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Executive Summary
Purpose
This report presents the findings from the endline research for Ubongo, one of the two Cohort 3 businesses
selected for the SPRING Impact Evaluation. The evaluation uses a quasi-experimental difference-in-differences
design to draw conclusions about the impact of the prototype and learning for the SPRING programme.

Ubongo and Business Prototype
Ubongo is a non-profit1 social enterprise2 that produces multi-platform ‘edutainment’ for children in Africa. Ubongo’s
programming includes Ubongo Kids, a cartoon series promoting problem-solving, STEM3 learning and gender
equality to children. Prior to SPRING, Ubongo Kids was regularly reaching an estimated 2.2 million unique girl
viewers / listeners aged 10-19 in East Africa (Tanzania, Kenya, Rwanda and Uganda). 4
Ubongo’s SPRING prototype is ‘Ubongo Impact’, a behavioural change content creation and distribution model
marketed to co-production partners using Ubongo’s existing platform and capabilities. For SPRING, Ubongo
developed three new episodes on financial literacy: Earning, Saving and Budgeting. Each episode communicates
social and emotional learning (SEL) and science, technology, engineering and maths (STEM) objectives. These
objectives are supported by specific knowledge, attitudinal and behavioural aims that are relevant to each financial
literacy theme.

Evaluation Design
The impact evaluation uses a quasi-experimental difference-in-differences design, employing treatment and
comparison groups, to determine the effect of the Ubongo financial literacy episodes on outcomes of interest. The
impact evaluation tests Ubongo Impact’s Theory of Change at impact level by seeking to attribute the impact of
watching three, 20-minute financial literacy episodes on related knowledge, attitudinal and behavioural indicators
amongst the target audience of adolescent girls aged 10-18. To evaluate attribution, the impact evaluation was
conducted with participants in a treatment group who were exposed to the Ubongo Impact financial literacy
episodes and a matched comparison group who were exposed to unrelated Ubongo Kids episodes. The evaluation
also included 18 in-depth interviews with treatment group girls to further explore how the episodes have achieved
learning, earning, saving and well-being related impacts.
Data collection took place in three counties in Kenya – Nairobi (urban), Kilifi (peri-urban) and Kwale (rural) – with a
sample of 420 girls across 18 public day schools.
Data was collected at three points in time:

•

Pre-episode viewing (baseline) (January 2019)

•

Post-episode viewing (January 2019)

•

Endline (May 2019)

In a number of countries SPRING works with “non-profits”. In many cases this does not mean that the entity cannot generate a profit, but
rather that the profit must be used within the entity’s operations, rather than being distributed to shareholders.
2
Ubongo has two income streams and is moving increasingly towards the latter; grant (traditional donor) revenue and B2B co-production
partnerships. In the latter, a client (perhaps a philanthropic foundation or an international development agency) will partner with Ubongo as their
communications agency. The purpose will be to assist in spreading the client’s message ofnte on a particular social issue, (malaria treatment,
GBV, WaSH, etc).
3
Science, Technology, Engineering and Mathematics
4
This figure is based on the percentage of household viewers / listeners who have at least one adolescent girl in their household. Two datasets
were used to compute girl reach figures: 1) The Kantar Geopoll Media Measurement service (KGMM) was used to calculate the total number of
households viewing Ubongo – KGMM provides viewership data every half hour for each TV station in Ubongo’s key markets (Tanzania, Kenya,
Uganda and Rwanda). 2) The number of adolescent girls was calculated using IPSOS Omnibus Survey data (2017).
1
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Evaluation Questions
The impact evaluation is guided by the overall SPRING impact-level evaluation questions outlined below, and by a
set of more specific evaluation questions that link with the SPRING impact pillars of Learning, Earning, Saving and
Well-being as applicable to this study.

Key Findings
Findings are analysed along the four impact areas of Learning, Earning, Saving and Well-being, and were drawn
from the analysis of the quantitative and qualitative data gathered during the course of the evaluation. The analysis
has been conducted on i) an aggregate level by comparing the entire sample of treatment and comparison girls,
and ii) by specific sub-groups. Sub-group analysis5 examines trends by age (10-12, 13-14, 15-18) and locality
(urban, rural, peri-urban) to tease out the different effects of the episodes on different audiences.
The findings moreover present both short-term (baseline to post-episode viewing) and longer-term (baseline to
endline) effects to determine the sustainability of outcomes.
Learning
Understanding and knowledge of using percentages to make savings plans
The evaluation included a number of questions assessing whether girls had improved their knowledge and
understanding of percentages. For the sample as a whole, there was no significant impact on treatment girls’
understanding of percentages. This is perhaps unsurprising as the saving episode did not set out to teach
percentage concepts directly, with only a small part of the storyline focusing on explaining what percentages are.
The storyline did however place emphasis on how percentages can be used practically to help decide how much
money could be set aside for saving. When presented with scenario-based percentage problems, positive and
statistically significant impact was found for younger girls (aged 10-12) who were more able to correctly answer the
scenarios after watching the savings episode.
Understanding and knowledge of earning scenarios
The earning episode portrayed practical examples of earning money towards achieving a goal. There were no
statistically significant changes for treatment girls after viewing the episode or three months later at endline.
Understanding and knowledge of preparing a budget
The budgeting episode relayed the concept of budgeting as a plan for how you want to spend money on things you
need for a project. When comparing pre- and post-episode viewing results, girls’ understanding varied by age
group. In the short-term, younger girls (aged 10-12) experienced a statistically significant decrease in
understanding, while girls aged 13-14 experienced a statistically significant improvement. Nevertheless, these
changes did not persist to endline.
When asked to identify different elements that make up a budget, peri-urban girls were more able to identify
different elements that make up a budget, as was portrayed in the budgeting episode. Qualitative interviews also
found that the budgeting episode had a practical impact on girls and provided budgeting skills that they could apply
in other aspects of their lives, such as when shopping or advising others on spending money.
Understanding of the difference between wants and needs
There was evidence that the budgeting episode was effective in developing an understanding of the difference
between wants and needs. Girls aged 13-14 showed a statistically significant improvement after watching the
episode, and all treatment girls showed statistically significant improvement in the longer-term. When measured at
endline, girls who watched the budgeting episode were overall more able to correctly distinguish needs from wants.

5

In sub-group analysis, the respective sub-segments of the treatment and comparison groups are compared. For example, when determining
the effect of the episodes on urban girls, the change in performance of urban girls in the treatment group is compared to that of urban girls in the
comparison group.
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Box 1. Summary of Learning
In summary, the Ubongo financial literacy episodes each showed evidence of being able to provide learning
that influenced different segments of their target audience’s knowledge and understanding of saving and
budgeting concepts. In turn, this can equip girls with skills that they are able to apply in their lives which
highlights the potential Ubongo episodes have for providing practical life-skill learning.
Earning
Understanding the concept of money and earning money
There is evidence that the Ubongo earning episode had both short-term and longer-term impacts on specific
sample sub-groups. After watching the Ubongo earning episode, rural girls showed an improvement in their shortterm understanding of money as representing a value to trade with, as was portrayed in the episode. At endline,
older girls (15-18) showed improvement in their longer-term understanding.
After watching the Ubongo earning episode, girls aged 13-14 showed improvement in their understanding of the
purpose of money being to exchange skills or products for things they actually need or want. This suggests that this
particular message was pertinent to girls at this age as they are developing and deepening their understanding of
the purpose and function of money.
Earning activities (past, present, future)
Rural girls were more able to accurately identify earning activities from a list after watching the Ubongo earning
episode, suggesting that the storyline had effectively portrayed different earning activities.
After watching the Ubongo episode, girls were also able to list more of their own examples of earning money
compared with baseline. The treatment effect was strongest for urban girls and for older girls (15-18), suggesting
that they were able to relate quickly to the content, possibly because they were already exposed to examples of
earning money in their daily lives.
The earning episode had a positive impact on younger girls (10-12) reporting that they had ever earned money or
something else, when comparing baseline and endline results. The earning episode portrayed practical examples
of earning money (e.g. washing clothes) which could have influenced these younger girls’ understanding,
particularly if they had not done anything to earn money before.
The earning episode also had a positive impact on urban girls reporting that they were currently earning money or
something else like sweets. This could be influenced by exposure to a higher number of earning opportunities in
the context of their daily lives, compared with peri-urban and rural girls.
Seeing value in earning money
Sub-group analysis found evidence of changes in individual attitudinal and understanding statements including for
peri-urban girls agreeing that earning is a way of trading hard work for money, and rural girls agreeing that it pays
to work hard to earn money. Older girls (15-18) also showed short-term positive changes regarding their perception
that they should not be given money for things freely and that it pays to work hard to earn money. Girls aged 13-14
also changed their perception around money being handed out for free, indicating instead that they think one
should work hard to earn money on their own. These differences suggest that older girls are more likely to
understand the value of earning, highlight the fact that content messaging resonates differently with different
audience segments.
Box 2. Summary of Earning
In summary, there is evidence that the Ubongo earning episode led to specific audience segments improving
their understanding of where money comes from, its purpose and what you have to do to earn it. In addition, the
earning episode had an impact on rural girls’ knowledge of earning activities, younger girls’ self-reported
participation in earning activity during the study and urban girls’ self-reporting that they were currently
undertaking earning activities. Evidence also suggests that the episode helped influence older girls’ (15-18)
perception around the need to work hard to earn money. These findings suggest that the Ubongo earning
episode is able to promote earning-related behaviours that will provide girls with valuable experiences to
support how they value earning money, and potentially enhance their employability as they get older through
participating in earning activities.
However, none of the pre-post changes were sustained in the longer-term, suggesting that, given the limitations
of this study, the intervention’s influence on behaviour change is limited to the extremely short-term.
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Saving
Understanding the concept of saving
There was no significant impact on treatment girls’ understanding that saving money means to put money to one
side to save towards a future goal, as was portrayed in the episode.
Planning and executing a saving plan to achieve a goal was a key theme portrayed throughout the saving episode.
Younger girls (10-12) responded particularly well to the Ubongo saving episode, with a significant increase found in
the treatment group’s confidence that they know how to make a plan to save money, both in the short- and longerterm. This increase in confidence could also be influenced by younger girls not having as much exposure to saving
concepts and opportunities to save when compared to older girls.
Saving activities (past, present, future)
Rural girls reported an increase in their prior saving activity when comparing baseline to endline. This suggests that
the saving episode had stimulated their saving behaviour more than peri-urban and urban girls who may have
greater ongoing exposure to earning and hence saving opportunities in their daily lives.
Regarding the intention to join a savings club or to regularly save, girls aged 13-14 were more likely to agree with
this statement following episode viewing. The trend, however, did not persist to endline.
Seeing value in saving (importance, benefit, motivation)
Urban girls in the treatment group were more likely to agree that saving money was important for planning for the
future. Qualitative interviews with girls in the treatment group also found that urban girls more commonly
understood that saving was for everyone, compared with rural girls who indicated that saving is only for adults who
have money. The qualitative interviews conducted with treatment girls at endline found that the Ubongo saving
episode has made girls more aware that ‘everyone can save even with little money’ and that ‘you shouldn’t wait to
start saving until you have a lot of money’. These findings reflect the saving-related messaging that was carried in
the episode, highlighting the potential for Ubongo to engage girls with saving and other financial literacy-related
topics.
Box 3. Summary of Saving
In summary, the analysis found evidence that the Ubongo saving episode had a positive effect on different
segments of the girl audience’s understanding of saving and their self-reported saving behaviours. However,
positive effects were not found for all girls, suggesting that content should be designed to address the differing
needs of the target audience, for example by tailoring it to younger or older girls, or rural, peri-urban or urban
girls.
Well-being
Budgeting / smart spending activities (past and future intentions)
Peri-urban girls more positively rated the likelihood that they would prepare a budget for things they needed for a
project after watching the budgeting episode. This indicates that the episode influenced not only these girls’
understanding of the concept of budgeting, but how they may budget in practice.
Budgeting as a life tool
Urban girls in the treatment group were able to give practical examples of how budgeting skills would apply and be
beneficial to them later in their lives, for example planning for home management and for university fees.
Girls in the treatment group provided qualitative evidence that the Ubongo financial literacy episodes had improved
their confidence, by helping them learn about setting goals and working hard to achieve them. They also shared
how the episodes had strengthened their belief in their own ability to become financially independent and cope with
economic emergencies. Similarly, qualitative interviews showed how treatment girls are providing advice and
encouragement to others to help them achieve their goals, including how to spend and save money wisely. These
examples resonated with messages that were portrayed in the Ubongo Impact episodes such as themes of
support, planning and setting goals, and encouraging others.
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Box 4. Summary of Wellbeing
In summary, the Ubongo Impact financial literacy episodes have shown that they have the potential to
contribute to the well-being of girls by providing them with financial literacy-focused skills including budgeting,
setting goals for saving, getting earning experience and providing encouragement and support to others to do
the same. Girls demonstrated that increasing their knowledge and confidence in these areas helped them
prepare for economic emergencies, and had the potential to help them stay in school by having money set
aside to cover school fees if needed. There were elements of each individual episode that encouraged wellbeing for girls by developing skills they can apply in their lives and increasing their confidence.

Conclusions and Recommendations
The themes of the Ubongo Impact episodes, although exclusive to each episode, also overlap and collectively
there is evidence of their contribution to supporting the well-being and safety of girls by developing their financial
confidence, ability to plan and set goals, support each other and identify opportunities to earn and save money.
It is important to highlight that the positive effects that were found for each episode were mostly found for
specific audience sub-groups, rather than applying to the overall target audience of 10-18-year-old girls in rural,
peri-urban and urban areas. This indicates that there is not a one-size-fits all approach for developing content
and messaging that will influence the audience’s knowledge, perceptions and behaviours as a single and
homogeneous group. Rather, the needs of the audience differ based on age and daily living contexts, and these
needs must be considered carefully, and where necessary, through formative research as future financial literacyrelated content is developed.
It is also important to acknowledge that the themes covered by the Ubongo financial literacy episodes do not exist
in isolation to other initiatives, whether within or outside of school, seeking to engage girls in learning activities that
develop their related academic skills (e.g. mathematics) and life skills. What the Ubongo financial literacy episodes
have shown is their potential to influence knowledge, perceptions and behaviours on financial literacy topics. In
combination with any additional learning initiatives that the girls may engage with, the episodes have the potential
to build girls’ financial literacy, confidence and equip them with skills to apply in their lives as they get older.
It is recommended that Ubongo consider which target audience segment or segments have the strongest potential
to learn from different aspects of their content and develop storylines and messaging that targets these needs. The
financial literacy needs and contexts of older and urban girls differ to those of younger rural girls, as do those of
richer and poorer girls where research shows that there remains a gap between rich and poor in terms of being
financially included in Kenya.6
Influencing attitudes was harder to achieve through a single exposure to an Ubongo Impact financial literacy
episode, which is to be expected. In order to further enhance audience impact, it is recommended that key
messaging is carried throughout different episodes to reinforce certain attitudes and behaviours.

6

https://s3-eu-central-1.amazonaws.com/fsd-circle/wp-content/uploads/2019/07/24103612/2018-FSD-Kenya-Annual-Report_UPDATED1.pdf
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1 Context
1.1

Purpose and structure of this document

This report presents the findings from the endline research of Ubongo Media (‘Ubongo’), one of the two businesses
from Cohort 3 selected as part of the SPRING Impact Evaluation. The evaluation utilises a quasi-experimental
difference-in-differences design and qualitative key informant interviews to draw conclusions about the impact of
three Ubongo financial literacy episodes on girls aged 10-18 learning, earning, saving and on their well-being.
The report is divided into the following sections.

•

Section 1 provides an introduction to Ubongo and their SPRING prototype, as well as an overview of the
impact evaluation methodology.

•

Section 2 presents the research findings in line with Ubongo’s girl impact pathways, mapping the findings
across the impact pillars of: Learning, Earning, Saving and Well-being. The section also reviews
unintended consequences and contextual considerations in attribution.

•

Section 3 presents the conclusions of the evaluation and recommendations for Ubongo based on the
findings.

•

Appendix A is Ubongo’s Theory of Change.

•

Appendix B outlines the full evaluation design and methodology.

1.2

Overview of the Impact Evaluation

The overall SPRING Evaluation is comprised of three components: The Programme Performance Evaluation
(PPE), the Business Performance Evaluation (BPE) and the Impact Evaluation (IE). Coffey conducts Impact
Evaluations of two selected SPRING businesses in each of the four cohorts to assess the impact of SPRINGsupported products and services on the lives of adolescent girls and the wider market.
The Impact Evaluations establish the extent to which SPRING has enabled girls to enhance their earning, saving,
learning, safety and well-being, as well as measure any spillover, replication or demonstration effects of SPRING
on the wider market for products, services or business models benefitting girls.

1.3

Introduction to Ubongo

Ubongo is a non-profit social enterprise launched in 2013 that produces multi-platform ‘edutainment’ for children in
Africa, delivered via TV, radio, internet and mobile phones. Their content and learning resources are fun,
interactive, localised and inspiring, helping children build a foundation for learning, develop key skills and change
mindsets. Ubongo’s programming includes Ubongo Kids, a series that teaches maths and science to children aged
7-13 while promoting gender equality and character strength development (e.g. a ‘growth mindset’). Prior to
SPRING, the Ubongo Kids television and radio shows were regularly reaching an estimated 2.2 million unique girl
viewers / listeners aged 10-19 in East Africa (Tanzania, Kenya, Rwanda and Uganda). 7
Ubongo’s SPRING prototype is ‘Ubongo Impact’, a behavioural change content creation and distribution model
marketed to development and corporate co-production partners using Ubongo’s existing capacities and platform.
For SPRING, Ubongo developed three new episodes on financial literacy, each with a different financial literacyrelated theme: Earning, Saving and Budgeting. To help youth develop life skills and apply learning to change their
lives, each episode communicates Social and Emotional Learning (SEL) and science, technology, engineering and
maths (STEM) objectives. These objectives are supported by specific knowledge, attitudinal and behavioural aims
that are relevant to each financial literacy theme. The learning objectives are delivered by the characters within the
story arcs of each episode and are supported by visual illustrations within the animation.
Ubongo Impact leverages an established high-reach platform to provide new educational content on financial
literacy to girls. Ubongo estimates 4 million girls will watch its Ubongo Impact series and improve their financial
literacy. Attribution of SPRING support to Ubongo can be determined by mapping adolescent girls’ financial literacy

7

This figure is based on the percentage of household viewers / listeners who have at least one adolescent girl in their household. Two datasets
were used to compute girl reach figures: 1) The Kantar Geopoll Media Measurement service (KGMM) was used to calculate the total number of
households viewing Ubongo – KGMM provides viewership data every half hour for each TV station in Ubongo’s key markets (Tanzania, Kenya,
Uganda and Rwanda). 2) The number of adolescent girls was calculated using IPSOS Omnibus Survey data (2017).

SPRING M&E – OCTOBER 2019

6

C3 UBONGO IMPACT EVALUATION – ENDLINE

levels and behaviour before and after watching the Ubongo Impact episodes (for more information on design
methodology see Annex B).

1.4

Evaluation Questions

This impact evaluation is guided by the overall SPRING impact-level evaluation questions outlined below, as well
as by a set of more specific and detailed evaluation questions applicable to this study.
To inform an assessment of the Ubongo Impact Theory of Change (Annex A) and drawing from the SEL, STEM
and knowledge, attitudinal and behavioural objectives that are addressed in each episode, the impact evaluation
seeks to measure the impact of the three Ubongo Impact financial literacy episodes on adolescent girls aged 1018. The impact evaluation will be guided by the overall impact-level evaluation questions from the SPRING M&E
Framework. The areas that the evaluation explores are indicated in Table 1 below.
Table 1. Ubongo Evaluation Questions
Overall SPRING

Area for evaluation

Evaluation Question
E1. To what extent have girls improved
their earning potential (including
employability skills) and savings as a
result of accessing products, services, or
business opportunities provided by
SPRING businesses?

•

•

•

E2. To what extent have girls improved
their safety and well-being as a result of
accessing products, services, or business
opportunities provided by SPRING
businesses?

E3. What have we learned about girls as
end-consumers or beneficiaries in the
value chain?

1.5

•

•
•

Learning: Have girls improved their financial literacy understanding and
knowledge, including using percentages to make savings plans, preparing
a budget for spending money and understanding what earning means and
why it is important? Can girls identify the difference and categorise items
between wants and needs?
Earning: Do girls understand where money comes from, its purpose and
what you have to do to earn it? Are girls seeking opportunities to earn
pocket money at home? Do girls feel it is better to earn something than be
given it, value the effort made by their parents / caregivers to earn money
and support the family and understand that earning is not always easy?
Saving: Are girls making plans and using percentages to allocate money
for savings and setting goals for what they want to achieve in the future?
Do girls understand that everyone’s situation is different, so it is important
to save what you can? Do girls understand that savings brings benefits,
that anyone can save, that one can save even small amounts and that it is
never too late to start saving?
Well-being: Do girls look out for and support each other and other people
to achieve their goals? Do girls support each other in saving money? Do
girls experience a greater level of self-efficacy through setting goals and
working hard to achieve them? Do girls feel more confident to stay in
school and better prepared to face financial emergencies? Do girls divide
money into groups for different expenses and make smart purchasing
choices? Do girls see budgeting as a tool to use later on in their lives?
Unintended consequences: Has exposure to the financial literacy
episodes had any unintended positive or negative consequences?
Contribution questions: Have there been any other initiatives (e.g.
government and NGO initiatives) that may have contributed to the set
outcomes?

Ubongo Impact Evaluation Methodology Summary

The impact evaluation follows a mixed methodological approach. A quasi-experimental difference-in-differences
design using treatment and comparison groups and self-completion questionnaires is used to measure any
changes in knowledge, attitudinal and behavioural indicators within groups and between groups over time. The
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impact evaluation tests Ubongo Impact’s Theory of Change8 by seeking to attribute the impact of watching three,
20-minute Ubongo Impact financial literacy episodes on related knowledge, attitudinal and behavioural indicators
amongst the target audience of adolescent girls aged 10-18 years old.
To evaluate attribution, the impact evaluation was conducted with participants in a treatment group who were
exposed to the Ubongo Impact financial literacy episodes and a matched comparison group who were exposed to
unrelated Ubongo Kids episodes. Treatment and comparison group participants were matched by geographic
(urban / peri-urban / rural), county, school type (primary and secondary day schools) and year of age strata to limit
confounding influences. Individual school locations and research participant selection were randomised, for both
treatment and comparison groups.
Data collection took place in three counties in Kenya – Nairobi (urban), Kilifi (peri-urban) and Kwale (rural). The
treatment and comparison groups were each comprised of 210 girls, randomly sampled from 9 public day school
locations, totalling 420 girls sampled in 18 public day schools. Randomised school and participant selection were
conducted using school lists from sampled counties and school registers from sampled schools.
The approach exposed treatment participants to the Ubongo Impact financial literacy episodes in a controlled
setting within the school, such as a classroom or suitable communal space, where participants could relax and
comfortably watch each episode. This enabled participants to concentrate and watch the episodes without
distraction. A matched viewing environment was provided for the treatment and comparison groups. While it is
recognised that this environment may not match a realistic viewing environment, this more controlled environment
limited the confounding influence of individual viewing circumstances when seeking to isolate the impact of the
financial literacy episodes.
The evaluation also included 18 in-depth interviews with treatment group participants. These interviews were
conducted only at endline and, using a semi-structured discussion guide, explored how the episodes have
achieved learning, earning, saving and well-being related impacts. Interview participants were purposively selected
based on those girls who indicated that they had participated in a behaviour related to each Ubongo Impact
episode after watching it.
The baseline measurement took place at two points in time: 1) prior to exposure to the Ubongo Impact financial
literacy episodes (pre-viewing) and 2) after exposure to the Ubongo Impact financial literacy episodes (postviewing). Endline took place three months after exposure to the Ubongo Impact financial literacy episodes. The
evaluation thus explores the difference-in-differences treatment effect of two time periods: the ‘short-term’ effect
between pre- and post-episode viewing, and the ‘longer-term’ effect of pre-episode viewing (baseline) with endline.
The evaluation methodology was shared with the Implementing Partners and donors and feedback was addressed
before finalising the design. High level results are presented in this report, while the full impact evaluation design
and methodology can be found in Annex B.

1.6

Design Limitations

The following limitations need to be taken into consideration when interpreting results.

8
9

•

Girls in the treatment group had limited exposure to the Ubongo episodes, watching each episode only
once. Each treatment episode was designed to convey a number of different learning objectives, meaning
that the level of exposure to content relating to each objective was limited.

•

The time that elapsed between post-episode viewing and endline (three months) had the potential to
limit any long-term impact as effects are best anticipated when exposure to behaviour change content is
frequent and takes place over a sustained period of time9. In addition, girls may not have had the
opportunity to put specific financial behaviours into action, a step which would further entrench their
learning.

•

The difference-in-differences analysis assumes the parallel trends assumption, where the same trends
will occur in both treatment and comparison groups over time in the absence of any treatment stimuli. The
analysis found instances where positive difference-in-differences effects were influenced by a negative
change in the comparison group, as opposed to positive change in the treatment group. This indicates that
although treatment and comparison groups were matched by geographic district, school type and age,
there may be additional confounding factors that influence the measured outcomes (see Box 5 below).

•

Due to limited availability within the school day, there were instances where girls had to return to the
school for a second session to complete their endline evaluation questionnaire. This means that some girls’

See Annex A.
See for example https://gh.bmj.com/content/3/4/e000808
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experienced different viewing experiences. Nevertheless, the viewing environment and episode exposures
were kept identical for all girls.

•

Viewing took place in an artificial, controlled environment. As a result, viewing the episodes in a normal,
real-life environment may result in different findings.

•

During the course of the evaluation, it was established that the Ubongo Impact financial literacy episodes
were available to watch on YouTube, though it was assumed that exposure to this content amongst
study participants would be minimal.

Box 5. Limitations in the Parallel Trends Assumption
The difference-in-differences approach shows changes in the differences between the treatment and
comparison groups over time. Generally, a programme would like to see a positive increase in the treatment
group while the comparison group remains constant, indicating programme contribution to the change. These
changes are presented as an increase in the difference between the groups.
However, in some of the presented results, increases are not a result of actual treatment increases, but rather
due to comparison group decreases, or as a result of treatment group decreases and greater decreases in the
comparison group. While this could be interpreted as a positive finding, given the short time frames between
baseline and endline, these results are considered to be “red herrings” as they show no programme
contribution to the change. The statistically significant changes that have come about due to abnormal changes
in the comparison group are flagged in the full evaluation findings in Section 2.
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2 Findings
This section sets out the impact evaluation findings, organised into separate Learning, Earning, Saving and Wellbeing sub-sections. Each starts with a summary of the main findings followed by an analysis of the quantitative and
qualitative impact data. The first sub-section presents an overview of the profile of the sample, including the sample
distribution by age and locality (urban, peri-urban, rural) and participants’ socioeconomic status, which is proxied by
the Poverty Probability Index (PPI), as well as respondents’ episode recall. The following Learning, Earning, Saving
and Well-being sub-sections present our findings vis-à-vis the evaluation questions (see Section 1.4).
Box 6. Findings
The findings present both short-term effects between baseline (pre-viewing) and post-episode viewing, and any
evidence of longer-term impact between baseline and endline. It is appropriate to include both as short-term
effects are more likely to be based on pre- and post-episode exposure. Achieving longer-term impact will be a
greater challenge as each girl was only exposed to the treatment episode once. Research has shown that
social and behavioural change communication are most effective when the audience is exposed to messaging
multiple times.
When visualising the data tables, data points highlighted orange indicate a negative finding that is statistically
significant10 at a probability of less than 5% (p < 0.05). Data points highlighted green indicate a positive finding that
is statistically significant at a probability of less than 5% (p < 0.05).

2.1 Sample profile and episode recall
This section looks at the impact evaluation sample, outlining the sample sizes for each treatment and comparison
sub-group.
In total, 18 schools were visited, split evenly between treatment and comparison groups. This was further divided
into three age groups (10-12, 13-14 and 15-18) and three region types (urban, peri-urban and rural). The sample
aimed to have 20 girls per school for the two younger age groups and 30 girls for the oldest. The sample consists
of 427 girls sampled at baseline (when two assessments were completed, for pre- and post-episode viewing,
respectively) and 417 girls at endline (Table 2).
Table 2. Sample sizes and composition
Urban
10-12

13-14

Peri-Urban
15-18

10-12

13-14

Rural
15-18

10-12

13-14

15-18

BL11

EL12

BL

EL

BL

EL

BL

EL

BL

EL

BL

EL

BL

EL

BL

EL

BL

EL

Sample size (T)13

20

22

21

18

33

31

20

20

20

20

29

30

21

19

21

16

30

36

Sample size (C)14

21

20

18

18

30

30

20

19

19

19

29

30

20

20

22

19

32

30

The PPI15 is measured using ten questions about household characteristics, for example the number of household
members, education of the female head, characteristics of the household dwelling and household assets. 16 The
index is scored out of 100, with higher numbers representing a smaller probability of poverty. Index scores were
only collected at baseline as it was anticipated that there would be little change in poverty status in the three
months between post-episode viewing and endline data collection.
As expected, the mean indices show that urban girls are least likely to be in poverty, with classroom means ranging
between 61 to 69 (Table 3). Rural girls are more likely to be in poverty, with means primarily between 31 to 58.

10

Statistical significance refers to the likeliness that a relationship between two or more variables is influenced by something other than chance.
BL = Baseline
12
EL = Endline
13
(T) = Treatment group
14
(C) = Comparison group
15
The PPI scores were collected from respondents as part of the survey instruments.
16
The full list of items are: number of household members, highest school grade of the female head, occupation type of the male head/spouse,
floor type of the household dwelling, main source of lighting fuel, ownership of irons, mosquito nets, towels and frying pans.
11
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Peri-urban girls were in between, with means ranging mostly between 34 and 50. With three sub-group exceptions
(urban girls aged 13-14, peri-urban girls aged 15-18, and rural girl aged 10 -12), the treatment and control groups
were comparable in socio-economic status. We do not think that the minor differences in the sub groups
mentioned above adversely affect the findings of the group as a whole.
Table 3. Sample Poverty Probability Index (PPI) scores at baseline
Urban

Peri-Urban

Rural

10-12

13-14

15-18

10-12

13-14

15-18

10-12

13-14

15-18

(mean) PPI (T)

68

68

61

50

51

34

48

45

56

(mean) PPI (C)

69

51

62

42

45

46

31

49

58

2.1.1 Episode Recall
Qualitative evidence shows that three months after viewing the Ubongo episodes, urban girls (all ages) were most
inclined to have remembered the content of each of the episodes. Urban girls were able to recall the specifics of
the episodes, including character names and the specific objectives and activities of each in detail. They were
moreover able to recall their own intended saving, earning and budgeting intensions laid out during post-episode
viewing, and report on whether they had achieved their intended goals. Peri-urban and rural girls, on the other
hand, were less able to recall the details of the Ubongo episodes. Older girls were more likely to recall broad
themes of the episodes and had some recollection of their intended behaviours.

2.2 Learning
Evaluation topics
E1. To what extent have girls improved their earning potential (including employability skills) and
savings as a result of accessing products, services, or business opportunities provided by SPRING
businesses?
Learning: Have girls improved their financial literacy understanding and knowledge, including using
percentages to make savings plans, preparing a budget for spending money and understanding what earning
means and why it is important? Can girls identify the difference and categorise items between wants and
needs?

This section explores how the three Ubongo financial literacy episodes improved girls’ financial knowledge and
skills, particularly around using percentages to make savings plans, understanding earning scenarios, preparing
budgets and understanding the difference between wants and needs.
2.2.1 Main Findings

•

The evaluation included a number of questions assessing whether girls had improved their knowledge and
understanding of percentages. For the sample as a whole, there was not any significant impact on
treatment girls’ understanding of percentages.

•

The storyline placed emphasis on how percentages can be used practically to help decide how much
money could be set aside for saving. When presented with scenario-based percentage problems, positive
and statistically significant impact was found for younger girls (aged 10-12) in the treatment group.

•

The earning episode portrayed practical examples of earning money towards achieving a goal. When
measured at endline, statistically significant impact was found for girls’ ability to correctly answer earningrelated scenarios. However, this was influenced by a reduction in ability amongst the comparison group as
opposed to an increase in ability amongst the treatment group.

•

The concept of budgeting as a plan for spending money on things you need for a project was portrayed in
the budgeting episode. Statistically significant impact was found for older girls aged 13-14 and 15-18 who
showed a greater understanding of this concept after watching the treatment episode. However, an overall
comparative decrease in correctly identifying the budgeting definition was observed at endline. This was
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influenced by an increase amongst the comparison group as opposed to a decrease in the treatment
group.

•

Girls from peri-urban areas were more able to identify different elements that make up a budget as
portrayed in the budgeting episode. Qualitative interviews also found that the budgeting episode had a
practical impact on girls, and provided budgeting skills that they could apply in other aspects of their lives,
such as when shopping or advising others on spending money.

•

There was evidence that the budgeting episode was effective in developing longer-term understanding of
the difference between wants and needs. When measured at endline, girls who watched the budgeting
episode (treatment group) were overall more able to correctly distinguish needs from wants.

In summary, the Ubongo financial literacy episodes each showed evidence of being able to provide learning
that influenced different segments of the target audience’s knowledge and understanding of saving, earning and
budgeting concepts. This in turn can equip girls with skills that they can apply in their lives, which highlights the
potential Ubongo episodes have for providing practical life skill learning.
2.2.2 Analysis
Understanding and knowledge of saving
The Ubongo episode on saving provides examples of using percentages and fractions for making savings plans.
The questionnaires given to girls tested these skills by asking them to convert fractions into percentages and vice
versa, simplify fractions, calculate percentages, visually represent percentages, and calculate percentages from
basic word problems.
Table 4. Financial literacy: Using percentages to make savings plans
Pre-viewing
mean % correct answers
Writing fractions as percentages
(5/6 open qns)
Writing percentages as fractions
(2/3 open qns)
Expressing percentages as
fractions (2/3 multiple choice
qns)
Simplifying fractions
(2/3 open qns)
Calculation percentages of
amounts
(2/3 open qns)
Colouring in percentage of
circles (2/3 qns)
Calculating percentages from
basic word problem (2/3 open
qns)
All Saving Questions (17/24
qns)
N

T

Post-viewing

C

T

C

Endline
T

Pre vs
Post DID

C

Pre vs
Endline
DID

52

51

45

55

50

53

-11.5

-4.4

39

42

46

48

48

51

+1.2

0.0

67

64

62

60

65

67

-1.0

-5.4

51

45

52

56

47

48

-9.5

-6.9

67

70

69

68

67

66

+2.5

+3.0

48

55

45

54

58

61

-1.8

+4.6

32

35

23

23

33

35

+2.6

+1.1

51

51

48

52

52

54

-3.5

-1.7

216

211

211

198208

212

205

211-198

212-205

Note: Younger girls (10-12) were asked one less question than the older girls who had an extra question in each section of a higher difficulty.

Overall, the difference-in-differences results for each percentages question group were not statistically significant,
apart from when asking girls to identify fractions as percentages where a negative difference-in-differences
treatment effect of -11.5% (p 0.003) was found (Table 4). This was influenced by reduced performance in the
treatment group after watching the Ubongo episode.
Grouping all seven percentage question groups together to create an index of percentages understanding, the
overall difference-in-differences treatment effect between baseline and post-episode viewing was not statistically
significant at -3.5% (p 0.217). This finding is perhaps unsurprising as the saving episode did not set out to teach
percentage concepts directly, with only a small part of the storyline focusing on explaining what percentages are. It
also suggests that girls had varying levels of prior understanding of percentages.
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Table 5. Financial literacy: Understanding saving scenarios (word problems)

mean % correct answers
ALL Saving Word
Problems (4/6 open qns)
N

Pre-viewing

Post-viewing

T

T

C

Endline

C

T

Pre vs
Post DID

C

24

34

29

39

31

33

155/216

150/211

152/211

148/208

151/212

146/205

Pre vs
Endline
DID

+1.1

+8.4

The saving questionnaires asked two to three pairs of word problem questions on scenarios relating to saving.
They provided scenarios whereby a person made a daily wage yet had certain expenses, resulting in a remainder.
Girls were asked to identify what percentage of the initial total made up the remainder, and how many days it would
take to save a certain amount towards a stated goal.
Both treatment and comparison groups improved their performance between baseline and post-episode viewing,
with treatment girls reporting a mean of 24% correct answers at baseline and 29% at post-episode viewing, and
comparison girls improving from 34% to 39% (Table 5). This resulted in a short-term difference-in-differences
treatment effect of +1.1% (p 0.823) and a longer-term effect of +8.4 (p 0.154). However, neither were statistically
significant.
Table 6. Financial literacy: Understanding savings scenarios (word problems) by sub-group
ALL Saving Word Problems (4/6 open qns)
Pre vs Post
DID

Pre vs Endline
DID

All

+1.1

+8.4

Rural

+1.5

+2,4

Peri-urban

+8.6

+12.9

-7

+10.7

10-12

+21.2

+22.5

13-14

-12.2

-4.8

15-18

-3.2

+7.8

Urban

Sample sub-group analysis identified younger girls (10-12) as showing a positive and statistically significant
difference-in-differences treatment effect of +21.2% (p 0.019) (Table 6). Girls aged 13-14 saw a negative and
statistically significant difference-in-differences treatment effect of -12.2% (p 0.011). The negative effect was
influenced by an increase in comparison group performance, as opposed to a decrease in the treatment group and
did not persist at endline.
Understanding and knowledge of preparing a budget
To test girls’ understanding and knowledge of budgeting, the questionnaires asked girls to choose the correct
definition of a budget as portrayed in the budgeting episode and to prepare a budget in response to a hypothetical
scenario.
Table 7. Financial literacy: Understanding definition of budgeting
Pre-viewing
% correct
Understands that a budget is a plan
for how you want to spend money
on things you need for a project
N

T

C

Post-viewing
T

C

Endline
T

C

42

38

43

34

39

47

216

211

201

206

212

205

Pre vs Post
DID

Pre vs
Endline
DID

+6.0

-11.9

Prior to watching their respective Ubongo episodes, 42% percent of treatment girls and 38% of comparison girls
understood that a budget is a plan for how you want to spend money on things (Table 7). This did not
change substantially after the episode viewings, with the treatment group increasing slightly to 43% and the
comparison group decreasing to 34%, resulting in a small and non-significant difference-in-differences treatment
effect of +6.0% (p 0.449). A negative and statistically significant difference-in-difference treatment effect of -11.9 (p
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0.019) was found between baseline and endline. However, this was influenced by an increase in understanding
amongst the comparison group rather than a significant decrease in knowledge in the treatment group.
Table 8. Financial literacy: Understanding definition of budget by sub-group
Understands that a budget is a plan for how you want to spend money on things
you need for a project
Pre vs Post
DID

Pre vs Endline
DID

All

+6.0

-11.9

Rural

-0.3

-4.5

Peri-urban

+0.5

+15.2

Urban

+0.1

-16.3

10-12

-33.3

-19.9

13-14

+17.2

-2.5

15-18

+26.3

-12.7

When comparing baseline and post-episode viewing results, findings varied across the three age groups (Table 8).
For the oldest group (15-18), the difference-in-differences treatment effect was +26.3% (p 0.001), for the middle
group (13-14) it was +17.2% (p 0.001), and for the youngest group (10-12) it was -33.3% (p 0.000). This suggests
that the ability to understand the budgeting concept is associated with age, with the concept potentially being
easier to grasp as girls get older, at least in the short-term.
However, examining baseline to endline results, there was a negative statistically significant difference-indifferences treatment effect of -11.9 (p 0.019). This overall change was caused by an increase in understanding
amongst the comparison group. Sub-group analysis moreover shows that the positive pre-post treatment effects
were not sustained over the three months to endline. Specifically, the positive statistically significant changes for
middle and older girls were either non-significant at endline (13-14), or even negative (15-18). For the oldest age
group, the negative treatment effect was influenced by a reduction in the treatment group from 51% (baseline) to
42% at endline, and an increase in the comparison group from 49% (baseline) to 54% at endline.
Taking the endline results into account, the lack of sustainability of the pre-post changes for 13-14 and 15-18-yearolds suggests that the intervention’s influence on behaviour change, even in older groups, is limited to the
extremely short term. This is to some extent to be expected given the treatment group’s limited exposure to the
episodes.
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Table 9. Financial literacy: Preparing a budget for spending money

mean total points

Pre-viewing

Post-viewing

T

T

C

Endline

C

T

Pre vs
Endline
DID

Pre vs
Post DID

C

Making a list of items (2 pts)

1.0

1.1

1.2

1.3

1.2

1.2

0.0

+0.2

Providing costs for items (3 pts)

0.9

1.6

1.6

1.9

1.6

2.1

+0.4

+0.1

Stating total with total being under
budget (3 pts)

0.5

0.8

0.9

1.2

0.7

1.4

+0.1

-0.3

2.4

3.5

3.7

4.4

3.6

4.7

+0.5

0.0

216

211

201

206

212

205

Overall Score (8 pts)

N

In each questionnaire, girls were asked to prepare a budget for a hypothetical project after being given a list of
three items that were needed for a construction project and an amount of money they could spend. Girls were also
asked to ensure some money was left over after purchasing the items.17 At baseline, the treatment group fared
worse than the comparison with a mean score of 2.4 points compared to 3.5 (Table 9). While both treatment and
comparison groups improved at post-viewing (to 3.7 treatment group, and 4.4 comparison group), the treatment
group saw a large increase, leading to a positive difference-in-differences treatment effect of +0.5 (p 0.326).
However, this was not statistically significant.
The individual elements required for developing a budget were each analysed. The Ubongo budgeting episode did
not show a statistical increase in treatment group understanding that a budget requires a list of items, as this
information was included as a hint in the questionnaire for both treatment and comparison group girls. This hint was
included to give the girls a starting point when asked to develop a budget. In terms of providing reasonable costs
for each item, the difference-in-differences treatment effect was +0.4 (p 0.141), and although not statistically
significant, the result suggests that the budgeting episode had an effect on this aspect of preparing a budget.
This is in line with the story narrative presented in the Ubongo budgeting episode. Finally, the effect on girls
providing a total sum and/ or having a sum that is under-budget is low, mainly because this was a difficult task with
most girls scoring less than one point at baseline and around one point at post-episode viewing.
Table 10. Financial literacy: Preparing a budget for spending money by sub-group
Making a list of items
(2 pts)

Pre vs
Post
DID

Pre vs
Endline

DID

Providing costs for items
(3 pts)

Pre vs
Post
DID

Pre vs
Endline

DID

Stating total with total
being under budget (3 pts)

Pre vs
Post
DID

Pre vs
Endline

DID

Overall Score (8 pts)

Pre vs
Post
DID

Pre vs
Endline

DID

0.0

+0.2

+0.4

+0.1

+0.1

-0.3

+0.5

0.0

Rural

+0.1

+0.2

+0.4

0.0

+0.1

-0.8

+0.5

-0.6

Peri-urban

+0.4

+0.4

+0.6

+0.4

0.0

-0.1

+0.9

+0.9

Urban

-0.3

-0.1

+0.2

-0.1

+0.1

0.1

-0.1

-0.1

10-12

0.0

+0.5

+0.3

-0.1

+0.1

-0.7

+0.4

-0.3

13-14

+0.1

+0.2

+0.4

+0.3

+0.0

-0.2

+0.4

+0.3

15-18

0.0

+0.1

+0.4

0.0

+0.1

0.0

+0.6

+0.1

All

Sample sub-group analysis (Table 10) identified peri-urban girls in particular, as showing positive statistically
significant treatment effects with a difference-in-differences effect size of +0.4 (p 0.000) for listing budget items,
0.6 (p 0.014) for providing item costs, and +0.9 (p 0.016) for their overall score. This is mainly because these girls
had a very low level of understanding of how to prepare a budget at baseline, allowing them to improve much more
after watching the episode.

17

Two points were given for a simple listing of the items provided in the scenario, three points were given if respondents could provide a budget
for the three items, and three points for providing a total sum of costs and for ending up with a total that resulted in leftover money.
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Between baseline and endline, both younger and rural girls showed a positive difference-in-differences
treatment effect of +0.2 (p 0.003) and +0.5 (p 0.003), respectively, for successfully listing budget items. However,
the more complex budgeting tasks of adding the items up and leaving a remainder in the budget showed a
negative difference-in-difference effect of -0.8 (p 0.033) and -0.7 (p 0.008), respectively.
While most girls struggled with fully compiling the budget, there was qualitative evidence that the girls did
understand the concept and what they would do in practice. For example, one girl explained that:
‘I can budget for shopping if I am sent. I have to make a price list so that I can go with it to the supermarket
to know the things I need to buy or the amount of money to use. Before you go to the supermarket, you are
supposed to calculate with the price and get the amount of money you need’ [Nairobi 10-12].
When asked how girls would advise a friend to prepare a budget on how to spend money for school items, one girl
outlined the steps very clearly:
‘She will have to write down all the things she wants, and then she enquires about the price of each item
and writes down on the budget. Then she calculates the total amount of money to know what they will
spend’ [Kilifi, 15-18].
Another girl added that:
‘I will tell [my friend] to first consider the amount of money she has, then she should write down everything
she wants that is preparing a shopping list that will be equivalent to the amount she has’ [Kilifi, 15-18].
Some girls also gave examples of when they have practiced budgeting in their own lives, including one girl who
was able to identify that she had made a budget when given money for shopping:
‘When I was in Class 5, my dad gave me 1000 to buy shopping for our house and to buy yoghurt and
crisps. Yogurt is 100 Shillings and crisps are 35 Shillings, so I put the 135 Shillings aside’ [Nairobi, 10-12].
However, there were examples of girls from the treatment group not understanding the concept of
budgeting, mistaking it for bargaining. When asked how she was able to use budgeting, one girl responded:
‘I was given 200 Shillings by my mother to buy a school shirt. At the shop, I was told the shirt goes for 250
Shillings. I had to bargain to get it at 200 Shillings’ [Nairobi, 13-14].
Similarly, another girl stated an example of budgeting as:
‘If I want to want to by a dress and I have 500 and if the dress is 550, I will persuade the shopkeeper to
reduce the amount’ [Kwale, 15-18].
These findings could also be related to the bargaining that takes place to purchase the items needed to prepare the
classroom in the budgeting episode. It is therefore possible that the girls were confusing the bargaining they had
seen with the concept of budgeting, which highlights the importance of reinforcing any specific learning points
within the episodes.
When asked to rate their agreement or disagreement with the statement ‘preparing and following a budget will be a
useful tool for me later in life’, sample sub-group analysis identified a statistically significant difference-indifferences treatment effect of +0.5 (p0.030) for peri-urban girls when comparing baseline and post-episode
viewing results. However, the opposite effect was found for girls aged 13-14 who showed a statistically significant
negative difference-in-differences treatment effect of -0.2 (p0.029).
Understanding and knowledge of earning scenarios
The earnings questionnaire gave two scenarios in which it provided a person’s wage rate (i.e. how much a person
earns for a certain amount of work). The questions tested whether girls understand the relationship between a
wage rate and a total amount earned. One question asked how much would be earned if the person worked a
certain amount of work units (i.e. total work units multiplied by the wage rate). The other question asked how many
work units are required to earn a certain goal amount (i.e. the goal amount divided by the wage rate).
Table 11. Financial literacy: Understanding earning scenarios (word problems)

mean % correct answers
ALL Earning Word Problems
(4 open qns)
N

Pre-viewing

Post-viewing

T

T

C

Endline

C

T

C

55

61

60

64

51

41

216

211

208

205

212

205

Pre vs.
Post DID

Pre vs.
Endline
DID

+1.7

+15.2

On average, girls were able to correctly answer over half of the earning scenario questions correctly, with increases
found between baseline and post-episode viewing in both treatment (55% to 60%) and comparison groups (61% to
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64%) (Table 11). This resulted in a difference-in-differences treatment effect of +1.7 (0.737). However, this was not
statistically significant.
Both treatment and comparison groups showed a decline at endline compared with baseline pre-episode viewing,
with the treatment group decreasing from 55% to 51%, and the comparison group decreasing from 61%to 41%.
This led to a statistically significant difference-in-differences treatment effect of +15.2% (p 0.013) between baseline
and endline results. However, this effect was largely influenced by the observed reduction in comparison group
performance.
Table 12. Financial literacy: Understanding earning scenarios (word problems) by sub-group
ALL Earning Word Problems (4 open qns)
Pre vs Post
DID

Pre vs Endline
DID

All

+1.7

+15.2

Rural

+5.3

+16.4

Peri-urban

+3.9

+14.3

Urban

+5.3

+14.9

10-12

-4.0

+23.9

13-14

+7.0

+4.7

15-18

+1.4

+16.3

Sample sub-group analysis (Table 12) identified a number of positive and significant difference-in-differences
treatment effects, including for urban girls (+14.9%, p 0.013), peri-urban girls (+14.3%, p 0.044), young girls aged
10-12 (+23.9%, p 0.002) and older girls 15-18 (+16.3%, p 0.004). These significant effects are due in part to
increases in the number of correct answers by the treatment group, but mainly are related to large declines in the
number of correct answers given by the related comparison sample sub-group.
Understanding the difference between wants and needs
To evaluate whether girls understood the difference between wants and needs, the questionnaires asked girls to
categorise a number of everyday items as either a ‘want’ or a ‘need’, as well as categorise as such items in various
scenarios (including a football team and opening a food market stall).
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Table 13. Understanding the difference between wants and needs
Pre-viewing
T

% correct answers

C

Post-viewing
T

C

Endline
T

C

Pre vs Post
DID

Pre vs
Endline DID

Food – NEED

72

76

85

81

79

75

+8.1

+7.7

Water – NEED

73

76

80

77

79

78

+5.1

+3.4

Somewhere to live – NEED

68

70

82

84

76

76

+0.2

+2.4

Clothes – NEED

70

74

85

84

80

78

+5.1

+6.7

Pocket money – WANT

50

50

62

65

57

53

-2.2

+5.1

Mobile phone – WANT

59

65

59

60

73

64

+5.6

+15.3

Television – WANT

59

66

65

66

70

68

+6.3

+9.1

Sweets - WANT

62

75

82

82

83

73

+13.4

+22.7

New game - WANT

64

66

70

69

72

69

+2.7

+4.9

Ice cream – WANT

69

74

73

76

77

73

+1.8

+9.1

All Questions (mean % correct)

65

69

74

74

75

71

+4.6

+8.6

N

216

211

201

206

212

205

Overall, there was no statistically significant positive difference-in-differences treatment effect between baseline
and post-episode viewing for correctly differentiating needs from wants (Table 13). However, a statistically
significant positive difference-in-differences treatment effect of +8.6 (p 0.003) was found when comparing
baseline and endline results.
Approximately 70% of girls correctly identified the four individual needs of food, water, somewhere to live and
clothes. Food, water and clothes were mentioned in the episode as a need for everyone, which is most likely the
reason these items saw some of the highest difference-in-differences treatment effects when comparing baseline
and post-episode viewing results, even though none were statistically significant (+8.1% (p 0.217) food, +5.1% (p
0.397) for water and +5.1% (p 0.486) for clothes).
These positive effects carried through to endline, with an overall difference-in-differences effect size between
baseline and endline of +7.7% (p 0.141) for food, +3.4% (p 0.505) for water and +6.7% (p 0.248) for clothes,
although none were statistically significant.
The ‘want’ items, including television, sweets, a new game and ice cream, were correctly identified as wants by
between 60-70% of girls at baseline. In general, across these four items, there was an increase for treatment
groups after viewing the budgeting episode and smaller changes for the comparison groups, resulting in
positive difference-in-differences treatment effects, though none were statistically significant.
Qualitative evidence suggests that urban girls were better able to understand the concept of wants versus
needs and how to apply it when budgeting. For example, when asked how she would advise a friend to prepare
a budget, one girl explained:
‘They must know the amount they have at hand and then they have to identify their needs and the wants and
the savings they want to make and know the price of the things they want to buy. [It is important to have a
budget] because let’s say you have a small amount and you want many things. The budget will help you know
the things which you need first, then the others you can buy later’ [Nairobi 15-18].
When asked about the knowledge gained through the episodes, she further added:
‘Before, when I had money, I would use it all without keeping some, but now I separate the money and use
some to buy the things I want and others I save. I am now able to budget for my things and put the needs and
the wants separately’ [Nairobi 15-18].
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2.3 Earning
Evaluation topics
E1. To what extent have girls improved their earning potential (including employability skills) and
savings as a result of accessing products, services, or business opportunities provided by SPRING
businesses?
Earning: Do girls understand where money comes from, its purpose and what you have to do to earn it? Are
girls seeking opportunities to earn pocket money at home? Do girls feel it is better to earn something than be
given it, value the effort made by their parents / caregivers to earn money and support the family and
understand that earning is not always easy?
This section focuses on the impact of the Ubongo earning episode on girls’ understanding, attitudes, perceptions
and behaviours related to earning money. The analysis focuses on identifying differences between girls in the
treatment and comparison groups of their understanding of the concept of money and earning money, perceptions
of the value of earning money (and other goods) for themselves and their planned and actual earning activities.
2.3.1 Main Findings

•

There is evidence that the Ubongo earning episode had both short-term and longer-term impacts on
specific sample sub-groups. After watching the Ubongo earning episode, rural girls showed improvement in
their short-term understanding of money as representing a value to trade with, as was portrayed in the
episode. At endline, older girls (15-18) showed improvement in their longer-term understanding.

•

Girls aged 13-14 showed improvement in their understanding of the purpose of money being to exchange
skills or products for things they actually need or want after watching the Ubongo earning episode. This
suggests that this particular message was pertinent to girls at this age as they are developing and
deepening their understanding of what money is for.

•

Rural girls were more able to accurately identify earning activities from a list after watching the Ubongo
earning episode, suggesting that the storyline had effectively portrayed different earning activities. After
watching the Ubongo episode, girls were able to list more of their own examples of earning money
compared with baseline. The treatment effect was strongest for urban and older girls (15-18), suggesting
that they were able to relate to the content, possibly because they were already exposed to examples of
earning money in their daily lives.

•

The earning episode had a positive impact on younger girls (10-12) reporting that they had ever earned
money or something else, when comparing baseline and endline results. The earning episode portrayed
practical examples of earning money which could have influenced these younger girls’ understanding,
particularly if they had not done anything to earn money before.

•

The earning episode had a positive impact on urban girls reporting that they were currently earning money
or something else like sweets. This could be influenced by exposure to a higher number of earning
opportunities in the context of their daily lives, compared with peri-urban and rural girls.

•

Analysis of sample sub-groups found evidence of changes in individual attitudinal and understanding
statements including for peri-urban girls agreeing that earning is a way of trading hard work for money and
rural girls agreeing that it pays to work hard to earn money. This suggests that content messaging
resonates differently with different audience segments.

In summary, there is evidence that the Ubongo earning episode led to specific audience segments improving
their understanding of where money comes from, its purpose and what you have to do to earn it. In
addition, the earning episode had an impact on rural girls’ knowledge of earning activities, younger girls’ selfreported participation in earning activities during the study and urban girls’ self-reporting that they were currently
undertaking earning activities. This suggests that the Ubongo earning episode is able to promote earning-related
behaviours, that will provide girls with valuable experience to support how they value earning money and potentially
enhance their employability as they get older through participating in earning activities.
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2.3.2 Analysis
Understanding the concept of money and earning money
Table 14. Girls understanding of the concept of money and earning money
Pre-viewing
T
(%) Understands money represents value to
trade with
(%) Understand that purpose of money is it
allows us to exchange skills or products for
things we actually need or want
(%) Understands earning money means
exchanging skills or products for money
(%) Correct identification of examples of
earning money
(mean) Number of correct examples of earning
money (of 5)
N

Post-viewing

C

T

C

Pre vs
Post
DID

Endline
T

C

Pre vs
Endline
DID

41

46

55

57

49

48

+3.9

+6.5

26

30

27

27

37

39

+4.5

+3.1

30

33

46

44

38

41

+4.9

-0.2

69

69

68

62

74

76

+6.6

-2.3

2.6

2.8

3.5

3.0

3.5

3.3

+0.7

+1.8

216

211

208

205

212

205

At baseline, less than half of girls in both treatment and comparison groups understood that money represents a
value to trade with, as is portrayed in the earning episode (41% treatment, 46% comparison) (Table 14). After
viewing their respective episodes, girls in both groups reported an increase in understanding (55% treatment and
57% comparison), with an immediate difference-in-differences treatment effect of +3.9% (p 0.410). When
comparing baseline and endline results the difference-in-differences treatment effect was also positive at +6.5% (p
0.262). However, neither of these treatment effects were statistically significant.
Table 15. Girls understanding of the concept of money and earning money by sub-group

Understands
money represents
value to trade with

Pre vs
Post
DID

Pre vs
Endline
DID

Understands that
purpose of money
is it allows us to
exchange skills or
products for things
we actually need or
want
Pre vs
Pre vs
Post
Endline
DID
DID

Understands
earning money
means exchanging
skills or products
for money
Pre vs
Post
DID

Pre vs
Endline
DID

Correct
identification of
examples of
earning money
Pre vs
Post
DID

Pre vs
Endline
DID

Number of correct
examples of
earning money (of
5)
Pre vs
Post
DID

Pre vs
Endline
DID

All

+3.9

+6.5

+4.5

+3.1

+4.9

-0.2

+6.6

-2.3

+0.7

+0.3

Rural

+5.0

+12.2

+0.8

+16.6

-0.7

+1.6

+21.8

+2.2

+0.4

+0.1

Periurban

+12.0

+16.7

+8.6

-6.3

+15.4

+15.5

-3.9

-1.4

+0.6

+0.5

Urban

-5.0

-8.9

+3.5

+0.3

+3.6

-16.6

+0.3

-8.3

+1.0

+0.4

10-12

-1.9

-1.8

-4.6

-11.9

+2.3

+14.8

+1.7

-22.1

-0.1

0.0

13-14

+7.5

+7.5

+25.3

+12.6

+3.9

-7.2

+14.3

+10.3

+0.9

+0.4

15-18

+5.0

+11.2

-4.4

+6.3

+6.3

-5.5

+4.2

+2.2

+1.0

+0.5

However, sub-group analysis (Table 15) found that rural girls in the treatment group experienced a statistically
significant difference-in-differences treatment effect between baseline and post-episode viewing of +5% (p 0.025)
for their understanding of what money represents. Older girls (15-18) also showed a statistically significant
difference-in-differences treatment effect of +11% (p 0.030) between baseline and endline.
Overall, the effect of the earning episode on girls’ understanding that the purpose of money is it allows us to
exchange skills or products for things we actually need or want (as portrayed in the episode) was not statistically
significant. At both baseline and post-episode viewing for treatment and comparison groups, the percentage of girls
with the correct understanding was between 26% and 30%, with a difference-in-differences treatment effect of +5%
(p 0.451). The longer-term baseline to endline difference-in-differences treatment effect was +3% (p 0.621). Subgroup analysis found that 13-14-year-old girls had a statistically significant difference-in-differences
treatment effect between baseline and post-episode viewing of +25% (p 0.021).
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In terms of understanding what earning money means, at baseline, approximately one-third of girls (30% treatment
and 33% comparison) understood that earning money means exchanging skills or products for money. This
increased to 46% and 44%, respectively, after viewing the related treatment and comparison episodes, but then
decreased to 38% and 41%, respectively after three months when measured at endline. The short-term differencein-differences treatment effect was +5% (p 0.534) and the longer-term effect was 0% (p 0.984). Neither change
was statistically significant. Sub-sample analysis identified urban girls as showing a significant negative differencein-differences treatment effect of -16.6 (p 0.007). This was influenced by girls in the comparison group showing a
larger increase in their knowledge at endline compared with the treatment group.
When asked to identify examples of earning money from a list, over two-thirds of all girls were able to do this at
baseline (69% treatment and 69% comparison). The short-term difference-in-differences treatment effect after
watching the Ubongo episodes was +7% (p 0.269). The longer-term difference-in-differences treatment effect at
endline was -2% (p 0.671). Neither of these treatment effects were statistically significant. Sub-group analysis
identified rural girls as showing a statistically significant pre-post difference-in-differences effect of +22% (p
0.009).
When asked to provide their own examples of earning money, there was a statistically significant short-term
difference-in-differences treatment effect of +0.7 (p 0.026) additional examples, with treatment girls increasing the
number of examples from 2.6 at baseline to 3.5 at post-episode viewing, and comparison girls remaining relatively
constant at 2.8 at baseline and 3.0 at post-viewing. This effect was particularly strong for urban girls (+1.0, p
0.002), 13-14 girls (+0.9, p 0.004) and 15-18 girls (+1.0, p 0.043). These findings suggest that both urban and
older girls are able to relate quickly to the episode material, possibly because they are already exposed to
examples of earning money in their daily lives.
Earning activities (past, present, future)
Table 16. Girls earning money in the past, present and future
Pre-viewing
T

(%) Have earned money (or something else)
before
(%) Are currently earning money (or other
things)
(Mean) Intention to look for ways at home to
earn money or something like sweets in the
next month (1-5 score)
N

C

Post-viewing
T

C

Endline
T

C

Pre vs
Post
DID

Pre vs
Endline
DID

66

71

79

74

+9.5

49

39

72

69

-2.9

3.5

3.4

4.3

4.3

4.1

4.1

216

211

204

177

212

205

0.0

0.0

The questionnaires asked girls whether they previously had experience earning money (or other things like
sweets), whether they are currently doing things to earn and if they have any intention of looking for ways to earn at
home. A majority of girls have earned money (or something else) prior to the episode viewing (66% of treatment
groups and 71% of comparison group) (Table 16). When measured at endline, this increased for girls who
watched the earning episode to 79%, while girls in the comparison group showed a smaller increase to 74%,
resulting in a positive difference-in-differences treatment effect of +10% (p 0.299). However, this was not
statistically significant.
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Table 17. Girls earning money in the past, present and future by sub-group
Have earned money (or something else) before
Pre vs Post
DID

Pre vs Endline
DID

Are currently earning money (or other things)
Pre vs Post
DID

Pre vs Endline
DID

All

-

+9.5

-

-2.9

Rural

-

+6.0

-

+13.5

Peri-urban

-

+10.3

-

-36.5

Urban

-

+13.7

-

+13.5

10-12

-

+29.7

-

-16.6

13-14

-

-8.1

-

-4.6

15-18

-

+8.0

-

+7.4

Sub-group analysis identified a statistically significant difference-in-differences treatment effect when
comparing baseline and endline results for girls aged 10-12 (+30%, p 0.015) (Table 17). This could be
influenced by younger girls engaging more with earning activities, as it was a new experience for them, or could
indicate that younger girls now understood that they were ‘earning’ something when given sweets or money for
completing a chore. Qualitative data shows that typical money-making activities for girls included washing clothes,
dishes and cleaning the house, while rural girls tended to take part in planting seeds and sweeping compounds.
Many of these activities were similar to the activities listed in the episode. One girl even explained that she had
emulated the earning activity she saw in the episode:
‘[In the episode, the characters] took wood from a lady who had called a young person to come and do that
work, but when that girl went and told the lady that she can do it, the lady told her to do it…At home, recently
people were cutting wood and the pieces were put aside, but then they needed someone to remove the leaves
from the blocks of wood so they could be put together in the lorry. I went and helped [and got paid]’ [Kwale 1518].
These findings suggest that the episode successfully modelled potential earning activities for girls.
When asked if they are currently earning money (or other goods), the proportion of treatment girls reporting ‘yes’
increased from 49% of girls at baseline to 72% at endline. However, there was also a large increase in comparison
group girls, from 39% at baseline to 69% at endline. This resulted in an overall difference-in-differences treatment
effect of -3% (p 0.774), which was not statistically significant.
Sample sub-group analysis identified a positive and statistically significant difference-in-differences
treatment effect between baseline and endline for urban girls of +14% (p 0.000). This suggests that urban girls
may have higher exposure to and interest in earning opportunities in their daily lives. Regarding the intention to
earn money (asked on a Likert scale), similar trends were observed for treatment and comparison groups. The
immediate and longer-term treatment effects on intention to earn money were zero and not significant (p 0.974 and
p 0.880). Both the treatment and comparison groups moved in parallel from 3.5 and 3.4 (respectively) at previewing, to 4.3 at post-viewing, and then down slightly to 4.1 at endline.
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Seeing value in earning money
Table 18. Girls’ attitudes towards earning and related concepts
Pre-viewing
T

Mean Likert scale scores (1-5)

C

Post-viewing
T

Endline

C

T

C

Pre vs
Post
DID

Pre vs
Endline
DID

Feel that it is better to earn something than to be given it (and to do things for yourself)
A. I prefer to work to earn rather than be given
something for free
I. It feels better to earn something than to be given
it for free

3.7

3.5

3.7

3.4

3.9

3.5

+0.1

+0.1

4.1

4.2

4.3

4.2

4.3

4.3

+0.1

0.0

J. I’ll appreciate money more if I work to earn it

4.4

4.2

4.6

4.3

4.6

4.5

+0.1

-0.1

G. I think money should be handed out for free
when you need it

3.5

3.5

3.8

3.2

3.7

3.4

-0.5

+0.2

Valuing the effort made by parents/caregivers to earn money
H. I appreciate my parents working hard to earn
money

4.5

4.3

4.5

4.5

4.5

4.6

-0.1

-0.3

L. I rarely rely on other people to do things for me

3.7

3.5

3.2

3.4

3.6

3.6

-0.4

+0.1

F. I should be given money for things I need when
I ask for it

2.8

2.6

3.1

2.6

3.1

2.8

-0.3

+0.1

E. It pays to work hard to earn money

4.3

4.3

4.7

4.4

4.6

4.4

+0.3

+0.1

K. Earning is a way of trading hard work for money

4.3

4.1

4.4

4.1

4.3

4.3

+0.1

-0.1

M. It is easy to earn money or something else

3.0

3.0

3.4

3.3

3.5

3.4

+0.2

+0.1

195209

196202

190202

195201

199209

194203

Understand that earning is not always easy

N

When comparing the overall treatment and comparison groups (baseline to endline), there was only one
statistically significant treatment effect on responses to Likert scale attitude questions on earning (Table 18). The
analysis identified a negative, statistically significant difference-in-differences treatment effect of -0.3 (p 0.000) on a
scale of 1 to 5 for the statement ‘I appreciate my parents working hard to earn money’. This negative decrease
was driven by an increase in agreement amongst the comparison group as opposed to a decrease in the treatment
group.
Table 19. Girls’ attitudes towards earning and related concepts by sub-group, part 1
I think money should be handed out for free
when you need it
Pre vs Post
DID

Pre vs Endline
DID

I should be given money for things I need when
I ask for it
Pre vs Post
DID

Pre vs Endline
DID

All

-0.5

-0.2

-0.3

-0.1

Rural

-0.4

-0.2

-0.5

+0.2

Peri-urban

-0.7

+0.2

-0.2

-0.1

Urban

-0.3

-0.5

-0.2

-0.3

10-12

+0.5

-0.1

-0.2

-0.5

13-14

-0.8

-0.8

+0.3

+02

15-18

-0.9

0.0

-0.8

-0.1

A statistically significant positive difference-in-difference treatment effect was found for girls aged 13-14-years-old
rating the statement ‘I think money should be handed out for free when you need it’ (Table 19). When
comparing post-episode viewing with baseline, the effect size was -0.8 (p 0.000). For this statement, a decrease
indicating disagreement with the statement can be interpreted as a positive outcome. A statistically significant
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positive effect was also found when comparing baseline and endline results, with the magnitude of the effect size
remaining the same at -0.8 (p 0.000).
A statistically significant negative difference-in-difference treatment effect was found for girls aged 15-18 rating the
statement ‘I think money should be handed out for free when you need it’. When comparing post-episode
viewing with baseline results, the effect size was -0.9 (p 0.000). For this statement, a decrease indicating
disagreement with the statement can be interpreted as a positive outcome. However, this statistically significant
difference-in-difference effect did not carry through when comparing endline ratings baseline pre-episode viewing.
Sample sub-group analysis identified a longer-term positive and statistically significant treatment effect
between baseline and endline for urban girls’ disagreement that money should be given out for free when
you need it of -0.5 (p 0.001). A statistically significant negative difference-in-difference effect was found for girls
aged 15-18 rating of the statement ‘I should be given money for things when I ask for it’. When comparing
post-episode viewing with baseline results, the effect size was -0.8 (p 0.008). For this statement, a decrease
indicating disagreement with the statement can also be interpreted as a positive outcome. However, this
statistically significant positive effect did not carry through when comparing baseline and endline results.
Nevertheless, qualitative evidence from endline shows that some older urban girls retained their understanding that
one should be proactive to earn:
‘From the earning episode, I learnt that there are many things you can do to earn money, not to just sit and
wait for someone to give it to you for free. You can do something to earn it yourself’ [Nairobi 15-18].
‘The most important thing I learnt about earning is that I don’t have to wait to be given anything, but I can
be independent and get what I want’ [Nairobi 15-18].
When asked about a scenario to either wash a friend’s uncle’s car for 600 Shillings or to be given a weekly
allowance of 200 Shillings by their parents, one girl said:
‘I would prefer the one-day payment. I would rather get tired for one day and get paid the 600 Shillings
once. The one my parents give can come later… [If I had to choose just one], I would go with the instant
payment because I don’t know what will happen in the coming weeks’ [Nairobi 15-18].
Overall, these findings suggest that the episodes have helped older girls in particular change their attitudes towards
earning, specifically around working to earn money rather than relying on others to give money for free.
Table 20. Girls’ attitudes towards earning and related concepts by sub-group, part 2
Earning is a way of trading hard
work for money
Pre vs Post
DID

Pre vs
Endline
DID

It pays to work hard to earn
money
Pre vs Post
DID

Pre vs
Endline
DID

It is easy to earn money or
something else
Pre vs Post
DID

Pre vs
Endline
DID

All

+0.1

-0.1

+0.3

+0.1

+0.2

-0.1

Rural

-0.1

+0.1

+0.6

+0.8

-0.1

+0.4

Peri-urban

+0.3

+0.1

+0.3

-0.2

+0.2

+0.1

Urban

+0.1

-0.2

-0.1

-0.2

+0.5

-0.3

10-12

0.0

+0.2

+0.1

+0.1

+0.5

+0.2

13-14

+0.6

-0.3

+0.2

0.0

-0.2

-0.2

15-18

+0.5

-0.1

+0.5

+0.2

+0.2

+0.2

A statistically significant positive difference-in-differences treatment effect was found for peri-urban girls’ rating of
the statement ‘earning is a way of trading hard work for money’ (Table 20), which was portrayed in the earning
episode. When comparing post-episode viewing with baseline results the effect size was +0.3 (p 0.002). However,
the effect did not carry through when comparing endline ratings with baseline pre-episode viewing.
A statistically significant positive difference-in-differences effect was also found for rural girls’ rating of the
statement ‘it pays to work hard to earn money’. When comparing post-episode viewing with baseline, the effect
size was +0.6 (p 0.011). A statistically significant positive effect was also found at endline, with the magnitude of
the effect size increasing from +0.6 to +0.8 (p 0.011).
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A statistically significant positive effect was also found for 10-12-year-old girls’ rating of the statement ‘it is easy
to earn money or something else’. When comparing post-episode viewing with baseline, the effect size was +0.5
(p 0.013). However, this effect did not carry through when comparing endline ratings with baseline pre-episode
viewing. Qualitative evidence from endline shows that some young urban girls understood that earning money does
not necessarily come easily.
‘I learnt that money doesn’t come easily. You have to work hard so that you get money. You harvest what
you sow. If you are lazy and you have not done anything to earn money, you will be without [it]’ [Nairobi 1012].
‘It’s not all the time you wait for your parents to do things for you or give you money. You can start doing
some work so that you can get money to cate for the needs you have. You don’t have to wait for your mum
to buy things for you’ [Nairobi 10-12].

2.4 Saving
Evaluation topics
E1. To what extent have girls improved their earning potential (including employability skills) and
savings as a result of accessing products, services, or business opportunities provided by SPRING
businesses?
Saving: Are girls making plans and using percentages to allocate money for savings and setting goals for what
they want to achieve in the future? Do girls understand that everyone’s situation is different, so it is important to
save what you can? Do girls understand that savings brings benefits, that anyone can save, that one can save
even small amounts and that it is never too late to start saving?
The section focuses on the effect of the Ubongo saving episode on girls’ understanding, perceptions, attitudes and
behaviours related to saving money. The analysis compares treatment and comparison girls to explore differences
in their understanding of the concept of saving, what value they see in saving, and their past, current and future
saving behaviours.
2.4.1 Main Findings

•

After watching the saving episode, urban girls and girls aged 15-18 showed a positive treatment effect for
correctly understanding that saving money means to put money to one side to save towards a future goal,
as is portrayed in the episode. However, this effect was influenced by a reduction in performance of the
comparison group as opposed to a post-episode viewing increase in the treatment group.

•

Rural girls reported an increase in their prior savings activity when comparing baseline to endline,
suggesting that the saving episode stimulated their saving behaviour more than for peri-urban and urban
girls who may have greater ongoing exposure to earning and hence saving opportunities in their daily lives.

•

Urban girls in the treatment group were more likely to agree that saving money was important for planning
for the future. Qualitative interviews with girls in the treatment group also found that urban girls more
commonly understood that saving was for everyone, compared with rural girls who indicated that saving is
only for adults who have money.

•

Younger girls aged 10-12 responded particularly well to the Ubongo saving episode, with a significant
increase found in the treatment group’s confidence that they know how to make a plan to save money.
Planning and executing a saving plan to achieve a goal was a key theme portrayed throughout the
episode. This increase in confidence could also be influenced by younger girls not having as much
exposure to saving concepts and opportunities to save compared to older girls.

•

The qualitative interviews conducted with treatment girls at endline found that the saving episode has
made girls more aware that ‘everyone can save even with little money’ and that ‘you shouldn’t wait to start
saving until you have a lot of money’. These findings reflect the saving-related messaging that was carried
in the episode, highlighting the potential for Ubongo to engage girls with saving and other financial literacyrelated topics.

In summary, the analysis found evidence that the Ubongo saving episode had a positive effect on different
segments of the girl audience’s understanding of saving and their self-reported saving behaviour.
However, positive effects were not found for all girls, suggesting that the needs of the target audience differ
depending on whether content is designed to address younger or older girls, or rural, peri-urban or urban girls.
SPRING M&E – OCTOBER 2019

25

C3 UBONGO IMPACT EVALUATION – ENDLINE

2.4.2 Analysis
Understanding the concept of saving
Table 21. Girls’ understanding of the concept of saving
Pre-viewing
T
(%) Understands that saving money
means ‘to put money to one side
towards a future goal’
(mean) Number of correct examples of
methods of saving (of 10)
N

C

Post-viewing
T

C

Endline
T

Pre vs
Endline
DID

Pre vs
Post DID

C

79

82

78

71

88

89

+8.9

+1.3

1.8

1.8

1.6

1.5

1.8

1.6

+0.2

+0.2

216

211

211

208

212

205

At baseline, girls already showed a strong understanding that saving means ‘putting money to one side towards a
future goal’, with 79% of treatment and 82% of comparison group respondents identifying the correct answer (Table
21). After viewing their respective episodes, the treatment group remained stable (at 78%) while the comparison
group saw a decrease in understanding (to 71%). This led to a difference-in-differences treatment effect between
baseline and post-episode viewing of +8.9% (p 0.328). At endline, both treatment and comparison groups saw an
increase in understanding (88% treatment and 89% comparison), leading to a longer-term difference-in-differences
treatment effect of 1.3% (p 0.814). Nevertheless, neither of these treatment effects were statistically significant.
Table 22. Girls’ understanding of the concept of saving by sub-group
Understands that saving money means ‘to put money to one side towards a future goal’
Pre vs Post
DID
All

Pre vs Endline
DID
+8.9

+1.3

Rural

-11.0

+10.5

Peri-urban

+27.0

+1.6

Urban

+11.0

-13.1

10-12

+14.2

+1.5

13-14

-13.0

+1.7

15-18

+20.1

+1.1

Specific sample sub-groups experienced a statistically significant difference-in-differences treatment effect
at post-episode viewing, compared with baseline (Table 22); for example, peri-urban girls (+27.0%, p 0.043)
and girls aged 15-18 (+20.1% p 0.030). However, it is important to note that these significant effect sizes are
influenced by the comparison group showing a large reduction in their understanding rather than the treatment girls
experiencing a large increase after watching the savings episode. In both cases, the effect size reduces at endline
to a longer-term difference-in-differences treatment effect of +1.6% (p 0.669) for peri-urban girls and +1.1% (p
0.737) for girls aged 15-18. Neither of these results were statistically significant.
When asked to provide examples of methods of saving, there was a small difference-in-differences treatment effect
of +0.2 correct responses (p 0.491) between baseline and post-episode viewing, and a +0.2 increase in correct
responses (p 0.433) between baseline and endline. However, these were not statistically significant.
Examples of saving methods that were given by respondents included items relating to where to put savings
(including in a box at home, at the bank, in mobile money or giving it to someone you trust), and methods to
encouraging saving such as joining a savings club, saving your change, not spending on unnecessary things and
budgeting your money. Girls were allowed to list up to ten items, but the mean number of correct responses
remained under two for both treatment and comparison group across baseline, post-episode viewing and endline.
Qualitative evidence suggests that girls also expanded their understanding of the concept of savings, namely that
saving is not limited to money.
‘It’s not just money that you can save. You can also save food or anything else’ [Nairobi 10-12].
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Saving activities (past, present, future)
The questionnaires asked girls whether they have had experience saving money (or other things like sweets),
whether they are currently saving anything, and if they have any intention of starting to save regularly or to join a
savings club.
Table 23. Girls saving in the past, present and future
Pre-viewing
T
(%) Have ever regularly saved
money (or something else, like
sweets)?
(%) Are currently saving money (or
something else, like sweets)?
(Mean Likert score, 1-5) I will start or
join a savings club with friends or
people I know in the community in
the next month
(Mean Likert score, 1-5) I will start to
regularly save money or something
else, like sweets in the next month
N

Post-viewing

C

T

Endline

C

T

Pre vs
Endline
DID

Pre vs
Post DID

C

64

60

76

71

+0.1

57

53

65

67

-6.6

3.8

3.8

4.3

4.0

4.2

4.2

+0.2

0.0

3.9

3.6

4.2

3.9

4.2

4.0

+0.1

-0.1

195216

181211

198205

184186

190205

190205

Just under two-thirds of girls had ever regularly saved money or something else like sweets prior to watching the
episode (64% treatment group and 60% comparison) (Table 23). At endline, this increased for girls who watched
the savings episode to 76%, and those who watched the comparison group episode to 71%, resulting in a small
difference-in-differences treatment effect of +0.1% (p 0.993). This was not statistically significant.
Table 24. Girls saving in the past, present and future by sub-group
Have ever regularly saved money (or
something else, like sweets)?
Pre vs Post
DID

Are currently saving money (or something else,
like sweets)?

Pre vs Endline
DID

Pre vs Post
DID

Pre vs Endline
DID

All

-

+0.1

-

-6.6

Rural

-

+17.2

-

-15.7

Peri-urban

-

-17.6

-

-30.5

Urban

-

+1.1

-

-5.2

10-12

-

-8.4

-

-20.1

13-14

-

+5.4

-

+3.6

15-18

-

+2.3

-

-4.3

Sample sub-group analysis identified a positive statistically significant difference-in-differences effect for rural girls
of +17% (p 0.003), with treatment girls who reported having saved regularly increasing from 48% at baseline to
69% at endline (and 53% of the comparison group increasing only to 57%) (Table 24). This suggests that there is
potential for Ubongo episodes to encourage rural girls to practice financial planning and saving.
At baseline, 57% of treatment and 53% of comparison girls said they were currently saving money or something
else like sweets. Both groups experienced an increase at endline, with the treatment group increasing to 65% and
the comparison group increasing to 67%, resulting in a difference-in-differences effect of -6.6% (p 0.506). This was,
however, not statistically significant.
Qualitative interviews conducted with treatment girls at endline found that urban girls have strong savings
practices and have been saving more than their peri-urban and rural counterparts. This could be due to
urban girls having a higher degree of access to money, resources (e.g. access to formal financial services) and
support (e.g. parental) to save compared with girls living in rural areas. For example, one young girl mentioned:
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‘I went to Jambo Junior and was given a savings kit and I started saving. Right now, I have like 350
Shillings. I save every Saturday, and sometimes even on Sundays’ [Nairobi, 10-12].
Urban girls, particularly older ones, also appeared to be more ambitious with trying to earn money to save and plan
for future goals, with one saying:
‘[In the post-viewing questionnaire] I said I would do extra house chores so that I can be paid, for example,
by my parents, or I can start a business like sell snacks so that I can get money to save. I did that and I
saved 4000 Shillings’ [Nairobi, 15-18].
Another urban girl discussed her motivation for saving, saying:
‘I thought to myself, even if I decide to use that money, it will not help me later in life, but if I save it in a
good manner, that will help me’ [Nairobi, 15-18].
Another urban girl shared that saving money had already helped her during an emergency:
‘My kid brother got sick and the money I had saved at that time was what I gave out to help him get
medication. You see, if I had not saved that money I wouldn’t have helped in that situation because I would
not have had any money to offer’ [Nairobi, 15-18].
When possible, rural girls are also interested and active in saving, often saving in a ‘home bank’ and mainly
saving small change when given money to buy items. For example, one girl mentioned that:
‘if I am given money, like 20 Shilling [for snacks], I will [spend] 10 and save 10. In fact, I have saved 500’
[Kwale 15-18].

Another rural girl explained how she saves, saying:
‘at home we have a box. We close it with a padlock. The keys are not with us at home. We’re just saving
maybe for a month or a year. Then we’ll open the box. Everyone takes what he has saved because
everyone has their records’ [Kwale, 15-18].
It is important to note that most examples from rural girls come from older girls aged 15-18.
Looking at future savings plans, trends are similar for girls’ intention to start saving regularly and girls’ intention to
join saving clubs. The difference-in-differences effect size between baseline and post-episode viewing for girls’
intention to join saving clubs was +0.2 points (p 0.370), and +0.1 points (p 0.640) for girls’ intention to start saving
regularly. Between baseline and endline, the difference-in-differences effect size was 0.0 (p 0.945) and -0.1 (p
0.640), respectively. Neither were statistically significant.
When analysing sample sub-groups, girls aged 13-14 showed a statistically significant positive treatment effect of
+0.6 (p 0.000) when comparing baseline and post-episode viewing ratings of the likeliness to start or join a
savings club with their friends or people they know in the next 3 months. However, this was influenced by a
reduction in likeliness in the comparison group as opposed to an increase in the treatment group.
Seeing value of saving (importance, benefit and motivation)
All girls were asked to rate (on a scale of 1-5) how much they agreed with various statements related to saving.
The statements covered different attitudes and perspectives related to saving, including seeing the importance of
saving money and planning for the future, understanding the benefits of saving, motivations for saving and
perceptions around who is able to save.
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Table 25. Girls’ perception of the value of saving
mean Likert scale scores (1
completely disagree to 5 completely
agree)

Pre-viewing
T

Post-viewing

C

T

Endline

C

T

C

Pre vs
Endline
DID

Pre vs
Post DID

Seeing the importance of saving money and planning for the future
C. Saving money is important to
be able to achieve short-term
goals in the near future
E. It is important to set goals for
what I want to achieve in the future
K. Saving money is part of
planning for the future

4.3

4.3

4.4

4.3

4.5

4.4

0.0

0.0

4.6

4.5

4.6

4.5

4.5

4.5

0.0

-0.1

4.4

4.2

4.6

4.4

4.4

4.4

+0.1

-0.2

4.4

4.3

4.6

4.5

4.6

4.6

-0.1

-0.2

4.3

4.2

4.5

4.2

4.4

4.4

+0.2

-0.1

Understanding the benefits of savings
G. Having money saved can help
when unexpected things happen
H. Saving money will help me
achieve a long-term goal

Attitudes on their motivation and understanding that anyone can save
B. You should only save money if
someone asks you to
D. I am confident that I understand
how to make a plan to save money
I. You can start to save even if you
only have a small amount of
money
N

2.8

3.0

2.8

2.7

2.5

2.8

+0.3

-0.1

4.2

4.3

4.3

4.2

4.4

4.4

+0.1

+0.1

4.4

4.2

4.4

4.2

4.5

4.4

-0.1

-0.1

197207

194204

201209

193201

203207

196202

In terms of seeing the importance of saving money for achieving short-term goals and for planning for the future,
girls showed a high level of agreement with associated statements prior to watching the Ubongo episodes (Table
25). On average, girls gave a rating of 4.3 (both treatment and comparison) for the statement ‘saving money is
important for achieving short-term goals in the near future’, 4.4 (treatment) and 4.2 (comparison) for the
statement ‘saving money is part of planning for the future’, and 4.6 (treatment) and 4.5 (comparison) for ‘it is
important to set goals for what I want to achieve in the future’. For the first two statements, there was a 0.0
difference-in-differences treatment effect between baseline and post-episode viewing. It is worth noting that girls in
both treatment and comparison groups scored the statements highly at baseline, indicating a ceiling effect from
which an increase would be less likely.
Table 26. Girls’ perception of saving as part of planning for the future, by sub-group
Saving money is part of planning for the future
Pre vs Post
DID

Pre vs Endline
DID

All

+0.1

-0.2

Rural

-0.2

-0.5

0.0

-0.3

Urban

+0.4

+0.2

10-12

+0.3

-0.3

13-14

+0.4

0.0

15-18

+0.3

-0.2

Peri-urban

For the statement ‘saving money is part of planning for the future’, there was a difference-in-differences treatment
effect size of +0.1 (p 0.776). This was not statistically significant. However, sub-group analysis identified a positive
difference-in-differences treatment effect of +0.4 (p 0.006) when comparing urban girls’ ratings of the statement
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‘saving money is part of planning for the future’ at baseline with post-episode viewing. However, this effect was
reversed for both rural and young girls at endline with each showing a negative difference-in-differences
effect of -0.5 (p 0.000) and -0.3 (p 0.030), respectively. This could suggest that saving money is not perceived as
practical for younger and rural girls as the present value of money is higher than what is projected for the future.
While the quantitative analysis suggests a strong overall understanding of the importance of saving money,
qualitative interviews conducted at endline with treatment girls showed some variation. When asked about who
should be saving, urban girls were more likely to say everyone, and in particular young people. According to one
urban girl:
‘Younger people [should save more] because you don’t know about your life tomorrow. You might find
today you are rich and then tomorrow you are poor. The young people should save to get to where the
other people are’ [Nairobi, 10-12].
Younger rural girls mostly said adults should save more because ‘they have money’ and ‘they work,’ [Kwale, 1012]. While some of the older rural girls said everyone can save, no one mentioned specifically that it was important
for young people to save.
Girls also showed an overall high level of understanding of the benefits of saving. For the statement ‘saving
money can help when unexpected things happen’, girls showed a high level of agreement at baseline (4.4
treatment 4.3 comparison). Both groups saw an increase in agreement (4.6 treatment 4.5 comparison) after
watching their respective episodes. At endline, both treatment and comparison group girls gave an overall rating of
4.6. The difference-in-differences treatment effects were minimal and not statistically significant between baseline
and post-episode-viewing (-0.1, p 0.623) or between baseline and endline (-0.2, p 0.362).
There was a similar trend for the statement ‘saving money can help achieve a long-term goal’, with minimal
difference-in-differences treatment effects of +0.2 (p 0.169) between baseline and post-episode viewing and -0.1 (p
0.329) between baseline and endline. Again, this was mainly due to girls consistently agreeing strongly with the
statement with mean Likert scores well above 4 at baseline, post-episode and endline.
The qualitative interviews with girls in the treatment group identified variation between urban and rural girls in
terms of the depth of their understanding of the benefits of saving. Urban girls were able to provide clear
benefits, including paying for school and being independent and self-reliant:
‘My mum told me to save so that when I am ready to join secondary school and they don’t have money,
that money will help me’ [Nairobi, 10-12].
with another girl stating:
‘What pushed me to start saving is that there are some things I cannot borrow, but if I am independent, I
don’t have to ask. I can buy my personal stuff without asking from my parents’ [Nairobi, 15-18].
Most rural girls did not specifically state that it was important to save, but one did mention the benefit of saving as
being able to buy luxury goods, stating that her younger sister:
‘uses that money to buy cakes and sweets to eat’ and that she ‘might have seen nice shoes, but you
cannot tell [your parents] that you want them and you don’t want to do anything until you have been
brought the shoes. But if you have saved, you can buy them yourself’ [Kwale, 15-18].
In terms of their motivation and confidence to save, overall girls showed a high level of confidence when rating
the statement ‘I am confident that I understand how to make a plan to save money’. The girls’ mean ratings
were 4.2 (treatment) and 4.3 (comparison) at baseline, and this remained relatively consistent through postepisode viewing and endline. This resulted in an immediate difference-in-differences treatment effect of +0.1 (p
0.401) and a long-term effect between baseline and endline of +0.1 (p 0.559). Neither were statistically significant.
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Table 37. Girls’ understanding how to make a saving plan, by sub-group
I am confident that I understand how to make a plan to save money
Pre vs Post
DID

Pre vs Endline
DID

All

+0.1

+0.1

Rural

+0.1

+0.2

Peri-urban

+0.2

-0.1

Urban

+0.1

+0.1

10-12

+0.5

+0.5

13-14

0.0

+0.3

15-18

0.0

-0.2

Sample sub-group analysis identified a statistically significant effect for younger girls (10-12) when comparing postepisode viewing with baseline pre-episode viewing of +0.5 (p 0.004). There was also long-term effect of +0.5 (p
0.003). This finding suggests that young girls respond particularly well to Ubongo content on savings which
could be due to younger girls not having as much exposure to saving concepts and opportunities to save
compared to older girls.
At baseline, girls in the treatment group disagreed more than girls in the comparison group that ‘you should only
save money if someone asks you to’ (2.8 treatment and 3.0 comparison). Scores for treatment girls did not change
after viewing the saving episode, remaining constant at 2.8, but decreased from 3.0 to 2.5 for the comparison
group, resulting in a statistically significant difference-in-differences treatment effect between baseline and postepisode viewing of +0.3 (p 0.025). For this statement, it is important to note that a reduction in agreement and
therefore a negative effect was the desired outcome.
Lastly, on average girls strongly believe that ‘everyone can start to save even if they only have a small
amount of money’. The mean ratings given at baseline, post-episode viewing and endline for both treatment and
comparison groups were consistently close to or at 4.3. There was a difference-in-differences treatment effect of 0.1 (p 0.706) between baseline and post-episode viewing and -0.1 (p 0.452) between baseline and endline. These
were not statistically significant.
However, analysis of the qualitative interviews conducted with treatment girls at endline suggests that the Ubongo
savings episode has made girls more aware that everyone can save even with little money and that you
shouldn’t wait to start saving until you have a lot of money.
One girl shared that:
‘Yes, I learnt that even if I have little, I should not say “this is little, I won’t save.” I will save from that little
that I have and if I don’t have, I will not force myself. That is what I started doing’ [Nairobi, 10-12].
And another expressed that:
‘It’s good to save more, to save little by little [in case] you experience some problems’ [Nairobi 10-12].
When asked why not wait until she has a lot of money to save, one girl responded:
‘Because if you wait until you have a lot of money, you will never have a lot of money,’ then stating, ‘Yes’
when asked to confirm that it is therefore better to start small [Kwale, 13-14].
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2.5 Well-being
Evaluation topics
E2. To what extent have girls improved their safety and well-being as a result of accessing products,
services, or business opportunities provided by SPRING businesses?
Well-being: Do girls look out for and support each other and other people to achieve their goals? Do girls
support each other in saving money? Do girls experience a greater level of self-efficacy through setting goals
and working hard to achieve them? Do girls feel more confident to stay in school and better prepared to face
financial emergencies? Do girls divide money into groups for different expenses and make smart purchasing
choices? Do girls see budgeting as a tool to use later on in their lives?
The section explores how the Ubongo episodes have improved the safety and well-being of girls, through the skills
and knowledge they developed relating to financial literacy. Through increased understanding of how to save
towards goals, to work hard to earn money, and to budget for future plans, the expectation is that girls develop
higher levels of self-efficacy, feel prepared to face financial emergencies, invest in their futures (including staying in
school), and also support other people to do the same.
2.5.1 Main Findings

•

Peri-urban girls more positively rated the likeliness that they would prepare a budget for things they needed
for a project after watching the budgeting episode. This indicates that in addition to being influenced by
budgeting activities portrayed in the Ubongo Impact budgeting episode, these girls understood where they
may apply them.

•

Urban girls in the treatment group were able to give practical examples of how budgeting skills would apply
and be beneficial to them later in their lives, including for planning for home management and university
fees.

•

Girls in the treatment group provided qualitative evidence that the Ubongo financial literacy episodes had
improved their confidence by helping them learn about setting goals and working hard to achieve them.
They also shared how the episodes had strengthened their belief in their own ability to become financially
independent and cope with economic emergencies.

•

The qualitative interviews revealed examples of providing advice and encouragement to others to help
them achieve their goals, including how to spend and save money wisely were given by girls in the
treatment group. These examples resonated with themes of support, planning and setting goals and
encouraging others that were portrayed in the Ubongo Impact episodes.

In summary, the Ubongo Impact financial literacy episodes have shown that they have the potential to contribute to
the well-being of girls by providing them with financial literacy-focused skills including budgeting, setting goals for
saving, gaining earning experience and providing encouragement and support to others to do the same. Girls
demonstrated that increasing their knowledge and confidence in these areas helped them prepare for economic
emergencies and also had the potential to help them stay in school by having money set aside to cover school fees
if needed. There were elements of each individual episode that encouraged well-being for girls by developing skills
they could apply in their lives and thereby increasing their confidence.
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2.5.2 Analysis
Table 28: Sample Paediatric Well-being scores
Urban
10-12

Peri-Urban

13-14

15-18

10-12

13-14

Rural
15-18

10-12

13-14

15-18

BL

EL

BL

EL

BL

EL

BL

EL

BL

EL

BL

EL

BL

EL

BL

EL

BL

EL

(mean)
Paediatric Wellbeing score (T)

83

84

82

86

74

79

81

85

77

85

61

69

69

70

75

76

79

81

(mean)
Paediatric Wellbeing score (C)

80

84

75

76

71

76

93

88

79

84

71

81

89

80

71

76

79

75

The questionnaires included the Paediatric Well-being index at both baseline and endline. The Paediatric Wellbeing scores are based on a questionnaire asked to children on their life enjoyment and satisfaction. It asks them
to rank 14 items18 on a scale of 1 (very poor) to 5 (very good) on ‘how things have been’ over the past week. Items
relate to their mood, getting along with various people in their lives, their current situation (including their health,
where they live) and their general feelings about themselves. 19
As the Ubongo intervention episodes were targeting financial literacy and not general well-being, the difference-indifferences effect between treatment and comparison groups was very minimal (Table 28). Paediatric Well-being
scores do not show the same sub-group trends as the Poverty Probability Index (PPI) (Section 2.1), as there are
many factors that influence life enjoyment and satisfaction and factors correlated with region type such as wealth
and community could have both positive and negative effects. Nevertheless, there were some sub-groups where
the treatment group saw a slight increase in mean scores while the comparison group saw a slight decrease. This
includes peri-urban girls ages 10-12, rural girls aged 10-12 and rural girls aged 15-18.

Budgeting / smart spending activities (past and future intentions)
Table 29. Girls’ saving in the past, present and future
Pre-viewing
T
(%) Have ever prepared a budget
to spend money on different
things that you needed for a
project you were working on
(Mean Likert score, 1-5) I will
prepare a budget for spending
money on things I need for a
project I am working on in the next
month
N

Post-viewing

C

T

C

48

34

3.8

3.4

4.2

192216

175211

191201

Pre vs
Post
DID

Endline
T

C
64

64

3.9

4.2

4.1

189206

201212

191205

Pre vs
Endline
DID
-14.7

0.0

-0.2

At baseline, under a half (48%) of treatment girls and around one-third (34%) of comparison girls had ever
prepared a budget to spend money on things that they needed for a project they were working on (Table 29). For
both groups, this increased to 64% (a treatment difference of +16.1% and comparison difference of +30.8%) at
endline, resulting in a difference-in-differences treatment effect of -14.7% (p 0.196). This was not statistically
significant. This result was driven heavily by the peri-urban and middle-aged (13-14) sample sub-groups (Table
30). These groups saw negative statistically significant difference-in-differences treatment effects of -33.7% (p
0.002) for peri-urban girls and -36.0% (p 0.02) for girls aged 13-14. It is important to note that these negative

A complete list includes: the child’s health, mood/ feeling, school/ learning, helping out at home, getting along with friends, getting along with
family, play/ free time, getting things done, their love/ affection, getting and buying things, the place where they live, paying attention, their
energy levels and their feelings about themselves.
19
The rankings are equally weighted and converted to a score out of 100, with the highest scores representing higher life enjoyment and
satisfaction. The Paediatric Well-being index is included across all SPRING impact evaluations as a standard measurement tool.
18
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treatment effects were influenced by larger increases in the comparison group compared with smaller increases in
the treatment group.
When asked to rate the likeliness that they will prepare a budget for spending money on things they need for a
project in the next month, the mean baseline rating score for treatment girls was 3.8, increasing to 4.2 at postepisode viewing. The mean rating score for comparison girls increased from 3.4 to 3.9. This resulted in a
difference-in-difference treatment effect of 0.0 (p 1.000). Sample sub-group analysis identified a statistically
significant positive difference-in-differences treatment effect of +0.6 (p 0.005) for peri-urban girls, indicating that
they were influenced by the budgeting activities in the budgeting episode and they could perceive of
situations for applying them.
Table 30. Girls’ saving in the past, present and future by sub-group
Have ever prepared a budget to spend money on
different things that you needed for a project you
were working on
Pre vs Post
DID

Pre vs Endline
DID

I will prepare a budget for spending money on
things I need for a project I am working on in the
next month
Pre vs Post
DID

Pre vs Endline
DID

All

-

-14.7

0.0

-0.2

Rural

-

-8.4

0.2

+0.5

Peri-urban

-

-33.7

+0.6

-0.6

Urban

-

-8.4

-0.4

-0.5

10-12

-

-13.0

+0.2

-0.5

13-14

-

-36.0

0.0

-0.1

15-18

-

-1.2

0.0

0.0

During the qualitative interviews with selected treatment girls, girls were asked if they think they will use budgets
later in their lives. Urban girls, young and old, provided clear examples of this, predicting their future needs to
coordinate spending on housing, food and education when they grow up. Examples of girls’ intentions included:
‘I will make a budget for house rent, food, and household items. I will need a budget because without a
budget, there is nothing you can do’ [Nairobi 10-12].
‘I will make a budget for the household items, rent, food, clothes and school fees for [my] children’ [Nairobi
10-12].
‘When I go to university, there are things that I will be required to go with so I will budget for the university
stuff I will be required to go with’ [Nairobi 15-18].
One peri-urban girl also provided a clear understanding of how she would use budgeting in the future, saying:
‘For example, I will get a job later. When I get paid, I will save a given amount then I will prepare a separate
budget on how I use the money’ [Kilifi 13-14].
Rural girls understood the concept of creating a budget but were less able to clearly describe how to put
this into practice later in life. One mentioned how a budget would help with paying for college, but did not go into
detail, saying:
‘When I finish school I will use it. If I have a budget, I can pay my college school fees myself’ [Kwale 13-14].
Another rural girl provided a less clear explanation of how she will use budgeting in the future:
“It will help me.” (Interviewer: It will help you do what?) “To develop individually.” (What else can it do?)
“Expand my thinking.” (Expand your thinking in what ways?) “If you get something small you don’t use the
whole of it.” (What is the importance of saving something small?) “It will help you later in life.” [Kwale 1518].
Budgeting as a life tool
Girls were asked to rate their agreement or disagreement with statements related to budgeting as a life tool along a
Likert scale (1 for completely disagree to 5 for completely agree).
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Table 31. Girls’ perceptions of budgeting, planning, wants and needs and spending money.
Pre-viewing
mean Likert scale scores (1 for completely
disagree to 5 for completely agree)

Post-viewing

Endline

Pre vs
Endline
DID

Pre vs
Post DID

T

C

T

C

T

C

4.2

4.0

4.3

4.1

4.3

4.4

+0.1

-0.3

4.4

4.0

4.6

4.1

4.5

4.3

+0.1

-0.2

Budgeting as a life tool
A. Preparing and following a budget is a
helpful tool for me as a young person
B. Preparing and following a budget will be a
useful tool for me later in life

Overall, girls agreed with the statements ‘preparing and following a budget is a helpful tool for me as a young
person’ and ‘preparing and following a budget will be a useful tool for me later in life’ (Table 31). There was little
change between baseline and post-episode viewing for both treatment and comparison groups. This resulted in a
minimal difference-in-differences treatment effect of +0.1 (p 0.725) for girls’ agreement that budgeting is a helpful
tool for young people, and +0.1 (p 0.411) for girls’ agreement that preparing and following a budget will be a useful
tool for later in life. Both results were not statistically significant.
When comparing perceptions of budgeting as a useful tool later in life at baseline and endline, sub-group
analysis identified a positive and statistically significant treatment effect of +0.5 (p 0.30) for peri-urban girls and a
negative statistically significant difference-in-differences treatment effect of -0.2 (p 0.029) for girls aged 13-14.

Self-efficacy through setting goals and working hard
When asked during qualitative interviews to discuss whether the Ubongo financial literacy episodes had influenced
their financial capabilities, girls from the treatment group shared that learning about how to set goals and work
hard have helped them gain more confidence, such as in their ability to become financially independent. This is
particularly evident in urban and peri-urban girls, and specifically older girls.
Older urban girls provided detailed explanations of how the Ubongo episodes have helped them believe in their
abilities to become financially independent and cope with economic emergencies.
‘You are independent and using your own sweat and nobody else’s, so you are confident. This is the work
of my hands…you [are] dependent on yourself and you are ready to work for what you want. In case of a
financial emergency, I am in a position to depend on myself’ [Nairobi 15-18].
‘If I earn money I will separate [it], one to pay rent, one for food and one for household items.’ This has led
her to have goals ‘to start hustling and get a job somewhere [when I finish my form four exams] and start
earning my own money so that even when I am in university, I will have my own place to live and my own
food’ [Nairobi 15-18].
‘There are so many things that can happen in life and you find yourself in situations that you cannot get
yourself out of. For example, in saving, you can find yourself in an emergency situation. [In this case] you
can go and pluck the money from where you have saved it and you will be able to use that money for your
benefits or for your problems…About budgeting, you can find yourself in a situation where you are required
to budget…About earning, you feel more comfortable that it is your own sweat you have used to earn that
money and you will not have to borrow or ask people for money who will keep claiming it back. You can
use that money in a good way because you got tired to earn it’ [Nairobi 15-18].
Younger urban girls also described how the Ubongo episodes had helped them understand the value of
budgeting and saving to help them achieve their goals.
‘It’s helping me a lot because I am now able to budget and I can take time to do something important’
[Nairobi 10-12].
‘They helped me to know that I need to save if I want to achieve something, and they helped me learn
about earning, even if it’s a little, and budgeting for the things that I need’ [Nairobi 10-12].
Peri-urban girls have shared similar stories, mainly that they have gained confidence in their ability to save for
school trips, to pay for school fees if their parents cannot afford it and help in times of financial emergencies. For
example, one girl learned to earn and budget through the Ubongo episodes, saying:
‘I feel like I believe more in myself’ and gave an example of how ‘if I have been saving, then at school if
there is a trip and they need money and we have been given three weeks to clear paying the amount.
Definitely, I will use the money I have saved to pay for the trip’ [Kilifi 13-14].
Another girl mentioned how being able to work hard to achieve goals made her feel confident
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‘to help [her and her] family at times of emergencies,’ adding that ‘maybe someone is sick and we can use
my savings to pay at the hospital’ [Kilifi 13-14].
In contrast, rural girls struggled to provide example of gaining confidence mainly because they do not feel
they were able to practice setting goals and working hard. When asked if she was working hard to reach goals and
if they felt confident to be financially independent, one girl replied saying:
‘I don’t have money. My mother doesn’t want me to work’ [Kwale 10-12].

Confidence to stay in school and face financial emergencies
Many girls talked specifically about how developing financial literacy skills has helped or will help them face
financial emergencies, particularly urban girls. For example, one girl explained how saving both helps her stay in
school if her parents do not have enough and provides help if facing an economic emergency.
Other examples of how girls use regular savings to prepare for financial emergencies included:
‘If the emergency is not important, you are not supposed to use that money. But if someone is sick, I will
use what is required in the hospital and leave the rest there in the bank’ [Nairobi 10-12].
‘I would divide [my money] into two. One part I would save, the other part I would use. I save because
something unexpected can happen at any time when you don’t have money and your parent is not near.”
[Nairobi 10-12].
‘I feel confident because if my mother doesn’t have money and her salary is late overdue, I can just help
her with it and she refunds me’ [Nairobi 10-12].
‘If I save money and when I am faced with any financial difficulty, I can take the money and use it’ [Kwale
13-14].

Supporting each other to save and budget
During the qualitative interviews, girls were asked if they could provide examples of when they encouraged or
supported others to save and budget. Although the interviews did not reveal a direct link to the Ubongo
episodes, the examples given all relate to financial literacy topics that were covered.
Overall, urban girls of all ages provided the clearest examples not only of them supporting others to save for
small goals but encouraging others to save specifically for emergencies and to avoid being wasteful with money.
While peri-urban girls also encouraged others to save and budget, it was normally them responding to another
person’s need to buy a desired item. There were fewer examples from rural girls.
Urban girls supported others to save and budget for a range of reasons, including saving up to buy a needed item,
saving for emergencies and for the future in general, and saving as a form of spending money wisely. One simple
example involved a girl with a friend who needed to buy socks, explaining that:
‘Hers were torn, but she was only given 50 Shillings [per day] and she lives in Dandora.’ The girl suggested
to her friend ‘to have 20 for lunch money, 20 for her transport, and the 10 remaining she could save
because socks she can buy later.’ Her friend did that and was able to buy the socks [Nairobi 15-18].
Further examples from urban girls of encouraging others to save for long-term financial security, for emergencies,
and to not be wasteful include the following stories:
‘I told my friend to start saving and after some time she was saving big amounts. I told her maybe by bad
luck, as she is picking up her brother, her brother could break a window while her mum is at work. She
could just take that money [she saved] and use it to pay for any emergency that comes up’ [Nairobi 10-12].
‘There is a girl, we live in the same neighbourhood. She told me one day…will you buy me something with
the money that you have? I told her that I am going to save 50 Shillings. I told her, if your mum gives you
20 Shillings to go and buy fries, use 10 and take 10 Shillings and save. It will help you in the future’ [Nairobi
10-12].
‘I have a cousin called [redacted]. They live in Utawala and we live here. When we are on holiday, I go to
their place and I used to see whenever she was given money she would go and use it all. One day, I told
her that it’s good to save even a little money because she might need money and she doesn’t have any
savings. [Later] when I went to their home last holiday, it was her birthday and because her mum did not
have money, she used her own savings’ [Nairobi 13-14].
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‘I have supported my brother with saving. There is a group where we are members [of a] children’s home,
so I encourage him to save so that when we combine our money, we can take a substantial and good
amount there when required’ [Nairobi 15-18].
Peri-urban girls provided clear examples of supporting others to save in general, and more commonly to help
others buy wanted items in the near future, as opposed to preparing for emergencies and for long-term planning.
This included the following examples:
‘My friend told me she needed a school bag but her mother had no money. But she is always being given
50 Shillings for lunch daily. I advised her to use 30 Shillings and save 20 Shillings. She saved until she
bought herself a school bag’ [Kilifi 13-14].
‘I helped my friend as she never knew about saving. She saved the money and it helped her at another
time. She bought a skirt that she needed’ [Kilifi 13-14].
‘I helped my neighbour. I explained to her how one can save and what the benefits of saving are. She
started saving little by little to fulfil her needs’ [Kilifi 15-18].
‘I helped my friend because she was being given money but never knew how to save. I helped in keeping
saving until she bought what she wanted’ [Kilifi 15-18].
While most peri-urban examples came from older girls, one young girl described teaching her younger sister to
store soap for the future, which is in principle, a form of saving:
‘My sister had a soap she had been asked to keep, then my mother bought another soap. She was given it
to keep. When my mother forgot she had another soap, she asked for the soap she had given my sister.
My sister gave her the soap then my mother went and bought another soap again. I told my sister to keep it
because sometimes when washing utensils and there is no soap, and we shall use it’ [Kilifi 10-12].
There were fewer examples of rural girls encouraging others to save and budget, particularly younger rural
girls (10-12), who said ‘I have never’ [Kwale 10-12] and ‘not yet’ [Kwale 10-12] when asked to provide examples.
However, an older rural girl was able to provide an example that was specific to rural contexts, explaining how she
motivated her friend to save in case of agricultural emergencies:
‘I told her the importance of saving [so] you can use the money in the future. During dry season, or when
you are lacking, to buy food’ [Kwale 13-14].
Another example given reveals that rural girls who have no prior exposure to saving were able to learn from the
Ubongo savings episode in a practical way, for example learning how to keep a box for saving at home. One girl
used this learning to encourage her sister to do the same:
‘My sister used to sell dresses, but she doesn’t want to hear about saving. We told her we have that box
that we started [after watching the Ubongo episode], so she started, too’ [Kwale 15-18].

Supporting each other to achieve goals
Overall, girls from the treatment group who participated in qualitative interviews at endline gave many examples of
girls supporting and encouraging others to achieve their goals and reach their potential.
One older urban girl described encouraging one of her classmates to stay in school to invest in his future instead
of spending all his time working to make money. She explains:
‘I encouraged him. He was this kind of person…it’s like he went and had a taste of money out there and he
stopped coming to school. I advised him that all those things will come to pass and the money will never be
enough. I advised him that he should rather come to school and gain something that will stick in his mind
and help him in the future, but what he is doing out there is for a season. At school he will gain the
concepts that will never be taken away from him by anyone. It’s a sacrifice for now to study, but later with
the knowledge he has from the teachers, he will earn money. I encouraged him to continue with school and
thank God he listened to me and currently we are competing in class’ [Nairobi 15-18].
Similarly, younger urban girls (10-12) provided examples of encouraging other classmates to work harder in
school so as to not waste resources that have been given to them. One said that she has ‘advised people who
have talents, but they are not using them to help themselves in life’ [Nairobi 10-12].
Another girl explains how she:
‘told my friend…to work hard and not let down her parents because they have struggled so much to
educate her, so she should work hard and uplift them. I told her to stop playing and not to listen to bad
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things. I also told her not to get involved with bad people and to continue with her education. Yes, [she
listened to me]. Even nowadays, she does not like bad things and she studies throughout’ [Nairobi 10-12].
There were fewer examples given when interviewers asked peri-urban girls, and none for rural girls. While periurban girls provided evidence of how they support each other people to achieve goals, these examples were less
detailed. One peri-urban girl stated:
‘A friend of mine was not performing well in school. I encouraged her to work hard to pass. She finally
passed her exams’ [Kilifi 13-14].
Another girl said:
‘I encouraged someone that you cannot sit back and earn, but you have to work hard to earn’ [Kilifi 15-18].
When rural girls were asked to describe a time when they helped someone reach a goal or to get what they want,
the only answer received was ‘not yet’ [Kwale 10-12].

2.6

Unintended consequences and contribution of other initiatives

As far as can be determined, exposure to the financial literacy episodes did not have any unintended positive or
negative consequences to report.
Regarding other initiatives that may have contributed to the set outcomes, Kenya has a well-established digital
financial services ecosystem, including being the home of the global mobile money service M-Pesa. In 2017, 73%
of the 15+ Kenyan population were classified as being digitally financially included 20. It is therefore likely that girls in
Kenya will have greater exposure to opportunities and tools to put into practise financial literacy-related skills
compared with contexts where the digital financial services ecosystem is less developed.
Banks also have an influence in terms of offering customised saving kits for children with novelty piggy banks, for
example in different shapes of a cub, pig and duck. These can motivate young people to start saving money, and
such ‘animal’ banks were mentioned by a few of the younger urban girls who partook in the in-depth interviews.
Banks are also actively using TV advertising that include focusing on the importance of young people carrying out
savings-related activities.
From the qualitative interviews, most of the urban girls remarked that they were taught how to save and the
importance of saving by their parents, particularly their mothers, who either saved money on their behalf or
encouraged them to actively save using a piggy bank.
There were not any specific financial literacy training initiatives that the fieldwork team were aware of in the study
areas. The local research partner did note, however, that in Kwale, the Titanium Kenya Company was financing the
construction of classrooms for some schools around the area, including Bwiti primary school. However, it was
determined that this did not influence the results of the evaluation in any way.
Overall, there were no specific initiatives recorded that may have had an influence on the measured outcomes
amongst treatment and comparison group participants. However, depending on their individual contexts, girls in
either the treatment or comparison groups may benefit from living within supportive and enabling environments that
are conducive for developing their financial literacy skills. This can be further complimented by Ubongo Impact
financial literacy episodes.

20

http://finclusion.org/data_fiinder/
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3 Conclusions and Recommendations
3.1

Summary of Findings

The findings of this study have illustrated through both the quantitative difference-in-differences analysis and the
qualitative interviews that Ubongo has produced financial literacy episodes that are able to engage a target
audience of girls aged 10-18. The content of each episode has presented storylines to the audience covering
financial literacy themes related to earning, saving and budgeting. Although exclusive to each episode, these
themes also overlap and collectively there is evidence of their contribution to supporting the well-being and safety
of girls by developing their financial confidence, ability to plan and set goals, support each other and identify
opportunities to earn and save money.
It is important to highlight that the positive effects that were found for each episode were mostly found for
specific audience sub-groups, rather than applying to the overall target audience of 10-18-year-old girls in rural,
peri-urban and urban areas. This indicates that there is not a one-size-fits all approach for developing content and
messaging that will influence the audience’s knowledge, perceptions and behaviours as a single and homogeneous
group. Rather, the needs of the audience differ based on age and daily living contexts, and these needs must be
considered carefully, and where necessary, through formative research as future financial literacy-related content is
developed.
It is also important to acknowledge that the themes covered by the Ubongo financial literacy episodes do not exist
in isolation to any other initiatives, whether within or outside of school, that are seeking to engage girls in learning
activities that develop both their related academic skills (e.g. mathematics) and life skills. What the Ubongo
financial literacy episodes have shown is their potential to influence knowledge, perceptions and behaviours on
financial literacy topics. In combination with any additional learning initiatives that the girls may engage with, the
episodes have the potential to build girls’ financial literacy, confidence and equip them with skills to apply in their
lives as they get older.

3.2

Conclusion

Returning to the impact pathways that Ubongo set out when creating each of the financial literacy episodes, the
impact evaluation found evidence that supported the first of these pathways: By engaging with Ubongo Impact
behaviour change content girls were exposed to information, tools, role models and encouragement which
motivated them to practice what they learnt and seek out peers to support them. In doing so, girls have the
potential to improve their life skills.
However, the research has not been able to identify the extent to which any significant effects observed either
between baseline and post-episode viewing or between baseline and endline are sustained beyond the timing of
the endline fieldwork. Nevertheless, there are indications that some of the longer-term attitudes and behaviours
promoted through the episodes are taking root. For example, qualitative interviews showed that girls are
encouraging others to save and to achieve their goals, which can support the development of an enabling and
reinforcing environment for developing financial literacy skills.
The second impact pathway states that girls will develop habits and behaviours (such as budgeting and saving
money) related to their new life skills that contribute to them being more secure, less dependent, performing better
in school and feeling more confident and able to pursue their ambitions.
Although there was evidence that the episodes had increased girls’ financial confidence, the extent to which
behaviours motivated through the episodes develop into longer-term habits, as set out in the second impact
pathway, cannot be determined at this point.

3.3

Recommendations

The impact evaluation identified examples where particular audience sub-groups benefited from different aspects
of each Ubongo Impact episode, with the narrative of each episode designed to build knowledge, influence
attitudes and encourage behavioural change.
For example:

•

Peri-urban and older girls aged 13-14 and 15-18 showed short-term impact for understanding that a budget
is a plan for how to spend money on a project.

•

Rural girls showed longer-term impact in their ability to list out individual items in a budget.
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•

There was also evidence that the episodes could achieve longer-term impact in areas such as practical
understanding of earning towards a target and identification of earning activities.

It is recommended that Ubongo consider which target audience segment or segments have the strongest potential
to learn from different aspects of their content and develop storylines and messaging that targets these needs. The
financial literacy needs and contexts of older and urban girls differ to those of younger rural girls, as do those of
richer and poorer girls where research shows that there remains a gap between rich and poor in terms of being
financially included in Kenya.21
Influencing attitudes was harder to achieve through a single exposure to an Ubongo Impact financial literacy
episode, which is to be expected. Again, there was evidence that messaging can be effective for specific audience
sub-groups, for example where rural girls showed both short- and longer-term positive impact in their agreement
that it pays to work hard to earn money.
In order to further enhance audience impact, it is recommended that key messaging is carried throughout different
episodes. For example, reinforcing the attitude that working hard pays could feature in the narrative of more than
one episode to increase the audience’s exposure to it, and potentially deepen impact.

3.4

21

Considerations for Deepening Audience Engagement

•

To reinforce the learning in each Ubongo Impact episode it is recommended that each episode finishes
with a summary or playback of key learning points.

•

To nudge the audience towards adopting particular behaviours, Ubongo could consider including
messaging in their episodes that encourage the audience to try out a specific behaviour. For example, a
key character could ask the audience to think about what they will do to save money for a goal.

•

Each Ubongo Impact episode was designed to cover a number of different learning points. To deepen the
impact of these, Ubongo could consider developing a series of episodes that relate to each theme.

•

Ubongo could consider developing further emphasis on how the storylines of each episode provide
linkages between independent financial literacy themes. For example, highlighting that earning, saving and
budgeting knowledge and skills are interrelated and can all contribute to increased well-being.

•

To deepen engagement with the audience over a longer period of time, Ubongo could establish an Impact
Club where audience members register and share their experiences with each other over time. An Ubongo
Impact Club would also have the potential to provide learning on how content impacts the lives of girls over
a longer period of time, including encouraging them to stay in school and to pursue their chosen career
prospects as they get older.

•

Financial literacy is a vibrant theme in many African countries and Ubongo Impact has shown its potential
to support this learning effort. Foundation funders such as the Bill & Melinda Gates Foundation who have a
dedicated Financial Inclusion team and advocacy organisations such as the Financial Sector Deepening
Trusts in Kenya and Tanzania (FSDK and FSDT) may offer potential support and funding pathways for
Ubongo to further develop their Ubongo Impact prototype.

•

Commercial banks, mobile money service operators, regulatory bodies and financial service innovators
with a commitment to developing financial literacy may all also be key advocates and potential funders of
Ubongo Impact financial literacy products.

https://s3-eu-central-1.amazonaws.com/fsd-circle/wp-content/uploads/2019/07/24103612/2018-FSD-Kenya-Annual-Report_UPDATED1.pdf
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ANNEX A: UBONGO IMPACT THEORY OF CHANGE

Annex A. Ubongo Impact Theory of Change

ANNEX A- 1

ANNEX B: UBONGO METHODOLOGY

Annex B. Ubongo Methodology
1. Evaluation Design
The impact evaluation followed a mixed methodological approach. A quasi-experimental difference-in-differences
design using treatment and comparison groups and self-completion questionnaires was used to measure any
changes in knowledge, attitudinal and behavioural indicators within groups and between groups over time. The
treatment and comparison groups were each comprised of 210 girls, randomly sampled from 9 public day school
locations in Kenya, totalling 420 girls sampled in 18 public day schools. Randomised school and participant
selection were conducted using school lists from sampled counties and school registers from sampled schools.
The impact evaluation tested Ubongo Impact’s Theory of Change by seeking to attribute the impact of watching
three, 20-minute Ubongo Impact financial literacy episodes on related knowledge, attitudinal and behavioural
indicators amongst the target audience of adolescent girls aged 10-19 years old.
To evaluate attribution, the impact evaluation was conducted with participants in a treatment group who are
exposed to the Ubongo Impact financial literacy episodes and a matched comparison group where participants
were exposed to unrelated Ubongo Kids episodes. Treatment and comparison group participants were matched by
geographic (urban / peri-urban / rural), county, school type (primary and secondary day schools) and year of age
strata to limit confounding influences. Individual school locations and research participant selection were
randomised, for both treatment and comparison groups.
The approach exposed participants to the Ubongo Impact financial literacy episodes in a controlled setting within
the school such as a classroom or suitable communal space where participants could relax and comfortably watch
each episode. This enabled participants to concentrate and watch the episodes without distraction and provided a
matched viewing environment for the treatment and comparison groups. This also limited the confounding influence
of individual viewing circumstances when seeking to isolate the impact of the financial literacy episodes.
Measurement took place at three points in time: 1) prior to exposure to the Ubongo Impact financial literacy
episodes (baseline, pre-viewing), 2) after exposure to the Ubongo Impact financial literacy episodes (baseline,
post-viewing), and 3) three months after exposure to the Ubongo Impact financial literacy episodes, (endline).
Baseline and post-episode viewing took place within a four-day period in January 2019. The baseline survey was
completed on the first day and on each of the following 3 days, participants watched an Ubongo Impact episode for
20 minutes and then completed a 30-minute post-viewing survey. Endline measurement was conducted in May
2019 to capture any subsequent changes in knowledge, attitudinal and behavioural indicators.
The impact evaluation also included 18 in-depth interviews with treatment group participants. These interviews
were conducted after the four-month follow-up measurement took place and, using a semi-structured discussion
guide, explored how the episodes have achieved learning, earning, saving and well-being related impacts.
1.1 Evaluation Data Collection Tools
The following tools were used in the Ubongo impact evaluation:

•

A structured self-completion questionnaire: used to collect data at baseline, after watching each
episode and at endline. The moderator-led questionnaire included closed-ended categorical and Likert
scale-based questions as well as individual exercises to assess the knowledge and skills that participants
have learned and included the relevant learning, earning, saving and well-being questions for each
episode. The questionnaire was tailored to be appropriate for each age strata.

•

In-depth interview discussion guides: semi-structured and explore the themes related to the financial
behaviours, self-efficacy and goal-setting aspirations and the role of the episodes, if any, in influencing
these.

All data collection instruments were translated into Swahili and participants were given the option of either
responding in English or Swahili.
1.2 Sampling Strategy
1.2.1 Primary Sampling Locations
The research was carried out at primary and secondary day school locations in Kenya. Kenya was selected
because the financial literacy episodes had not been aired yet and Ubongo had agreed not to release them until all
fieldwork had been completed.
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1.2.2 Sample Profile and Size
We utilised two samples of equal size to make up the treatment and comparison groups. Each group was made up
of 210 participants.
To cover the 10-19-year-old age range of adolescent girls that the SPRING programme targets and to develop
age-appropriate data collection instruments, the sample within both the treatment and comparison groups was
stratified into three age groups:

•

10-12-year-olds (primary school);

•

13-14-year-olds (primary school); and

•

15-18-year-olds (secondary school).

These age cohorts were designed to align with the age group ranges of primary and secondary school students in
Kenya.
To provide representation of girls aged 10-18, school locations were stratified by county and urban, peri-urban and
rural locations. The assignment of schools to geographic strata was guided by school county location lists. To limit
confounding bias and to manage costs effectively, the sample frame of schools was selected from two regions,
Nairobi for urban schools and the Coast for peri-urban and rural schools.

Table 1: Distribution of research location schools by geographic strata, county and region
School

Primary (10-12)

Primary (13-14)

Secondary (15-18)

Region

Nairobi

Coast

Coast

Nairobi

Coast

Coast

Nairobi

Coast

Coast

County

1

1

1

1

1

1

1

1

1

Geographic strata

Urban

Periurban

Rural

Urban

Periurban

Rural

Urban

Periurban

Rural

Treatment groups

1

1

1

1

1

1

1

1

1

Comparison
groups

1

1

1

1

1

1

1

1

1

1.2.3 Treatment Group
The treatment group was created by first randomly selecting a county within the region for each urban (Nairobi) and
peri-urban and rural (Coast) school location. A total of 9 counties were selected: three for primary schools (10-12),
three for primary schools (13-14) and three for secondary schools (15-18). Within each county, one treatment and
one comparison public day school location were randomly selected. A total of 18 school locations were selected.
Once school locations were selected, 40 children in the target age group were randomly selected from the school
register and invited to participate in the research. Appropriate ethical consent was requested from both the parent
and child and the required number of participants from each randomly selected school was randomly selected from
a list of all of the children who consent to participate. The sample distribution of participants per school location was
stratified by year of age.
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Table 2: Year of age stratification
Schools (10-12)

Schools (13-14)

Schools (15-18)

Age

10

11

12

13

14

15

16

17

18

n invited to participate

12

14

14

20

20

15

15

15

15

n randomly selected per
school

6

7

7

10

10

8

7

8

7

Participants per school

20

20

30

Two participants from each treatment group were selected to complete a follow-up in-depth interview after
completing the endline questionnaire three months after watching the episodes. A total of 18 in-depth interviews
were conducted with treatment group participants to provide coverage by region, county, geographic strata and
age. The in-depth interviews supplemented the quantitative analysis and provided insight into how the episodes
have achieved learning, earning, saving and well-being related impacts.
1.2.4 Comparison Group
The comparison group was matched to the treatment group by following the same randomised school location and
participant selection procedures. The selected treatment schools were removed from the list of schools in each
county and geographic stratum before selecting the comparison group school locations. After comparison group
school location selection, the school was checked to assess its proximity to the treatment school location. If it was
in close proximity to a treatment school location, a new location was selected to limit any contamination.
Comparison group participants were selected from the school registers for the relevant year groups following the
same procedures as with the treatment group.
1.2.5 Treatment and Comparison Group Stimulus
Treatment group participants watched each of the three Ubongo Impact financial literacy episodes over four after
school sessions within a 1-week period. The first session provided baseline measurement of relevant knowledge,
attitude and behavioural indicators. The next three sessions included watching a single Ubongo Impact episode
and then completing a questionnaire under the supervision of a moderator. The order in which treatment groups
watched each of the Ubongo Impact episodes was randomised to mitigate any priming effects caused by watching
and completing questionnaires for multiple episodes.
Participants in the comparison group underwent the same baseline measurement activities as the treatment group.
They then watched three Ubongo episodes that do not have a financial inclusion theme: Blood Circulation, Power It
Clean, and Sound. After each episode, participants completed the same post-viewing questionnaires as the
treatment group.
Table 3: Episode viewing schedule

Treatment

Comparison

Session 1

Session 2

Session 3

Session 4

Session 5

Baseline
questionnaire

Ubongo Impact
ep1 + postquestionnaire 1

Ubongo Impact
ep2 + postquestionnaire 2

Ubongo Impact
ep3 + postquestionnaire 3

+3-month endline
questionnaire

Baseline
questionnaire

Ubongo other ep1
+ postquestionnaire 1

Ubongo other ep2
+ postquestionnaire 2

Ubongo other ep3
+ postquestionnaire 3

+3-month endline
questionnaire
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