
out of towns {(23%} and cities (11%).

Results in this report have been
segmented by age, tenure and area of
residence — statistically significant
differences have been reported.

We have not disaggregated the results

in this report by gender due to the
small sample of men interviewed (15).

The N value signifying sample size
may vary based on the survey logic
and the number of CHWs who chose
to skip or were unable to answer the
question.

Lean Data Insights For Living Goods Profile

95% of CHWs we spoke with were women, mostly between
30-49 years old, with an average tenure of almost 5 years.

About the Living Goods’ CHWs We Spoke With

Data relating to community health worker characteristics {n =278)

Gender Age Tenure of Engagement

95%
44 Average years Average years

68%

51%

49%

28%

5, 4%
0

29 years 30-49 50 years
Male Female ar less years ar mote <5 years = 3 years
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Income Profile

Using the Simple Poverty Scorecard®
we measured how the income profile
of your CHWs compares to the
Uganda national average.

22% of all Community Health Workers
live on less than $1.90 per person per
day, which is Uganda’s poverty line as
recommended by the World Bank. The
resulting Inclusivity Ratio against the
national average is 0.74, which is
significantly higher than the 60dB
Health benchmark of 0.35.

However, given CHWSs reside primarily
in rural areas, we also looked at the
rural Inclusivity Ratio: 0.63. Living
Goods could aim to further its reach by
serving less well-off workers in rural
areas.

Lean Data Insights For Living Goods Profile

Living Goods is doing a good job of reaching relatively less

well-off CHWS.
Income Distribution of Living Goods Relative to Uganda Average Inclusivity Ratio
% living below $xx per person / per day (2011 PPP) {n = 278) Degree that Living Goods is reaching low-
income CHWs in Uganda.
Poor Low Income Bt el = Above

T 0.4

eooo0 @ Torax

We calculate the degree to which
you are serving low-income
Community Health Workers
compared to the general
population.

1 = parity with national average

% of households

22% ‘
>1=over-serving
< 1= under-serving.
$- $1.90 $3.20 $5.50 Max See for calculation.

Living Goods workers Uganda rural LUganda national
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Support Received

CHWs were asked to list, based on
their recollection, the different types of
support they have received from Living
Goods. The results are to the right.

18% of the respondents have not
received the base training from Living
Goods and 21% do not have a
supervisor.

Lean Data Insights For Living Goods Profile

On average, CHWSs have received 10 different types of
support from Living Goods.

Support Received as Reported by CHWs
Q: What support do you receive from Living Goods? Select all that apply (n =278}

Incentives/ stipend 99%
ICCM commodities 99%
Training support
Family planning training 97%
u Other support
Smartphone 96%
Data/ Mbs/ Airtime 94%
Immunization training 94%
In-service trainings 90%
Family planning commodities Iy 90%
Average numbetr of
COVID-19 training 86% supponts received by
each CHwW =10
Base training 82%

Supervision | 75%



60 _decibels

First Access

The high percentage of CHWs who are
accessing support like this for the first
time suggests that Living Goods is
reaching an under-served base.

There are no statistical differences in
first-time access across age, tenure, or
area of residence.

Lean Data Insights For Living Goods

Profile

92% of CHWs are getting support like the one provided by
Living Goods for the first time.

First Access

Q: Before Living Goods, did you have access to support like Living Goods provides? (n =275}

Location Tenure
8% - = 8% 6% 10%
Yes
No
92% — 95% 92% 94% 90%
Total Cit Town Village < Svyears =5years
¥ g ¥ ¥
{n=275) {n=230) {n=63) {n=182) {(n=134) (n=141)

1@
Benchmarks
Relative performance analysis.
60dB Global 66%
60dB Health 54%
60dB East Africa 67%
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Availability of
Alternatives

Availability of alternatives provides
insight into the competitive landscape
and the degree to which Living Goods
is providing a scarce service.

Less tenured CHWSs are more likely to
not have access to good alternatives
compared to those who have been
with Living Goods for 5 years or more.

There are no statistical differences in
access to good alternatives across age
or location.

Lean Data Insights For Living Goods Profile

91% of CHWSs cannot easily find a good alternative to the
Living Goods’ support program.

Access to Alternatives

Q: Could you easily find a good alternative to Living Goods’ support? (n =270}

Location Tenure
5%
% : 2 10%
91% 83% 92% 90% 94% 8%
Total City Town Village <5Syears =5 years

{n =270} (n=30) (n=62) (n=178) (n=132) (n=138)

Yes
Maybe
Mo

11

Benchmarks

Relative performance analysis.

e0dB Global 69%
60dB Health 46%
60dB East Africa 72%
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“At the end of the month, I
get an incentive which I
save in our community group
and use the rest to meet
the needs of my family
members.” - Female, 53

Lean Data Insights For Living Goods

> Quality of Life
> App Effectiveness

> Resilience to Shocks

12



Lean Data Insights For Living Goods Impact

All CHWSs report an improvement in their quality of life, with
86% reporting significant improvements.

Perceived Quality of Life Change
Q: Has your quality of life changed because of Living Goods' support? Has it: (n = 278}

Location Tenure

» Got much worse
- - . - = Got slightly worse

No change

u Slightly improved

m Very much improved

Total City Town  Village = 5 years =5 years
(n=278) (n=30) (n=63) (n=185) (n=135) (n=143)

13

Benchmarks

Relative performance analysis.

60dB Global 80%

5497 companics

60dB Hesalth 76%

28 companics

60dB East Africa 83%

183 companics
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Quality of Life:
Top Outcomes

Asking CHWSs to elaborate on the
reasons for the reported quality of life
improvement and the cutcomes they
are experiencing allows us insight into
the key areas of life that Living Goods
has been able to impact.

The top cutcomes are shown on the
right. Others included:

* Improved family health (129%)

* Reduced medical expenses {(11%)

Lean Data Insights For Living Goods

Impact

When we look at CHWSs open-ended responses, we
discovered the top three reasons why they say their quality

of life has improved.

Top Outcomes for 100% of CHWs Who Say Quality of Life Improved
Q: Please explain how your quality of life has improved. (n = 278). Open-ended, coded by 60 Decibels.

mention improved ability to
afford household bills

talk about improved ability to
afford education

report increased savings

“Before Joining Living Goods, I was a farmenr,
and it was difficult to provide for my family’s
medication and basic needs, like food, as I had
no source of income and skills. Now, I can
provide for my family.” - Female, 472

“With the incentives I get from Living Goods, I
am able to support my family in terms of
providing food and payments of school fees with
ease.” - Female, 39

“I [now] treat my family members hence saving a
lot of money that I would have used to take my
children for treatment.” - Female, 27

14



Lean Data Insights For Living Goods Impact

93% of CHWs say that the smartphone from Living Goods
has improved their ability to carry out their jobs.

Perceived Change in Ability to Work Because of the Smartphone App

Q: Has the smartphone app provided by Living Goods changed your ability to carry out your job? Has it:
(n=278)

Location Tenure
- - - - ﬁ = Got much worse
5w u Got slightly worse
. . - No change

u Slightly improved

m Very much improved

r 93%

Total City Town  Village = 5 years =5 years
(n=278) (n=30) (n=63) (n=185) (n=135) (n=143)

15
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Resilience to Shocks

Of the 34% who experienced a
negative shock in the past year, 64%
say Living Goods had a significant
positive effect on their recovery.

We saw no significant differences on
experiencing shocks and company
effect on household recovery across
age, area of residence, or tenure.

Lean Data Insights For Living Goods

Impact 1€

34% of CHWSs have experienced a negative shock in the last

12 months. 88% of these say their involvement with Living

Goods helped their recovery.

Shocks Experienced by Household

Q: In the last 12 months, did your household experience a
significant event that negatively affected your ability to
manage your livelihood? {n = 275}

= No

mYes

Effect on Household Recovery

Q: Bid your involvement with Living Goods have an effect on

your recovery? (n = 83)

12%

= Significant negative effect
Some negative effect
No effect

= Some positive effect

m Significant positive effect

- 88% positive effect
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“Living Goods provides good
incentives, and the
training is good compared
to other health
institutions.” - Female, 42

Lean Data Insights For Living Goods

v vV Y VY

CHW Satisfaction
Value Offered
Training Assessment
Challenge Experience

Closing Thoughts

17
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CHW Satisfaction:
Overview

The Net Promoter Score® is a gauge of
satisfaction and loyalty. A scaore above
50 is considered excellent. A negative

score Is considered poor.

The NPS for CHWs based in the city is
higher (90Q) compared to that of those
based in towns (71) and village {76).

The NPS for CHWSs aged 50 years or
more is higher (82} than the NPS for
younger workers (75).

There were no significant differences in
NPS across tenure of interaction with
the company.

Insight

You’'re in the top 20% of our Health
benchmark for this indicator.

Lean Data Insights For Living Goods

The Net Promoter Score® for Living Goods is 77, which is

excellent and outperforms relevant 60dB benchmarks.

Net Promoter Score® (NPS)

Q: On a scale of 010, how likely are you to recommend Living Goods' support to another Community

Health Worker, where 0 is not at all likely and 10 is extremely likely? (n =278}

Location Tenure
NPS 77 a0 Fil 76 81 74
— — L4 I I
A% Ve [
139 m Detractor
17% — 16% ° 20%
Passive
= Promoter
Total City Town Village < 3years =5 year
{n=278) (n=30) (n=63) (n=185) (n=135) (n=143)

Experience

Benchmarks

Relative performance analysis.

60dB Global 43

5497 companics

60dB Hesalth 41

28 companics

60dB East Africa 40

183 companics

18
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CHW Satisfaction:
NPS Drivers

They love:
1. Provision of free and high-quality drugs

2. Good and free training

3. Provision of good incentives

“Living Goods gives free training and
free malaria drugs like zinc, which are

very helpful in treating family members.

This saves one the time taken to travel
to the health center.” - Female, 27

Lean Data Insights For Living Goods Experience 19

Promoters value the free and high-quality drugs, the free
guality training, and provision of good incentives. Passives
and Detractors ask for higher incentives.

They like: They want to see:

1. Good training 1. Higher Incentives

7. Provision of free drugs 7. Better data verification & staff treatment
But would love to see: 3. Treatment packages for adults

1. Higher incentives

“[I would recommend them] because Living “Living Goods should at least increase
Goods offers goocd training and provides their incentives because there is a lot
allowances in form of incentives to their of work and movement we make reaching
Community Health Workers.” - Female, 42 out to pregnant women and treating

children.” - Female, 52
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Value Offered

86% of the CHWSs say Living Goods’
support program is significantly
valuable. This varies by age, with older
CHWs being more likely to find the
value offered by Living Goods as ‘very
good’.

There are no significant differences on
value rating across tenure or area of
residence.

Lean Data Insights For Living Goods

All CHWs rate the value offered by Living Goods as ‘very
good’ or ‘good’.

Value Offered by Living Goods

Q: How do you rate the value offered by Living Goods’ support? (n = 278}

Age

= Very poor

Poor
Fair

m Good
m Very good

100% ‘very
good’ or
‘good'

Total <50 years =50years
(n=278) (n =200} {n=77)

Experience

29
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Training Assessment:

Effectiveness

Ease of Understanding

Q: How much of the information was easy to understand?
(n=277)

Na, none

Yes, some
= Yes, most
mYes, all

98% ‘all’ ar ‘most’
of the information
was easy to
understand

Lean Data Insights For Living Goods Experience 21

All CHWs find the training useful for their work. The content
is also easy to understand and has been applied in their
jobs. CHWSs anticipate to use apply training for 2+ years.

Training Application Training Application in the Long Run
Q: How much of the infermation did you apply to your Q: How long do you see yourself applying Living Goods'
livelihcod? (n = 278) training? {n = 272)

No, none = 2+ years
Yes, some 1-2 years
u Yes, most ® 6-12 months
mYes, all
0-6 months

96% ‘applied 'all
ar ‘most’ of the
information
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Trai N | ng ASSGSS ment- CHWSs want to see more frequent trainings on a larger
, ' variety of topics.
Suggestions

CHWs were asked for suggestions to Suggested Improvements for Training
improve Living Goods'’ training. 31% of
them did not have any suggestion for
improvement while the suggestions
made by the rest are on the right.

Q: What about Living Goods’ training can be improved? {n = 278). Open-ended, coded by 60 Decibels.

Diversify training topics 17%
Have trainings more frequently 11% “[Living Goods should] increase
| raining/ al - the number of trainings in a month
ncrease training/ transport allowance
9 P ? to at least two.” - Male, 59
Use local language for materials and training 7%
Increase the training period 7%
. ) ) i “Living goods should teach in the
Pravide reading materials/ equipment 5%

local languages that we speak in
Be time-conscious during trainings 4% our [respective] areas. This will
make it easier to understand what

Train company trainers 2% is taught.” - Female, 53

Offer regional/ online trainings 2%
Other 5%

MNathing 31%
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Challenge Experience:

Overview

CHWSs who reported challenges were
asked to state in their own words the
challenges they were facing. The top
reported challenges are on the right.

Living Goods' Community Health
Workers have a challenge rate of 46%,
which is high and places Living Goods
among the bottom 20% of the 60dB
Health benchmark.

Although not statistically different,
CHWSs based out of the East Central
region are less likely to report
challenges compared to others.

Challenges can prevent CHWSs from
realizing higher positive impact and
negatively influence their satisfaction
with Living Goods. More details on this
have been listed on the next page.

Lean Data Insights For Living Goods

Experience 23

46% of CHWs experienced a challenge with Living Goods
and they would primarily benefit from a more functional

smartphone application.

CHWs Reporting Challenges

Q: Have you experienced any challenges with Living Goods’

suppott? (n =278)

- BOTTOM 20%

Total

East Central s
(n = 28) 25%
Eastern
{n=43)

Central |
{n=195)

Other
{n =40)

Central ||
{n="72)

m No Yes

Challenges Reported

Q: Please explain the challenge(s) you have experienced (n =128).
Open-ended, coded by 60 Decibels.

“The smartphone application sometimes takes
too long to load, which is inconvenient.”
- Female, 36

“Patients sometimes report that we have not
visited them when they are called by the
organization during follow-up, and this gives
a bad image and discourages us.” - Female, 57

“The drugs I am given are not enough for the
population I serve.” - Female, 30
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Challenge Experience:
Disaggregated Insights

We checked for trends in impact and
satisfaction metrics by whether the
CHW has experienced a challenge
with Living Goods.

While the overall impact on CHWs
{*'very much improved’ and ‘slightly
improved’) does not vary significantly
based on challenges, CHWs without
challenges experience a higher degree
of impact and are significantly more
likely to report ‘'very much improved’
outcomes across metrics compared to
those experiencing challenges.

Challenges have the most significant
effect on NPS and CHWSs’ ability to
apply the training received.

Lean Data Insights For Living Goods

Experience 24

CHWs not facing challenges report a higher impact on their
work and life and a higher satisfaction with Living Goods.

Trend by CHW Challenge Experience

v

88%

81%

77%

88

"Results that are statistically significantly different are colored in yellow

Key

v

No challenges Experienced challenges
n=150 n=128

Quality of Life
% ‘very much improved’

App Effectiveness
% ‘very much impraved’

Value Offered
% ‘very good’

Net Promoter Score®
% Promoters - % Detractors

Training Understanding
% ‘all

Training Application
% ‘all
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Closing Thoughts

At the end of the interview, we asked,
as we always do, whether there was
anything else they would like to share.

48% of those we interviewed had a
suggestion for improvement, including
increasing incentives, as well as
offering more and more diverse drugs.

Lean Data Insights For Living Goods

CHWSs suggested that Living Goods should increase

incentives and offer more and diverse drugs.

Closing Thoughts

Q: Is there anything else you'd like to share related to what we’ve been talking about? (n = 278).

Open-ended, coded by 60 Decibels.

Increase incentives

Increase amount and variety of drugs
Improve smartphane app

Cffer fieldwork suppart materials
Increase/ diversify trainings

Bring back gifts/ sova flour
Reduce the targets

Increase/ offer transport allowance
Increase follow ups/ field visits
Other

Appreciation

Nothing

15%
9%
8%
7%
5%
3%
3%
3%

3%

5%
22%
30%

48% had a
suggestion for
improvement

Experience

“Living Goods should give us
medicine for all diseases and
ages, including for adults.”
- Female, 32

“The smartphone I was given by
Living Goods keeps on blacking
out, which wastes a lot of time
while using it.” - Female, 3B

“lLiving Goods should give us

protective gears like gloves,
bocots and raincocats for us to
use, especilially in the rainy

season.” - Female, 43

25
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“Now I don't buy medicine
and I've cut on hospital
visits. This saves me
money.” - Male, 48

Lean Data Insights For Living Goods

» Tenure Focus

> Location Focus

26
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Tenure Focus

While overall there are no major
differences across tenure, quality of life
improvements does vary by tenure.

More tenured CHWSs are more likely to
experience ‘very much improved’
ocutcomes than their less tenured
counterparts.

Lean Data Insights For Living Goods

Living Goods’ support program is impacting CHWs of

different tenures similarly.

Trends by Tenure

l‘ 90%

56%

+

94 %

81

82%

70%

Segmentation

4 ) = € + O ¢

< § years > S years

n=135 n=143

First Access
% accessing for first time

Quality of Life
% ‘very much improved’

Training Application
% applied ‘all’ the information

Net Promoter Score®
% Promoters - % Detractors

Challenge Rate
% no challenges

Value Offered
% 'very good’

27
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Location Focus

NPS varies with location of residence.
The NPS for CHWSs residing in cities is
higher compared to those in towns and
villages.

Lean Data Insights For Living Goods

Segmentation

Living Goods’ support program is impacting CHWs residing
in different types of localities similarly.

Trends by Location

l‘ 90%

60%

+

N

87%

80

\ 90%
N

87%

Village Town
n =185 n=63

First Access
% accessing for first time

Quality of Life
% ‘very much improved’

Training Application
% applied ‘all’ the information

Net Promoter Score®
% Promoters - % Detractors

Challenge Rate
% no challenges

Value Offered
% 'very good’

28
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What Next?

...& Appendix

Lean

Data Insights For Living Goo

ds

29
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How to Make the Most
of These Insights

Example tweets or Facebook posts to
share publicly

* All our Community Health Workers
say their quality of life has improved
since they started engaging with
Living Goods. “I have managed to
construct a house and buy sofa
chairs from Living Goods’
incentives. | am also paying school
fees for my children.” #ListenBetter
with @60 decibels

* 80% of Community Health Workers
would recommend us to a friend or
family member. #ListenBetter with
@60 decibels

* 93% of Community Health Workers
say the smartphone app from Living
Goods has improved their ability to
work. #ListenBetter with
@60 decibels

Lean Data Insights For Liwving Goods 30

Here are ideas for ways to engage your team and use these
results to fuel discussion and inform decisions.

What You Could Do Next. An Idea Checklist From Us To You :-)

O Share staff quiz —it's a fun way to fuel engagement & discussion

O Send deck to team & invite feedback, questions and ideas.
Sometimes the best ideas come from unexpected places!

O Setup team meeting & discuss what's most important, celebrate
the positives & identify next steps

O Reach a wider audience on social media & show you're invested in
your Community Health Workers — we've added some example
posts on the left

O Letusknow if you'd like us to send an SMS to interviewed
Community Health Workers with a short message letting them
know feedback is valuad and as a result, you'll be working on XYZ

O After reading this deck, don't forget to let us know what you
thought !

d

Collate ideas from team into action plan including responsibilities

O Keep us updated, we'd love to know what changes you make
based on these insights
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Living Goods performs particularly well on improving CHWSs’
guality of life. There is room for improvement in decreasing
the challenge rate.

Detailed Benchmarking
Comparison

Comparison to benchmarks can be Comparison of Company Performance to Selected 60dB Benchmarks

useful to identify where you are under- 60dB
or over-performing versus peers, and 60dB 60dB Eastern
hel t ts. We h li d . . . Global Health Africa
€Ip you setiargels. vve nave aligne Dimension Indicator Benchmark Benchmark Benchmark
your results to the s
. 1] 1 1 1
framework — see next slide. O o % live in poverty (below $1.90 line) 42 20 4t
. . Inclusivity Ratio @.81 @.35 @.73
Information on the benchmarks is o fomal
42 60 as
found below: o Y
How Much % reporting quality of life very much improved 41 47 48
Company Data = % reporting quality of life slightly improved 42 30 40
# CHYVs 278 % reporting training being useful to their work - - -
% reporting improved ability ioc work due to app - - -
60dB Global Benchmark: . . .
. What Impact % reporting ability to afford household bills - - -
# companies 587 0
# customers 264k + % reporting ability to afford education - - -
% reporting increased savings - - -
60dB Health Sector Benchmark Contribution % first time accessing [product/service] &6 54 87
# companies 28 +
# customers 1k + % saying no good alternatives are available €8 46 72
Risk o . ]
27 22 31
60dB Eastern Africa Benchmark JAN o eXperiencing challenges
# companies 183 Experience Net Promoter Score 43 41 40

# custormners 86k +
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Impact Management

Project

We take pride in making the data we
collect easy to interpret, beautiful to
look at, and simple to understand and
act upon.

We also align our data with emerging
standards of best practice in our
space, such as the

{IMP).

The IMP introduces five dimensions of
impact: Who, What, How Much,
Cantribution, and Risk.

These dimensicns help you check that
you haven't missed any ways of
thinking about, and ultimately
measuring, the positive and negative
changes that are occurring as a result
of an intervention.

ACT
MANAGEMENT
PROJECT

Lean Data Insights For Living Goods

We aligned your results to the Impact Management Project.
We're big fans of the IMP —it’s a simple, intuitive and
complete way of conceptualizing impact.

Dimension Explanation

Who The Who of impact looks at the stakeholders who experience social and environmental outcomes. All things equal, the

O impact created is greater if a particularly marginalised or underserved group of people is served, or an especially
vulnerable part of the planet protected. For the whao of impact, we tend 1o work with our clients to understand poverty
levels, gender and disability inclusivity.

What Impact What investigates the outcomes the enterprise is contributing to and how material those outcomes are to stakeholders. We

n collect most of this what data using gualitative questions designed to let customers tell us in their own words the outcomes
they experience and which are most important to them.

How Much How Much looks at the degree of change of any particular cutcome.

Contribution

4_

Risk

Contribution seeks to understand whether an enterprise’s and/ ar investor's efforts resulted in outcomes that were better
than what would have occurred otherwise. In formal evaluation this is often studied using experimental research such as
randomised contral trials. Given the time and cost of gathering these data, this is not our typical practice. We instead
typically ask customers to self-identify the degree to which the changes they experience result from the company in
guestion. We ask customers whether this was the first time they accessed a product of technology like the one from the
company, and we ask how easily they could find a good alternative. If a custamer is, for the first time, accessing a product
they could not easily find elsewhere, we consider that the product or service in questicn has made a greater contribution 1o
the outcomes we chserve.

Impact Risk tells us the likelihood that impact will be different than expected. We are admittedly still in the early days of
figuring out how best to measure impact risk — it's an especially complex area. That said, where customers experience
challenges using their product or service, we do think that this correlates with a higher risk that impact does not happen
(i.e. if a product or service is not in use then there's no impact). Hence, we lock at challenge rates (the percent of
customers who have experienced challenges using a product or service), and resolution rates (the percent of customers
who experienced challenges and did not have them resolved} as customer based proxies for impact risk.

3z
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Calculations &
Definitions

Lean Data Insights For Living Goods

For those who like to geek out, here’s a summary of some of
the calculations we used in this deck.

Metric

Calculation

Net Promoter Score®

The Net Promoter Score is a common gauge of customer/ worker
satisfaction and loyalty. It is measured through asking respondents to rate
their likelihood to recommend your service to a friend on a scale of 0 to 10,
where 0 is least likely and 10 is mast likely. The NPS is the % of respondents
rating 9 or 10 out of 10 { Promoters’) minus the % of respondents rating 0 to 6
out of 10 (' Detractors’). Those rating 7 or 8 are cansidered ‘Passives’.

Inclusivity Ratio

The Inclusivity Ratio is a metric developed by 60 Decibels to estimate the
degree to which an enterprise is reaching less well-off respondents. It is
calculated by taking the average of Gompany % / National %, at the $1.90 &
$3.20 lines for low income countries, or at the $3.20, $5.50 and $11 lines for
middle income countries. The formulais:

Zzz ([Company] Poverty Line $x)
(Country Poverty Line $x)

x=1
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Methodology

Lean Data Insights For Living Goods

278 phone interviews completed in November 2022.

Survey mode

Country

Language

Dates

Sampling

Response rate

Average time p/interview

Workers

Phone

Uganda

English, Luganda, Lusoga, Lango

November 2022

Random sample of 278 Living
Goods’ Community Health
Workers from a database of 400
Community Health Workers
shared by Living Goods.

80%

22 mins

278

Confidence Level

Margin of error

Female 2

Male 3

~80%
~3%
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Thank You For Working Let’s do it again sometime.
With Us!

60 Decibels makes it easy to listen to the people who matter most. 60 Decibels is an impact
measurement company that helps organizations around the world better understand their
clients, suppliers, and customers. Its proprietary approach, Lean Data, brings customer-
centricity, speed and responsiveness to impact measurement.

60 Decibels has a network of 940+ trained Lean Data researchers in 75+ countries who speak
directly to customers to understand their lived experience. By combining voice, SMS, and
other technologies to collect data remotely with proprietary survey tools, 60 Decibels helps
clients listen more effectively and benchmark their social performance against their peers.

60 Decibels has offices in London, Nairobi, New York, and Bengaluru. To learn more, visit

We are proud to be a Climate Positive company. @

||||||||
(((((((

We'd love to hear your feedback on the 60dB process; take 5 minutes to fill out our feedback
survey !

Thank you to Brittany Brown for their support throughout the project.

This work was generously sponsored by Bayer Foundation.


http://www.60decibels.com/
https://60db.typeform.com/feedback#entity=2022-12_Living%20Goods%20-%20Bayer%20Foundation&directoracct=UHK3SHS9L&acctowner=&contractlead=U0155TFQS7Q&projectlead=U01666K2GLW

With
medicine
a lot

school

60 _decibels

Living
and this
of money

fees

Goods,
has
that

for

I’'m given free

helped me save
I use to pay
my children.

Living Goods has provided
me with incentives that I
use to pay for:

= water
» electricity

> food

and other household items.

Ramiro Rejas

ramirofi6@decibels.com

Aayushi Kachalia

aayushi@Bldecibels.com

Cecilia Mutia

ceciliaf@BRdecibels.comn
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