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ABOUT THIS REPORT

I RATIONALE FOR THE PROJECT

Following numerous achievements over the last decade, it's clear that pay-as-
you-go (PAYGo) off-grid solar (OGS) solutions have a critical role to play in making
energy connections affordable for those without energy access. Between 2015 and
2020, 25 -30 million people in Sub-Saharan Africa gained energy access through PAYGo'.
However, truly sustainable access will only be possible if companies are financially viable,
which implies that customers must be able to pay for their products, potentially with the
help of subsidies. The industry is still facing a persistent challenge with repayment; the
average collection rate has stagnated at around 65% between 2020 and 2023, with one
in four PAYGo customers now struggling to make repayments (up from one in five in
2020)2. The challenge is particularly acute as companies expand into more remote and
vulnerable populations, where only 22% of households lacking electricity can afford even
a basic Tier 12 solar home system with PAYGo.

I OBJECTIVES

Recognising this growing urgency, GOGLA launched the “Keeping the Lights On”
project, supported by RVO (SDG 7 Results) and EnDev. This research aims to:

i) identify and analyse the root causes of slow and missed repayment

i) document best practices for default management

iii) provide actionable insights for stakeholders across the ecosystem to improve re-
payment and quality of service, support business sustainability and ensure that
development programmes, investments and policies have the greatest possible
impact.

Key audience for the report includes:
i)  PAYGo companies who will be able to leverage the insights and recommendations
to improve their operations

1 Power for All, Off-grid Paygo: Unlocking Affordable Energy Access and Financial Inclusion in SSA, 2022

2  World Bank, IFC, GOGLA, EfAC, The Off-Grid Solar Market Trends Report 2024: State of The Sector report.

3 Tier 1 products, as described by the Multi-Tier framework, which measures access to electricity on a tiered
spectrum, are usually small-size solar home systems that provide multiple lighting points, phone charging, and
some small appliance use (e.g., radio, fan).

i) investors and donors active in the sector and
iii) development actors and governments.

Stakeholders working together to act on the findings and recommendations of this
report will improve repayment and quality of the service, support PAYGo businesses’
stability, and ensure that development programmes, investments and policies have the
greatest possible impact on energy-poor customers.

I APPROACH AND SCOPE

The assessment focused exclusively on 3 to 20Wp SHS, which represent typical
entry-level systems for first-time users. It excluded solar lanterns and larger
systems with TVs. It also focused exclusively on PAYGo sales (where there is a risk
of non-payment over time) without arrears®. The target population for the research
was customers who struggle to pay - i.e. who paid less than two-thirds of expected
payments over the last 90 days®. The research, conducted in Q4 2024— involved a
quantitative survey (2,602 interviews) and qualitative deep dives (12 interviews) of
customers from three participating companies across Kenya and Uganda. Given
the importance of the repayment patterns in the first few months, participants
were classified into two groups: new customers (3 months post-purchase) and old
customers (10-15 months post-purchase). The analysis was complemented by data
from the participating companies and in-depth discussions with five SHS companies to
understand how they address non-payment issues.

I LIMITATIONS

Findings may not apply to other contexts (e.g. larger systems, different countries). The
project focuses on understanding those who struggle to pay, but there is no comparison
in profile with those who make regular payments.

4 PAYGo products sold with arrears require the client who did not pay for a given number of days to reimburse
these days before being able to access light again. On the other hand, PAYGo without arrears lets customers pay
for future days of light without reimbursing previous non-paid days.

5 Data measured on August 1%, 2024.



EXECUTIVE SUMMARY

In both Kenya and Uganda, over 40% of PAYGo customers

struggle to pay for their SHS systems. The number of

customers who struggle to pay rises over time, 20% of

customers who have their system for three months or less

report that they struggle to pay, with this number rising to

40% by six months and continuing to rise.

Only 33% of Kenyan and 29% of Ugandan customers who
struggle to pay report having stable monthly income.

In both countries, 40% of customers have other debts,
further constraining their repayment.

More than 15% of respondents in both countries also
indicated they have other financial priorities which led
them to miss payments for their SHS.

75% and 59% of Kenyan and Ugandan customers
respectively reported facing unexpected financial burdens
in the last three months, primarily from medical expenses
and family emergencies.

Recommendations

Rigorous Know Your Customer (KYC) procedures can

be used to better assess a client's repayment capacity.
This, however, may lead them to favour more financially
secure, lower-risk customers. Such a shift risks sidelining
precisely those most in need of access to electricity -

the core target of Sustainable Development Goal 7. The
tension is clear: a sharper focus on credit performance
inevitably excludes a large swathe of the population.

Subsidies are essential to bridge the affordability gap,
and may need to remain in place for as long as the
affordability challenge persists. Subsidies, tax exemptions
(for both custom duties and VAT), and proactive
government policies offer a potential solution to this
dilemma.

Development actors and donors should design subsidies
and other mechanisms that address affordability to
support long-term energy access. Such mechanisms
should incentivize responsible sales to customers most in
need of access to enable consistent repayment.

To reduce customer over-indebtedness and improve
access to future credit, the OGS industry should explore
enhanced collaboration with Credit Reference Bureaus
(CRBs). While some companies use CRBs for basic identity
checks, systematic data sharing is lacking. Sharing PAYGo
repayment data more consistently could help customers
build a credit profile, incentivise repayment, and support
financial inclusion—while also improving portfolio quality
across the sector.

To improve credit management, the OGS sector should
adopt standardised metrics for collecting and reporting
repayment data. While OGS companies track repayment
data, lack of standardisation and data sharing limits
collective learning and responsiveness. Industry-wide
adoption of the PAYGo PERFORM framework and key
performance indicators (KPIs) can drive faster feedback
loops, enhance portfolio performance, and support sector
sustainability.

Over 50% of customers in both countries reported that
droughts, crop diseases, floods and extreme heat affected
their income. For customers working in agriculture,
droughts and floods are devastating. They lead to
reduced yields and income opportunities, making SHS
payments difficult.

Recommendations

To address the impact of climate shocks on customer
incomes and hence their ability to pay for the SHS
products, development sector actors and the OGS
industry could explore if and how insurance and/or

other risk mitigation mechanisms can be used within the
industry to protect very poor customers. Additionally,
efforts could be enhanced to drive more climate
adaptation funding towards the OGS sector to respond to
climate shocks.

In Kenya, 27% of customers who skip payments have

grid access, compared to 15% in Uganda. Customers
connected to the electric grid tend to use their SHS as a
back-up solution; something to rely on when the grid is
unstable or unavailable. Others prefer to use the SHS due
to the high cost of grid electricity.



Recommendations

Companies should explore how the customer intends to
use the system and the presence of alternatives during
the Know-Your-Customer (KYC) process to determine if
the customer is likely to have enough demand for the
system to make appropriate repayments.

Companies should also align the incentive structure

of staff to ensure that sales agents select customers
who have sufficient need and will be able to pay for the
system.

According to the 2024 Consumer Protection report,

the ability of a company to assess customers' financial
vulnerability ranks as the main factor separating top-
performing companies from the rest in terms of portfolio
quality. ¢

49% of customers in Uganda and 28% in Kenya reported
experiencing technical issues with their system at least
once. Of those who experienced these issues, a majority
reported the issue as ongoing (51% in Kenya and 65% in
Uganda). The most frequent complaints involved power
and charging - reported by about half of customers who
have faced technical issues, followed by device-specific
problems and display issues.’

60 Decibels, Consumer Protection Report. Exploring consumer experiences of key
GOGLA Consumer Protection Principles in practice. 2024

Power and charging issues (not charging, discharging fast, not powering on
and not charging phone), device-specific problems (bulb not lighting, faulty
radio) and display issues (broken screens, faulty keypad, locked with credit,
forgot password).

Recommendations

Companies should set up clear channels for customers
to access repair and maintenance of their systems. The
resolution rate for responding to these challenges should
also be monitored and continually improved to enhance
customer satisfaction.

Despite more than 90% of customers reporting
satisfaction with the customer onboarding process,
customer responses indicate a knowledge gap regarding
their contract terms. More than 50% of Ugandan and a
third of Kenyan customers interviewed do not know their
remaining balance accurately or duration for which they
still have to pay.

Recommendations

Companies should design a structured onboarding
process for new customers, including a clear outreach
strategy (via SMS and calls) to ensure they are properly
onboarded. Companies should also create a continuous
feedback loop with customers to ensure that they are
aware of how much they still need to pay, and the
duration left to complete their payments.

They should also identify all potential challenges faced

by new customers and make their resolution the highest
priority - whether they are technical problems, related to
understanding payment processes, or other barriers that
could jeopardise repayment. It is also an opportunity to
reinforce customers understanding of the product and to
answer questions they may have after their initial use.




CHAPTER 1

Introduction




1.0. CONTEXT

The global push for universal electricity access has made
tremendous progress in the past 25 years, but there is

still a long way to go - especially in sub-Saharan Africa.
Globally, the number of people without access to electricity
decreased from 1.2 billion in 2005 to 675 million in 2021.
However, this progress faltered in 2022, when the number
increased to 685 million due to global shocks, including the
economic consequences of the COVID-19 pandemic, the war
in Ukraine, and population growth outpacing new electricity
connections.? If current trends persist, 660 million people
will remain without access to electricity by 2030, with 85% of
them living in sub-Saharan Africa.?

Amid this challenge, the off-grid solar sector has emerged
as a key player; the sector provides rapidly deployable, cost-
effective solutions for households, businesses, and public
institutions in areas where grid electricity is weak or non-
existent. Between 2020 and 2022, off-grid solar products
accounted for 55% of new electricity connections in sub-
Saharan Africa'® - a testament to their importance. In many
situations, off-grid solar stands as the least-cost solution

for providing electricity to large portions of the population,
confirming its pivotal role in achieving SDG7.

8 IEA, IRENA, UNSD, World Bank, WHO, Tracking SDG 7: The Energy Progress
Report, 2024

9 Ibid.

10 World Bank, IFC, GOGLA, EfAC, The Off-Grid Solar Market Trends Report 2024:
State of The Sector report.

However, affordability remains a major barrier, especially
for the poorest and most remote populations. The pay-as-
you-go (PAYGo) model, which allows customers to pay for
solar home systems (SHS) in smaller, more manageable
instalments, has been instrumental in addressing this
challenge. As of 2024, PAYGo sales represented 34% of the
total 4.4 million solar energy kits sold globally."

Despite its growth, the off-grid solar sector is facing
headwinds. Between 2018 and 2022, global sales increased
from 37 million units to 53 million units. But since then,
growth has slowed, with a 3% decrease in 2023"? and signs
of stagnation continuing into 2024."% This stagnation comes
largely from rising costs. Inflation and currency depreciation
have made solar energy Kkits less affordable for customers
already struggling with tight budgets.

Meanwhile, companies are grappling with the quality of
their customer portfolios. The average collection rate, i.e.,
the number of days paid versus expected, has stagnated

at around 65% between 2020 and 2023. Today, one in four
PAYGo customers faces payment difficulties (up from one in
five in 2020).

11 GOGLA : https://gogla.org/reports/semi-annual-solar-market-report/insights-

from-the-january-june-2024-sales-and-impact-data/
12 World Bank, IFC, GOGLA, EfAC, ibid.
13 GOGLA

As companies expand to reach more remote and vulnerable
populations, costs rise, and repayment risks increase. Itis
estimated that only 22% of households lacking electricity can
afford a Tier 1 solar home system with PAYGo.™

This creates a vicious cycle: addressing non-payment is critical
not only for companies’ profitability but also for their long-term
sustainability. Without a healthy portfolio of paying customers,
companies will struggle to attract funding and scale operations.
Similarly, without these companies, many households risk losing
access to electricity altogether when systems reach the end of
their life or require upgrades.

Faced with these challenges, companies are increasingly
reviewing their strategies to improve repayment rates and
portfolio quality rather than pursuing growth at all costs.
Initiatives such as GOGLA's PAYGo Perform provide a platform
for sharing data, best practices, and common metrics across the
industry. In addition, private players are stepping in to provide
technical assistance tailored to individual companies’ needs.

14  World Bank, IFC, GOGLA, EfAC, ibid.



Recognising the growing urgency to address default rates -
not just for commercial success but also for achieving SDG7
- GOGLA, with the support of RVO (SDG7 Results) and EnDey,
launched the Keeping the Lights On initiative. The project
aims to provide a deeper understanding of:

* The root causes of non-payment: identify why customers
struggle to pay and how these challenges can be
effectively addressed

+ Best practices for default management: highlight effective
strategies and explore how they can be scaled across the
industry

The eventual goal is to provide stakeholders, including
PAYGo companies, donors active in the off-grid solar
ecosystem, and investors, with actionable insights. By
understanding what drives default and how it can be
mitigated, stakeholders can work together to ensure off-grid
solar users continue paying regularly for their systems, even
amidst broader economic challenges.

=

ediit: Mobisol
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1.1. RESEARCH METHODOLOGY

The research focuses on the people most affected by the issue: those having trouble meeting their financial commitments.®
Among customers of 3-20Wp PAYGo systems without arrears, two groups were defined based on industry knowledge and
company insights: customers who have paid between one-third and two-thirds'® of the amount due in the last 90 days and
customers who have paid less than one-third - but at least once - over the same period. The study focuses on customers
from three companies (d.light, Engie, Sun King) in Kenya and Uganda, where they accounted for a combined 78% of affiliate
PAYGo 3-20 Wp sales volumes in Kenya and 90% in Uganda.” The time of reference for the study covers the activity of
customers from May to August 2024.

CRITERIA SCOPE RATIONALE

-l

Companies - ﬁsum king. //*\\ Among the largest players in the industry
d.light)
Countries E Kenya == Uganda All companies are active in both countries
Product PayGo systems without arrears Solar lanterns (<3Wp) and SHS with larger appliances (>20Wp) have different client
Size: 3-20Wp (small size SHS) bases with different behaviours

New (<3 months) and Old (10-15 months old)
customers that have struggled with payments, i.e. paid
less than 66% of the amounts due in the last 90 days

Target
population

New clients might face customer onboarding issues while Old clients may have faced
new issues since their purchase

2,400 total interviews:

Sample size 1,200 per country (600 for Old and 600 New)

Large enough to have statistically relevant disaggregation

15 As such, and because the number of interviews conducted needed to be statistically significant, the study does not involve a control group of customers who have
shown good repayment performances.

16 This 66% is generally lower than the standard of the companies interviewed, with some companies classifying as “struggling-to-pay” customers who have repaid less
than 75% of the time - although it is usually part of a multi-tier system.

17 Figures from GOGLA's affiliate sales data

10



Furthermore, customers were split between new
customers - those who purchased a product within the
last three months - and old customers, who purchased
their product 10 to 15 months ago. This distinction was
made on the widely acknowledged basis in the industry
that a client's repayment pattern in the first few months
is often a strong predictor of their long-term behaviour.'®

Off-grid solar systems vary in size, from small-scale solar
lanterns to large systems where wide panels fuel multiple
large-scale appliances (e.g., TVs, fans, or productive use
appliances). GOGLA commonly categorises systems in
three categories:

+ Solar lanterns are systems mostly below 3 Watt-peak
(Wp) that provide a basis access to electricity, usually
through a single lamp directly embedded into the
solar panel

+ Smaller SHS are solar-powered setups typically
designed to provide electricity for multiple lights and
small appliances such as a radio or fans. Their capacity
ranges from 3 to 50 Wp, although this research
focuses solely on 3-20 Wp to cover the smaller devices
within this category

« Larger SHS are more comprehensive and can power
multiple rooms or lights and fuel multiple or larger
devices such as TVs or refrigerators. Their capacity is
above 50 Wp.

18 A recent white paper by Baobab+ highlighted the fact that the early
trajectory of a cohort is a good predictor of final performance and that
the analysis per cohort is increasingly becoming standard in the industry:
Baobab+, Towards a Predictable Profitability. IFRS9 credit risk projection
framework for Paygo companies, December 2024.

SHS sold through the PAYGo system can either be sold:

+ With arrears: in this case, customers who do not pay for a period of time will have to reimburse the costs before
having access again to light.

« Without arrears, which is the most common solution currently. Non-paying customers do not have to reimburse
the missed days of payments. This also means there is no pressure to pay for the system every day.

Types of solar home systems considered for the research

‘=

o
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The data collection was structured around three
complementary approaches in both countries.

The research leveraged a quantitative phone-based survey
in Kenya and Uganda, with 2,602 total interviews. Interviews
aimed to gather first-hand insights on the reasons for
irregular payments among customers who struggle to pay.
The questionnaire first assessed how customers use their
SHS, before testing for different reasons for non-payment,
covering multiple dimensions, such as customer onboarding,
challenges with PAYGo.

Phone-based interviews were conducted over September
and October 2024. Interviews were done in local languages.
Respondents were offered an incentive equal to one to

two days of light to increase their chances of taking part

in the survey. All graphs from this report come from the
quantitative research.

In addition to the quantitative surveys, twelve qualitative in-
depth interviews were conducted to deep dive into specific
elements and gather narratives which could help understand
why people struggled to pay. Six profiles were selected

per country, among the customers who had already been
interviewed for the quantitative survey. The selection also
aimed to match the gender split in each country (60:40 in
Kenya and 80:20 in Uganda).

THE DATA COLLECTION CONSISTED IN THREE COMPONENTS

stories to better
understand why some
SHS clients struggle

to pay

hypothesis behind
payment difficulties

Finally, the research involved interviews with SHS companies
to gather insights on:

«  How companies understand and measure default, and
how this has changed over time

« Their processes in place to increase repayment

« Challenges, best practices and potential additional
improvements which could help with repayment at the
company and industry level

+  How PAYGo subsidies influence repayment rate.

Five companies were interviewed, including the three
companies which shared their data for the data collection.
All quotes from the study either come from the in-depth
interviews with customers or the company interviews.

Table 1. Number of qualitative interviews conducted per quota

companies deal with

struggling users and

what they consider as
best practices

OLD CUSTOMERS NEW CUSTOMERS
4 4 A 4
== Kenya 620 674 1294
Quantitative In-depth client Company
surveys interviews insights ‘ == Uganda ‘ 700 608 1308
v v v
the main on user how

12



I SCOPE OF THE RESEARCH

WHAT THIS RESEARCH

DOES

«  Collect insights on PAYGo
repayment through three
data sources (quantitative,
qualitative, company Kils),
including 2,602 qualitative
interviews

* Analyse general trends based
on company-provided data

« Investigate the main
hypothesis to explain why
customers struggle to pay

« Identify best practices and
areas of improvement in the
SHS ecosystem

« lllustrate PAYGo payment
struggle through user stories

WHAT THIS RESEARCH
DOES NOT INCLUDE

Detailed data on household
income over time

Comparative analysis with
customers who do not
struggle to pay

Credit: Biolite




CHAPTER 2

Overview of
Repayment
Trends

Credit: Baobab+
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2.0 THE SHARE OF INDIVIDUALS WHO
STRUGGLE TO PAY INCREASES OVER TIME

In both Kenya and Uganda, over 40% of customers show signs of difficulty paying for
their systems. The proportion of customers experiencing difficulties tends to increase with
client tenure, rising to 60% of customers in Uganda for those who have been paying for 10 to
12 months.

Customer repayment data'® shows a striking pattern: around 40% of customers in both Kenya
and Uganda fall into the category of those who struggle to pay, defined as having paid at least

once but less than 2/3 of days of light in the last 90 days.?° The main difference between the
two countries is that the share of customers who paid for less than a third of days of light
over the last 90 days is higher in Uganda (more than a quarter of them vs. slightly more than
15% in Kenya).

The connection between how long someone has been a customer and their ability to repay
appears predictable and revealing. For new customers (those within their first three months)
only 20% struggle to pay. Most of these pay somewhere between a third and two-thirds of
the time, a pattern that suggests a manageable level of difficulty for most. But then the trend
shifts: from the fourth month onward, the percentage of customers who struggle to pay
jumps to 40% and continues rising.

Figure 1. Customer repayment for customers who have bought their SHS in the last year,*?' by country

s Uganda 55% 16% 29% ’

17% ‘

M Paid > 2/3 of days over the last 90 days Paid 1/3-2/3 of days M Paid <1/3 of days

N(For each country)>150,000.

19 Based on data provided by the three participating companies in August 2024. The last 90 days correspond to
May to July 2024.

20 This is measured in the amount paid over the last 90 days versus expected over the same period of the time.

21 This analysis only focuses on the first twelve months as it is the minimum repayment time offered by the three
companies.

The difference between the two countries as time progresses is also telling. In Uganda,
customers who struggle to pay tend to fall into the lowest repayment tier (less than 1/3 of
days of light over the last 90 days). When only looking at examining Ugandan customers who
purchased their SHS 10-12 months ago, the lowest repayment tier represents the largest
share of customers.

Note that the data presents a limitation: it only captures repayment rates at a single point
in time. Therefore, it does not allow cohort analysis, which could highlight how default
management strategies have changed over time.

Figure 2. Customer repayment per client tenure, Kenya =

28% 28%

5%

29%

4-6 months 7-9 months 10-12 months

<3 months

Bl Paid > 2/3 of days Paid 1-3/2-3 of days M Paid <1/3 of days

N(For each client tenure category)>45,000.

Figure 3. Customer repayment per client tenure, Uganda ==

25%
18%

20%
16%
<3 months 4-6 months 7-9 months 10-12 months

M Paid > 2/3 of days Paid 1-3/2-3 of days M Paid <1/3 of days

N(For each client tenure category)>25,000.



2.1 REPAYMENT VARIES SIGNIFICANTLY
BETWEEN PRODUCT TYPES AND COUNTRIES

Evidence and insights from companies show that
there are significant differences in repayment rates
between countries. They can be explained by multiple
factors, ranging from the density of the SHS market in
the country, to cultural differences, and the economic
situation of the country.

Most interviewed companies reported varying levels of
repayment between the countries where they operate.
They point to a mix of factors - some conjunctural, some
structural, others cultural. Countries like Madagascar and
Nigeria stand out with better repayment rates across the
board, while repayment is more challenging in markets
like the Democratic Republic of Congo or Uganda. Multiple
exogenous factors appear, although there is no strong
consensus yet:

Market concentration: in regions where SHS adoption is
high or competition is intense, companies often expand
into harder-to-reach rural areas where incomes are

lower and less stable. Moreover, competition can lead
companies to reduce the downpayment, which can lead
to providing PAYGo to customers who are less likely to

be able to afford it. This naturally impacts the quality of
companies’ portfolios.

Experience with credit: credit familiarity varies greatly.
In Eastern Africa, particularly Kenya, mobile money and

digital loans are commonplace, making customers more
accustomed to repaying through PAYGo systems.

Debt tolerance differs between countries. in some
places, customers are eager to repay quickly to avoid
lingering debt, while others take a more relaxed
approach.

Macro-economic factors: economic shocks, inflation

or money devaluation have direct consequences on SHS
prices and affordability of repayments - even more so
as SHS customers tend to be bottom of the pyramid and
therefore more sensitive to economic shocks.

Subsidy policy in place: government-sponsored/
DFI-sponsored subsidies on SHS have a direct impact
on the affordability of the product and therefore on
SHS repayment (see after: Address the Long-Term
Affordability Barrier Through Subsidies).

“We use shorter tenures in Nigeria as Nigerians prefer not to be in
debt. In East Africa, there are a lot of credit companies and it's easier to
access cheap finance, without great repercussions if you don't pay, so
people look more at the daily rate than the full amount.”

Company

Given the significant variations in repayment between
countries, most companies tailor their operational strategy
to each country, and even regions, to adapt to the local
configurations. Nonetheless, other companies have
considered that the differences in repayment were mostly
due to differences in operational performances and the
repayment strategies put in place between countries.

“To me, cultural factors are not a very convincing criterion: while
Kenyans tend to be more financially literate, we have seen our Kenya
portfolio fluctuate a lot. Repayment is almost exclusively dependent on

how strong the operational setup is in that country.”

Company
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Company insights also reveal varying repayment rates
depending on the size of the SHS. Large systems tend to
show better repayment rates as they target a wealthier
and less risky customer base.

System size matters when it comes to repayment rates.
Across the board, PAYGo companies interviewed report
that larger systems—those that include TVs or productive-
use appliances like pumps and razors—tend to see better

repayment rates than smaller Tier 1 systems or solar lamps.

Three key factors stand out:

“PAYGo companies are struggling to
reach profitability, and we saw at the
GOGLA conference that everyone is
going towards less risky, more urban
customers, with bigger products, which
means that we are dropping the ones
which need us the most.”

Company

A more financially secure customer base: Higher-

tier products tend to attract comparatively wealthier
customers more capable of repaying. Additionally, when
the product becomes a tool for generating income -

like a pump for farming, or shavers for a barbershop,
customers have a direct incentive to maintain payments.

Stricter screening processes: Larger systems often
require more rigorous Know-Your-Customer (KYC)
procedures, which naturally identify individuals more
likely to struggle with repayments.

Fewer alternatives: Tier 1 SHS and lanterns are often
replaced with other lighting or electricity sources (e.g.,
kerosene and paraffin lamps, candles, flashlights), even
in off-grid areas. In contrast, there are fewer viable
substitutes for TVs, fans, or other larger appliances,
which often depend on grid connections that may not be
available.

While repayment rates tend to be better for larger products,
one company reported on the fact that aftersales issues,
especially complaints about technical issues, are more
common with larger products in the long run.

Finally, while repayment is better for larger products, they
are also less impactful in terms of energy access, as they
often target a smaller population that is more financially
secure and less in need. Therefore, SHS companies risk
focusing less on the population that could benefit the most
from the SHS technology.

Credit: Sun King




2.2. DEMOGRAPHY OF CUSTOMERS WHO
STRUGGLE TO PAY FROM THE RESEARCH

The customers interviewed as part of the research

(i.e. customers who struggle to pay) were generally
male, and their income, education and household size
indicated they lived in more remote areas than average -
particularly in Kenya.

Note: since the research did not interview customers with
satisfactory repayment rates, this section on demography does not
aim to draw demographic comparisons between the profiles of
customers who struggle to pay and customers who pay well. Rather,
it aims to present the profiles of the interviewed customers.

Most customers who are responsible for paying the SHS -
i.e., those interviewed - are male. It does not necessarily
imply that SHS users are mostly male, as the device is often
used by the whole family. The gender split is even across old
and new users.

The age split of customers generally closely aligns with the
country’s profiles. In both Kenya and Uganda, half fall within
the 18-34 age bracket—a reflection of the young population
in these countries. %

The household size of users is striking. On average, client
households have 6.3 members in their households in Kenya
and 6.6 in Uganda, which is much higher than the national
averages of 3.922 and 4.4?* respectively. These figures are
more aligned with rural norms, where larger households
are common.

22 .UNDESA, World Population Prospects 2024.

23 Kenya National Bureau of Statistics, 2019 Kenya Population and Housing
Census. Volume [: Population by country and sub-country, 2019.

24 Uganda Bureau of Statistics, National Population and Housing Census 2024.
Preliminary Results, 2024.

Customers who struggle to pay tend to be less educated
than the average, especially in Kenya, where a quarter of the
customers report having no formal education. At the same
time, there’s an interesting contrast: customers with tertiary
education represent a higher-than-average share compared
to the national average, suggesting the client base spans a
wide educational spectrum.

In Uganda, education levels among SHS customers who

struggle to pay differ. Aremarkable 86% of customers report

having attended primary, secondary, or tertiary education -

far above the country’s primary completion rate of just 53%.2°

This suggests SHS customers in Uganda tend to be more
educated than the average.

The difference in education rate - as well as other findings
on network and mobile money availability - suggests a more
rural and remote client base among those who struggle

to pay in Kenya than in Uganda. This is consistent with
Kenya's more mature SHS market: as competition increases,
companies and agents are pushed to expand into harder-to-
reach regions to sell products, where customers face greater
challenges in both income stability and accessibility.

25 Kenya National Bureau of Statistics, 2019 Kenya Population and Housing
Census. Volume IV: Distribution of Population by Socio-Economic Characteristics,
2019.

26 UNESCO Institute for Statistics, 2024.

Figure 4. Gender split, Kenya EE
N(Kenya)= 1,294

B Male
Female
Figure 5. Gender split, Uganda ==
N(Uganda)= 1,308
B Male
Female

Figure 6. Level of education in Kenya and Uganda

No formal education

) . 32%
Primary education 40%

Secondary education 38%
Tertiary education*
Vocational education

Non-standard curriculum®**

B Kenya

Uganda

“What is your highest level of (formal) education?” N(Kenya, excluding “l don't

know/Don't wish to answer”)= 1,288; N(Uganda, excluding “l don't know/Don't
wish to answer”)= 1,290. Note: *) e.g., college or university; **), e.g., madrassa,
homeschooling.
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In both countries, customers who struggle to pay work in informal and casual jobs, with a
minority of customers working in regular employment. This reflects the broader economic
realities of the regions, where stable jobs are less common.

Education level introduces an important divide, particularly in Kenya. Among customers with
tertiary education, 57% report having regular employment, or self-employment outside of
agriculture - a significant contrast to the 28% among less-educated customers.

Figure 7. Main source of income, Kenya =

Self-employment
in agriculture
Self-employment
outside agriculture

31%

Regular employment
Casual work

Government payments
Renting assets
Remittance from relatives
Other asset sales

Livestock sales

“What is your household’s main source of income?” N(Kenya, excluding “I don't know/Don't wish to answer”)= 1,287.

The dominance of casual work and self-employment is also true in Uganda, where half of the

respondents are self-employed in agriculture jobs.

Figure 8. Main source of income, Uganda ==

Self-employment
in agriculture

Casual work

Self-employment
outside agriculture

Regular employment
Government payments
Livestock sales

Other asset sales

Renting assets

Remittances from
relatives

"What is your household’s main source of income?” N(Uganda, excluding “I don't know/Don’t wish to answer”)= 1,282

3%
2%
1%
0.3%

0.2%

11%

16%
16%

51%
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Gathering very precise average income data in Kenya and Uganda is difficult due to
widespread informal employment. Yet customers who struggle to pay tend to be poorer than
the general average. In Kenya, half of customers have a household monthly income that is
equal to or close to the national monthly income (KES 8,000, equal to USD 62%). Similarly, In
Uganda, 72% of customers who struggle to pay in Uganda earn below UGX 400,000 (~USD
110) per month.

Figure 9. Household monthly income in KES, Kenya =

Minimum Wage: 8,000KES

27%

24%

15% 8% 8%
0,
" C oy TR 1% 2% 2% %

<5,000 5k-10k 10k-15k 15k-20k 20k-25k 25k-30k 30k-35k 35k-40k 40k-45k 45k-50k

>50k

“What was your household income last month?” N(Kenya, excluding “l don't know/Don’t wish to answer”)= 1,168

Figure 10. Household monthly income in UGX, Uganda ==

40%
32%
16%
% 3% 1% 0% 1% 0% 1% 0%
<200k 200k-  400k-  600k-  800k-  1m-  12m-  14m-  1.6m-  18m-  >2m
400k 600k 800k m 1.2m 1.4m 1.6m 1.8m 2m

“What was your household income last month?”
N(Uganda, excluding “I don’t know/Don’t wish to answer”)= 965.
There is no set-in-law minimum wage in Uganda, but previous suggestions aimed to set it at 136,000 UGX28.

27 Xe.com, data from December 20th, 2024.
28 See https://heconsulting.us/minimum-wage-in-uganda-the-long-awaited-legislation/

For some customers, SHS are also a source of livelihood. Around 15-16% of customers
who struggle to pay report using their SHS for income-generating purposes - with similar
shares between countries and across old and new customers. This aligns closely with recently
published data, showing 12% of GOGLA-affiliated SHS users leverage their systems for similar
activities.?? Uses include lighting small shops and market stalls, working from home at night,
but also renting of the SHS-enabled electricity.

Figure 11. Customers who use the SHS for income-generating activities

19%

15% 16% 15%

Kenya Uganda

“Since purchasing, did your household use your solar home system for an income-generating activity?”
N(Kenya, excl. "Don't know")=1,294; including N(Old)= 620; N(New)= 674;
N(Uganda, excl. "“Don‘t know")=1,304; including N(Old)= 698; N(New)= 606.

29 60 decibels, Why Off-Grid Matters, 2024.
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3.0 MAIN REASONS FOR SKIPPING

PAYMENTS FOR THE SHS

Financial constraints are clearly the leading root cause
of non-payment, with 80% of Kenyan customers and 64%
of Ugandan customers citing this as the main reason for
skipping payment.

Both new and old customers cite the main reason for
skipping payment is either that their income is too unstable
to pay for it every day or that they have financial priorities
over SHS repayment. Interestingly, having other financial
priorities is also true for SHS users with higher education or
income levels.

While they remain uncommon in Kenya, technical difficulties
with the device or when making payments is also a
widespread reason for skipping payments, with 21% of
customers reporting on either topic. Conversely, having
alternatives sources of light or simply not needing to use the
system every day is cited less commonly as the main reason
for not paying every day, with a total 13% in Kenya and 16%
in Uganda. Finally, the cost of the system is only mentioned
by a small minority of respondents in both countries.

The section analyses each reason for skipping payments,
from the most significant root cause to the least. Other
potential drivers that are harder to quantify, such as the
social pressure to pay the debt or the quality of customer
care are also considered.

My income s too unstable to pay RN 64%

for it everyday 46%
| have other financial _ 16%
priorities 17%
| use other source of - 8%
light/electricity 5%

| faced technical issues - 5%
making payments 11%

| don't need to use the I 3%
system everyday 3%

My income is too unstable to pay I 2%

for it everyday 50,
| faced issues with the system'’s N 2%
performances 10%
- 0%
Other 20
B Kenya Uganda

Figure 12. Main reason for skipping payments for the SHS

“Considering all the different factors discussed in the interview, what would be the main reason for sometimes skipping days in
your SHS payment?” Other answers include traveling, weather, and the client not believing they are skipping payments.

N(Kenya, excluding “l don't know/Don’t wish to answer”)=1,272;
N(Uganda, excluding “I don't know/Don’t wish to answer”)=1,263.
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3.1. FINANCIAL CONSTRAINTS

Only a minority of customers who struggle to pay (29%
in Uganda and 33% in Kenya) say they have a stable
income. This problem is compounded by indebtedness,
as 40% of customers have other debts in addition to
their SHS.

The inability to pay for a solar home system (SHS) is often
less concerned with the system itself and pertains more
to broader financial pressures. Customers are not just
paying for electricity but balancing it against food, medical
bills, school fees, and other debts. For those with unstable
incomes, payments are made when money is available, not
when the due date arrives.

Financial difficulties stand out as the main reason customers

struggle to pay for their SHS. Unstable incomes are the
norm; only 33% of Kenyan customers and 29% of Ugandan
customers struggling to pay report having a stable monthly
income.*® This lack of stability translates directly into a
limited ability to save.

30 The share of customers who claim to have unstable income in Figure 15
is lower than those who claim to have too unstable income to pay for the
system everyday (in Figure 14). This is likely because the former question
focuses on monthly income, whereas many customers struggle to find
enough money to pay it on a daily basis.

In Kenya, only 21% of customers in this group can save Debt is another significant factor complicating payments.
monthly, compared to nearly half in Uganda (amounts are In both countries, 40% of customers who struggle to pay
not specified but can be expected to be modest). also juggle other debts. These debts, whether personal or

tied to family obligations, tend to add up. The issue is more

Seasonality also plays a significant role in income fluctuations ~ acute for old customers who have been paying for a longer
for agricultural workers. Multiple customers who struggle time and are thus more likely to have faced unexpected new
to pay indicated their earnings can drop sharply, directly payments and taken additional debts.

impacting their ability to pay for the system.

Figure 13. Perceived stability of SHS customers’ monthly income

= o
== v

M Very stable Stable Somewnhat stable Not stable M Not stable at all

“How stable is the amount your household earns each month of the year?”
N(Kenya, excl. "Don’t know")=1,292; N(Uganda, excl. “Don’t know")=1,293.

“We grow coffee. There are seasons when the price of coffee is
very low: in this case, we earn less than expected, and
we cannot pay for the SHS.”

Uganda, New client, Female, 56 years old
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Interestingly, in-depth interviews indicated that the
Figure 14. Client debt making it difficult to pay for their SHS Know-Your-Customer verifications to ensure customers'
income stability and general ability to pay for the
system in the long run were often very limited. This
potentially shows a tension between the company-
set client assessment processes and the sales agents’

incentive structures.

Kenya

“Agents do verify if we can afford the payment, but you have the feeling
M Has other debts which impact SHS payment M Does not that they just want to make a sale. They are not really keen on really
knowing if you can pay all the time.”

Kenya, New client, Female, 30 years old

“Do you have other debts that make it difficult to pay for your solar home system?”
N(Kenya, excl. “Don't know")=1,292; including N(Old)= 620; N(New)= 672;
N(Uganda, excl. “Don‘t know")=1,304; including N(Old)= 699; N(New)= 605.




In addition to income instability and indebtedness,
external shocks such as unforeseen events, inflation or
climate-related shocks repeatedly affect the repayment
capacity of most customers who struggle to pay.

In addition to income instability, unpredicted external shocks
can further damage the economic situation of customers,
directly impacting their ability to repay for their SHS.

Unpredictable financial burdens weigh heavily on customers’
ability to pay for their SHS. In Kenya, 75% of struggling
customers faced unexpected financial burdens in the last
three months; this figure was 59% in Uganda.

Medical expenses rank among the most recurring types

of financial burden in both countries, directly shifting

the expenses priority. Family obligations and economic
difficulties also commonly affect customers’ ability to pay
for their system. Finally, a significant number of customers
who struggle to pay spontaneously mentioned school fees
as an unexpected financial burden - potentially illustrating
a difficultly to plan their finances ahead.?' In practice, school
fees significantly impact many customers’ ability to pay for
the SHS, which leads to households cutting their SHS usage
at the beginning of the school year.

31 “School fees” were not included as an answer option among the pre-listed
categories in the questionnaire, but appeared regularly in the “Other”
answers from Uganda respondents. For Kenya, it is likely that school fees
were coded within the “Other family emergency/celebration” option.

Figure 15. Customers who recently faced a financial burden

22% 32%

78% 68%

Kenya Uganda

B Faced an unexpected financial burden in the last three months Il Did not

"Have you faced any unexpected financial burden over the last three months?”. The question was asked in
September and October 2024.

N(Kenya, excl. “Don’t know")=1,292; including N(Old)= 620; N(New)= 672;

N(Uganda, excl. "Don’t know")=1,302; including N(Old)= 698; N(New)= 604.

Figure 16. Type of unexpected financial burden faced

Other family 45%
emergency/celebration
. 44%
Medical expenses 48%

Job loss

Business setbacks

Funeral
Crop failure 450/0?
Other i 1% 14%
Wedding Q;Z%
School fees  |9% 11%
B Kenya Uganda

“What kind of unexpected financial burden have you faced over the last three months?” The question was only
asked to those who mentioned having faced unexpected financial burdens.

N(Kenya, excluding “l don't know/Don’t wish to answer”)=891;

N(Uganda, excluding “l don't know/Don‘t wish to answer”)= 793.
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Recent economic changes, particularly inflation, have
affected customers’ ability to pay for their SHS. More

than half of customers in Kenya and Uganda report that
rising prices have moderately or significantly impacted
their payments. In Kenya, 24% of customers say economic
difficulties have directly impaired their ability to pay for
their SHS.

“A year ago, with KES 100 you could buy maize and omena32
flour and the SHS. Now with the same budget, you can't pay
both for the SHS and the flour.”

Kenya, Old client, Female, 45 years old

For many customers, especially those working in agriculture,
climate events such as droughts or floods are devastating.
These events reduce yields and income opportunities,
making SHS payments impossible at times. Most customers

report that such disruptions occur one or two times per year.

In addition to these economic challenges, repayment ability
can be affected by complex household payment dynamics
Many customers involve multiple family members or
relatives in making payments, which can create coordination
issues when someone defaults or disengages from the
process.

Despite these economic issues, paying for their SHS remains
high on most customers' list of priorities - often second only
to food or school fees in the qualitative interviews. For most
customers who struggle to pay, not paying for the solar
home system is rarely a choice; instead, it is forced upon
them by difficult economic circumstances.

32 Omena, also called the silver cyprinid, is a small type of fish and is a common
traditional food in the Western region of Kenya.

Figure 17. Impact of rising prices on customers’ ability to pay for their SHS

24%

Bl No effect Minor effect Moderate effect M Significant effect M Severe effect

“To what extent, if at all, have recent economic changes such as increased prices for food or fuel, affected your ability to pay for
the solar home system?” N(Kenya, excl. “Don’t know")=1,292; N(Uganda, excl. “Don't know")=1,293.

Figure 18. Climate events faced by SHS customers

64%
58% 9%
" 51% a7% 50% 469 00
30% 27%
Droughts Crop Extreme heat Livestock Floods
diseases diseases
B Kenya Uganda

“Has your income been impacted by the following types of climate events?” N(Kenya)=1,294; N(Uganda)= 1,308.

“Last season, | planted cocoa beans, but they all rotted because of too
much rain. At first, | would pay daily for the SHS, but now that | have made
and lost this investment, | sometimes skip payments.”

Uganda, Old client, Male, 48 years old
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USER STORY 2:
EUNICE - FEMALE, NEW CUSTOMER, KENYA

Eunice's story shows how complex repayment planning can be with multiple people
paying for and using the system. If one faces a financial difficulty, it affects the others
finances and, therefore, general ability to pay.

Eunice is a 30-year-old woman living in Kibwezi, Kenya, with her husband and
children. She earns an income by sewing school sweaters and groceries, while her
husband is a mechanic. Her parents and five siblings live in Kilungu, her hometown
- Eunice visits them every month and still considers this place “home”.** While her
parents are connected to the national grid, they often suffered from blackouts,
lasting up to two weeks, with little visibility about when the power could come back.
This is why Eunice decided to purchase a solar home system for them.

After talking to her mother and siblings and deciding on a brand Eunice went to a
nearby shop to buy a system for her parents. A company agent eventually went to
their home to install the system, take the deposit money, and explain the payment
modalities to the whole family. The family found immense benefits in using the SHS
to charge their phones and ensure they had light during the night, even when the
grid was down. They also share their electricity with their neighbour. When the grid
is working, the family shares its device with other unconnected family members who
live farther away.

Since Eunice does not live where the solar home system is, her father takes
responsibility for the device. Her parents or siblings usually manage payments,
although Eunice very often pays when they ask her to do so. Although they tried to
pay for the system every day, Eunice and her siblings had to stop paying for it for
two weeks because her mother took out a loan, which the family had to repay first.
The company called her after a week and understood the situation, prompting her to
pay on time when she was able to. Eunice states it was the only moment when she
and her family stopped paying for the solar. This is because she considers it to be an
absolute priority expenditure. In future, Eunice would like to expand her use of solar
products, notably by pumping water to the farm.

33 The quantitative survey - and the qualitative interviews based on the same pool of respondents - focused on
clients who owned a system in their household. Eunice responded that she was in this case, arguing that her
family house its her home as well.




3.2. LACK OF NEEDS AND PRESENCE
OF ALTERNATIVES TO THE SHS

Many customers who struggle to pay, particularly in
Kenya, have access to other sources of light. 27% of
Kenyan customers who struggle to pay are connected to the
grid. However, not all alternatives compete equally with the
SHS. Grid-connected customers connected to the grid are
likely to use their SHS only as a backup, while those using
kerosene lamps will prefer the solar option. Other solar
products (ownership of multiple SHS or solar appliances is
common) and frequent travel tend to reduce demand.

Customers with alternatives to their solar home systems
(SHS) tend to use the SHS less, especially if the other options
cost less. For them, the SHS becomes a backup, not the
primary source of energy. Grid-connected users, for instance,
typically rely on their SHS only when grid electricity fails.

In Kenya, customers who struggle to pay often have
alternatives to their SHS; this is less common in Uganda.
Nearly one-third of Kenyan customers report having access
to grid electricity.3* Meanwhile, torches and kerosene lamps
are common secondary options in both countries, though
less so in Uganda.

34  Access to the national grid is more common in Kenya than in Uganda.

None (SHS sole source
of electricity)

Grid electricity

Torches/Flashlight

Kerosene/petrol
lamps or candles

Other

Solar lantern

Car battery
Diesel/Petrol generator
Neighbours' electricity

Community mini-grid

Figure 19. Available alternatives to using the SHS for electricity and lighting purposes

_ 26%

I 27%
15%
I 23%
12%
I 22%
5%
f 1%
5%
P 16%
4%
I 3%
1%
l 1%
0%
N 2%
0%
0%
0%
B Kenya Uganda

“Besides your solar home system, which other sources of electricity and lighting do you have access to?”

N(Kenya, excluding “l don't know/Don’t wish to answer”)=1,286;
N(Uganda, excluding “I don't know/Don't wish to answer”)= 1,307.

62%



Not all alternatives compete equally with the SHS. Kerosene
lamps and solar lanterns, for example, rarely replace the SHS
in daily use. Customers often prefer the SHS as their primary
electricity and lighting solution because it is more powerful,
safer, and ultimately less costly.

However, customers connected to the electric grid tend to
use their SHS as a backup solution - something to rely on
when the grid is unstable or unavailable. Although this can
still translate into high SHS use when the grid is of very poor
quality, most grid-connected customers principally view the
SHS as a pay-to-use scheme rather than something they
invest in for the long run.

Still, some customers who live in grid-connected areas still
prefer to use SHS due to the high cost of grid connection.

1

“Before getting the SHS | was
using a tadooba’. The issue is that
it produces soot, needs paraffin
to work, and can burn the house
if you are not careful. | also used
a solar lantern, but the amount of
light is not as much as that
of a solar panel.”

Uganda, New client,
Female, 56 years old

Tadoobas are small paraffin lamps.




One-third of customers claim to own multiple SHS or
additional solar lamps, often purchased outside PAYGo
schemes.* More specifically, 10% of customers who struggle
to pay in both Kenya and Uganda, are simultaneously paying
for another SHS. This usually occurs when the first system
malfunctions or when additional systems are needed for
other purposes.

“I first tried one company, then another, then a third, from
which | bought five solar so far. Two I finished paying for, and | am
remaining for three. One is in my shop, another in the bakery,

the third is at home.”

Uganda, New client, Male, 60 years old

Customers who use multiple SHS from the same company
register the other devices through their relatives. Qualitative
interviews indicate that this strategy often seem directly
suggested by sales agents.

Finally, travelling or being away from home emerged as a
reason for occasional missed payments - a case not covered
in the quantitative research. In some cases, users left their
rural homes, where the SHS is installed, to live or work in
urban areas. While households are often large enough for
other members to take over payments, this dynamic adds
complexity and increases the risk of missed payments.

One company mentioned that it has become an important
question in their KYC process.

35 Around 35% of respondents answered Yes to the question “Does your
household use multiple solar home systems?” in both countries. However,
a review of the answers showed that some respondents understood the
question broadly, answering yes even though they were talking about other
solar lamps or solar panels. Data cleaning was conducted leveraging the
interview recording, but led to imprecise results, with 11% of “Yes” answers
in Kenya and 29% in Uganda - it is likely the cleaning in Uganda still includes
misunderstood cases.

Figure 20. Customers who own and still pay for their other SHS

Kenya Uganda

B Owns another SHS and still pays forit Il Does not

“Are you currently paying for another solar home system?. This question was only asked to those who answered Yes to a
prior question “Does your household use multiple solar home systems” which results could not be directly interpreted due
to imprecise answers (see footnote 38) N(Kenya, excl. “Don’t know”)=1,294; N(Uganda, excl. “Don't know")=1,307.

“Our research shows that not needing to use the system, which is true for
individuals who travel a lot, ranks among the top reasons for skipping payment.
We always look at this during the credit assessment.”

Company
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USER STORY 2:
CHRISTINE - FEMALE, NEW CUSTOMER, KENYA

Christine’s example is a case of clients who only use their SHS as a backup for other
alternatives.

Christine is a 30-year-old schoolteacher currently living in the Kisumu region. She
owns two solar appliances from the same company: one small solar lantern, which
she bought five years ago, and a recent solar home system, purchased three months
ago. She decided to buy the SHS based on the recommendations of a neighbour,
who owned the same kind of device. Christine was particularly receptive to the
payment methods, which she viewed as very convenient. Christine then decided

to look for a sales agent to purchase her SHS. The agent explained the payment
system, which Christine could recall very well and help her install it at her home.

While she is connected to the electrical grid, Christine decided to buy a system
because of the network instability. In the past, she used other alternatives like
candles which she found dangerous and not as efficient as solar home systems
Christine finds clear benefits with her SHS, as it helps her children do their
homework when it is dark, lights her kitchen and allows her to cook in the evening.
However, she finds the cumulative price of the system to be too high, especially
given the current economy. She also complains about the walking distance between
her house and the nearest agent centre - although she finds customer care to be
quite responsive.

Still, Christine never planned to use the system every day. She prefers using the
grid electricity to which her house is connected and only uses the SHS as a backup
when the grid is not functioning. She finds it convenient to turn the system on again
right after she pays without paying for arrears. Therefore, she sometimes does not
use the system for a full week, in which case the system is shut down, and she is
called by the company customer care daily - with the customer care sometimes
threatening her. Christine also claims to sometimes miss a payment due to financial
issues which take priority, like funerals or school fees, or economic difficulties in the
region - notably linked with floods, which can increase food prices.




3.3. TECHNICAL ISSUES

Figure 21. Recurrency of technical issues with the solar home system
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"How often do you experience technical issues with your solar home system?”
N(Kenya, excl. “Don’t know")=1,294; including N(Old)= 620; N(New)= 674;
Customers who experience technical issues with their N(Uganda, excl. "Don’t know”)=1,300; including N(Old)= 696; N(New)= 604.

equipment and cannot use the system are likely to have
more limited interest in continuing to pay for the system.

Figure 22. Types of problems experienced with their system among those who claim to have face technical issues

Technical issues are not uncommon. In Kenya, 28% of

those who struggle to pay, especially old customers, report Power and charging issues* 2208
having experienced issues, even if only 6% claim these
issues happen frequently. The share of customers reporting Device-specific issue**

technical issues is higher in Uganda (49%), even though two

i i *k*k
of the three companies sell the same kind of product in both Lisjplleyy el comiral ssue

countries.?® Logically, old customers face more issues, simply Physical and external

because they have used the product longer.

Other
In many cases, these technical issues are small deficiencies
that are pain points that do not prevent clients from using
. . Kenya
the service. The most common complaints revolve around [ y Uganda
power and charging. Customers describe batteries losing
Strength over time or llghth|bS burnlng out. While the "What type of problems have you faced with your system?” This question was only asked to those who claimed having
system often still works. its capabilities shrink experienced technical issues with their solar home system at least rarely.
Note:
*) e.g., not charging, discharging fast, not powering on, not charging phone;
36 The difference can be explained by two main reasons: 1) companies do not **) e.g., bulb not lighting, faulty radio, faulty radio;

have the same relative weight in both countries, therefore the difference in
technical issues between countries also reflects technical issues between
companies. 2) Still, when looking at company-per-company results, there is N(Kenya, excluding “I don't know/Don’t wish to answer”)= 401;
systematically a 10-20 ppts difference in reported technical issues between N(Uganda, excluding "I don't know/Don’t wish to answer”)= 546.
Kenya and Uganda. Cultural differences may therefore also play a role to

account for these differences.

***) display issue, broken screen, faulty keypad, locked with credit, forgot password.



Another frustration looms large, especially in Kenya:

display and credit-lock issues (details in Figure 24 below).
Customers frequently report delays in receiving tokens after
making payments,?” resulting in service interruptions even
after transactions are complete. This lag undermines user
confidence and fuels dissatisfaction. Similar complaints have
surfaced in Uganda, though with notably less frequency.

In both Kenya and Uganda, many customers still face

unresolved problems. A third of Ugandan customers and half

of Kenyan customers say their systems remain faulty. Access
to repair centres and repair costs are often barriers, leaving
systems partially functional or unused. Though such issues
are frustrating, they do not prevent customers from using
their SHS.

Still, the ability to solve issues appears to have a direct link
with the client’'s repayment behaviours. While sample sizes
are too small to draw robust conclusions, results show a
relationship between the share of customers who mention
facing persistent issues with their devices and the number
of days they have been paying for their devices over the last
three months.

Logically, when the device is rendered unusable and not
repaired or replaced, the SHS user will stop paying for it and
likely buy another one.

Multiple customers interviewed expressed doubt about

the durability of SHS after the payment period ends. Some
believe the product might stop working entirely due to wear
and tear or a misconception that functionality ends with the
repayment period.

37 For most devices, the client pays for the device through mobile money, then
receives a token code via SMS, which they can enter into the SHS's control
panel to unlock the day/week/month of light.

Figure 23. Share of customers who claim to still be facing technical issues with their system

51%
49%

65%
35%

Kenya Uganda

B Still faces issue(s) M Issue(s) was/were solved

“Do you still face any of these issues with your system?” This question was only asked to those who claimed having
experienced technical issues with their solar home system at least rarely.

N(Kenya, excl. “Don't know")=370; N(Uganda, excl. “Don‘t know")=482.

Due to a technical error, respondents who mentioned facing “Other” technical issues were not asked this question.

Figure 24. Share of customers who report still facing technical issues with their system, per number of paid
days in the last three months

N 30% 250 S0t A 33% 37%
70% 55% e 73% 67% 63%
<33% 33-45% 45-66% <33% 33-45% 45-66%
Kenya Uganda

B Still faces issue(s) M Issue(s) was/were solved

“Do you still face any of these issues with your system?” This question was only asked to those who claimed having experienced technical
issues with their solar home system at least rarely. &\ icon represents a low sample size.

N(Kenya, excl. “Don’t know")=370; among which N(>33%)= 27; N(33-45%)= 89; N(45-66%)= 254; N(Uganda, excl. "Don‘t know")=482;
among which N(>33%)= 28; N(33-45%)= 104; N(45-66%)= 350.

Finally, some customers mentioned adverse weather (particularly long periods of rain),
which leads to skipped payments. During such episodes, customers often find their SHS
unable to meet their lighting needs due to insufficient sunlight for charging. This creates a
practical disincentive to pay for a temporarily underperforming system.
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“I bought this first SHS in 2019, and it

started breaking down after | finished

paying for it. So now | bought this one,
and the battery lasts much longer.”

Uganda, Old client, Male, 48 years old

“With this PAYGo system, we are
paying more than the system’s retail
price. | am not sure that by the time |

finish paying for it, the system will still

be in good working condition.”

Uganda, Old client, Male, 48 years old

Credit: GOGLA




3.4. PAYMENT ISSUES

Mobile money and network issues do not appear to

be significant causes of non-payment. In both countries,
more than 90% of customers pay for their SHS via mobile
money without external assistance. Problems with the
mobile network are relatively common but not critical,

and most users who struggle to pay live near a mobile
money agent.

Customers who have difficulties using mobile money
because they do not understand how it works or lack a
reliable mobile network cannot pay for the system.

According to the GSMA’s 2023 Mobile Money Prevalence
Index,® Kenya and Uganda rank among the countries with
the highest levels of mobile money penetration, usage, and
accessibility. Conversely, user difficulties are likely more
prevalent in markets with lower index scores. Network
coverage also tends to be higher in both countries compared
to other countries in sub-Saharan Africa.®

Most customers who struggle to pay still manage to navigate
mobile money on their own. Only 10% of customers reported
needing external help from a mobile money agent, family,

or friends. It means that 90% of customers are independent
in managing payments, reflecting how accessible and
user-friendly the system has become for most users. This
aligns with the finding that most customers find the PAYGo
system’s instructions clear (see Figure 34).

38 https://www.gsma.com/mobile-money-metrics/#prevalence-index?y=2023
39 https://datahub.itu.int/data/?i=100095&s=194&e=UGA

Figure 25. Means of payment for the solar home system
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I Kenya Uganda

“Do you make the payments for your solar system on your own, without help?”
N(Kenya, excluding “I don't know/Don’t wish to answer”)=1,294;
N(Uganda, excluding “I don't know/Don’t wish to answer”)= 1,305.

Figure 26. Frequency of mobile network issues that have an impact on repayment

old
Kenya
New

4
old

Uganda

New 4%

M Never Rarely Sometimes M Often M Always

"How frequently do mobile network issues prevent you from making payments?”
N(Kenya, excl. “Don’t know")=1,294; including N(Old)= 620; N(New)= 674;
N(Uganda, excl. "Don’'t know")=1,299; including N(Old)= 697; N(New)= 602.
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Responses above typically account for the primary payer

for the SHS. However, payments can be a collective
responsibility, and, in many cases, multiple people pay for
the same SHS, usually from the same household or group
(e.g., from a church or on a farm). Still, no respondents from
the in-depth interviews reported that the other payers faced
difficulties making payments, as mobile money is increasingly
widespread in both countries.

Most customers who struggle to pay have faced mobile
network issues at least once, but these are rare. Only 6%
of Kenyan and 8% of Ugandan customers reported that
network problems “often” or “always” interfered with their
ability to make payments. The rapid expansion of mobile
networks in Africa explains this low figure.®

Most customers live close enough to a mobile money agent
to resolve issues quickly. In Kenya and Uganda, only 2-3% of
customers who struggle to pay reported living more than two
hours away from a mobile money agent. There are barely
any differences between Kenyan and Ugandan customers,
while one could expect the proximity to be higher in Kenya
given the prevalence of M-Pesa in the country. This hints

that Kenyan customers in the sample could live in more
remote areas.

Mobile network or mobile money issues are not a key reason
for not paying for most customers who struggle to pay.

Such problems are rare, and customers usually know how

to use mobile money effectively. However, many customers
complained about delays after payment - an issue related to
the PAYGo operator rather than the mobile money system
itself (see part 3.3).

40 See the GSMA Mobile Connectivity Index. 92% of the Ugandan population is
covered by mobile broadband, 99% in Kenya.

Figure 27. Distance to the nearest mobile money agent
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<15 minutes 15-30 30 minutes- 1-2 hours >2 hours
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"How long does it take you to go to the nearest mobile money agent?”
N(Kenya, excluding “I don't know/Don’t wish to answer”)=1,284; N(Uganda, excluding “l don’t know/Don’t wish to answer”)=
1,285.
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3.5. POOR CUSTOMER ONBOARDING/EDUCATION

More than 90% of customers who struggle to pay say
they received explanations on how to use the SHS

and how to pay for it, and most are satisfied with the
onboarding. However, there is room for improvement as
many users - more than 50% in Uganda - do not have a very
accurate understanding of their remaining balance.

Rationale

A first assumption to explain difficulties in paying for

solar home systems could be a lack of understanding of
how to use the system or how to pay for the system via
PAYGo through mobile money.*' For instance, 60 Decibels’
Consumer Protection Report, studying customers of key
GOGLA members, shows that ease of use is a critical factor
in customer satisfaction and has direct implications on
payment issues as it leads to misuse of the product and
mismatched expectations.*?

Main findings

A majority of customers who struggle to pay in Uganda and
Kenya claim they received explanations on how to use and
pay for their solar home system, though Uganda lags slightly
behind. Nearly 10% of Ugandan customers reported not
receiving any explanation. Even so, over 80% of customers
in both countries found the guidance clear or very clear,
regardless of whether they were new or old users.*?

41 All studied SHS providers have their system paid through PAYGo - in general,
nearly all systems paid via PAYGo are paid through mobile money.

42 60 Decibels, Consumer Protection Report. Exploring consumer experiences of key
GOGLA Consumer Protection Principles in practice. 2024

43 There are clear differences in satisfaction levels between Kenya and Uganda.
This is likely explained by cultural differences, as all questions which
leveraged personal appreciations were systematically lower in Uganda than
Kenya.

Figure 29. Share of customers who received explanations on how to use the solar home system
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B Received explanations on how to use the SHS Il Did not

“Did the agent from the company who sold/installed the system explain to you how to use it?”
N(Kenya, excl. “Don’t know")=1,292, including N(Old)= 619; N(New)= 673;
N(Uganda, excl. “Don‘t know”)=1,302, including N(Old)= 698; N(New)= 604.

Figure 30. Client perception of the agent's explanations of how the SHS works
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Old client New client

ol 56%
Uganda
New
M Very clear Clear Somewhat clear M Unclear M Very unclear

“"How clear did you find his/her explanations?” The question was only asked to those who answered “Yes" to the question
above.

N(Kenya, excl. “Don’t know")=1,202; including N(Old)= 573; N(New)= 636;

N(Uganda, excl. “Don‘t know”)=1,189. including N(Old)= 642; N(New)= 547.

11%
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Understanding of the payment plan follows a similar
pattern. Nearly all customers were briefed on PAYGo terms
and payment plans, though again, about 10% of Ugandan
customers reported receiving no explanation. In Kenya,
little difference exists between old and new customers. In
Uganda, however, new customers were more likely to say
they were not properly informed.

For those who did receive guidance, comprehension levels
were high. Most customers felt they understood how the
payment system worked, with new customers in Uganda
reporting slightly lower satisfaction. Qualitative interviews
back this up.

“First, the agent told me about the payment, how much | was supposed to
pay by the end, and | saw that | could manage this amount. There is a down
payment first, and then you pay in instalments through M-pesa.”

Kenya, New client, Female, 30 years old

Figure 31. Share of customers who received explanations on how the payment plan and terms work
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“Did the agent from the company explain how the payment plan and terms work?”
N(Kenya, excl. “Don’t know")=1,293; including N(Old)= 620; N(New)= 673;
N(Uganda, excl. "“Don’t know")=1,298; including N(Old)= 695; N(New)= 603.

Figure 32. Client perception of the agent’s explanations of the payment plan and terms
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"How well did you understand their explanation?” The question was only asked to those who answered “Yes” to the previous
question.

N(Kenya, excl. “Don’t know")=1,228; including N(Old)= 589; N(New)= 639;

N(Uganda, excl. “Don’'t know"”)=1,158; including N(Old)= 635; N(New)= 523.
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Even when well briefed on their payment plan and terms,
customers who struggle to pay often show a knowledge gap
regarding their contract terms. In practice, only two-thirds
of customers in Kenya, and less than 50% of customers in
Uganda claim to know their remaining balance or when they
must pay for their solar home system next. Old customers
tend to claim more often that they know their remaining
balance compared to new users. Despite this knowledge gap,
most customers show a genuine interest in understanding
their payment status - an encouraging sign that they remain
committed to completing the purchase.

The differences between Kenya and Uganda become even
clearer when customers are probed on specific details, such

as the number of days they must still pay to own their device.

In Kenya, nearly two-thirds of respondents provided accurate
estimates. In Uganda, the picture shifts - 57% gave incorrect
answers about their remaining period. Again, old customers
tend to show better knowledge than new ones - this can

be explained by the fact that most companies report on
customers’ balances through SMS and old users have had
more time to use the system.

But the difference between Kenya and Uganda may not

be just about client behaviour. A single company accounts
for most customers in each country (though it is not the
same company in each country). The disparity in repayment
knowledge between these two companies is stark, with
more than a 50-percentage-point gap in the accuracy of
estimations which directly impacts the results for both
countries. Still, Ugandans struggling-to-pay customers of all
three companies studied showed less knowledge of their
repayment period than customers of the same company

in Kenya.

Figure 33: Share of customers who struggle to pay and report knowing their remaining balance

1% 2% 2% 2%
Uganda
B Doesn't and is not interested Doesn't but would like to know

B Knows remaining balance/days left to pay

“Do you know the remaining balance or how many days you still have to pay to own the product?”
N(Kenya, excl. “Don’t know")=1,294; including N(Old)= 620; N(New)= 674;
N(Uganda, excl. "Don’t know")=1,306; including N(Old)= 700; N(New)= 606.

Figure 34. Customer knowledge of contractual repayment period, per country
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Kenya Uganda

M Accurate assessment M Inaccurate assessment Doesn't know

Methodology: these graphs compare respondents’ answers to the question “What was the total repayment period
supposed to be when you purchased your solar home system?” and compare it to the company-provided data.
N(Kenya)=1,294; including N(Old)= 620; N(New)= 674;

N(Uganda)=1,308. including N(Old)= 700; N(New)= 608.
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Finally, most customers seem to have understood that the

product is working on a rent-to-own basis and that they are
supposed to pay for it until they eventually own it. In other
words, customers who struggle to pay do not appear to
resort to the product simply on a pay-to-use basis. However,
the lack of arrears seems to have conflicting effects: it is one
of the main motivations that lead customers to pay for the
product, but it also alleviates pressures on repayment and
leads to customers being less involved in their repayment.
The flexibility can breed complacency.

“It does not matter if you don't pay, they will just lock it and unlock it
when you pay. | don’t know if there is a penalty, | think they just extend
the payment period. “

Kenya, Old client, Male, 20 years old

This understanding reflects a broader challenge with how
PAYGo products are marketed and explained. One company
voiced concerns that the way the PAYGo model is framed
impacts how customers approach repayment.

“Maybe we should change the name from Pay-as-you-go to Pay-
everyday. Even sales agents do not always know that their customers
are supposed to pay every day. The ecosystem said first that PAYGo is

an ‘on-the-need’ payment scheme. We should be considered as credit.”

Company
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USER STORY 3:
JANE - FEMALE, NEW CUSTOMER, UGANDA

Jane’s case is an example of complex and changing payment schemes. The fact that
multiple people are responsible for paying the SHS can create difficulties if not all are
onboarded on how to use it.

Jane is a 56-year-old woman living in a small village in the Mayuge district and
working in small farming jobs. She lives with three of her siblings, whom she cares
for as they are sick. Before having her solar home system, Jane relied on tadooba
lamps for her lighting needs, and a small solar lantern she bought over the counter
six years ago. She also lives not too far from the electrical grid but cannot afford to
pay to be connected.

Her son, who used to live with her at the time, saw the situation and considered that
using the paraffin lamps was too dangerous. He came across an SHS sales agent and
decided to buy a system for his mother, managing the down payment and sharing
the costs from then on. While her son was onboarded to learn how to use and pay
for the system, she was not.

Still, the system proved very convenient for Jane. She finds the SHS very convenient
because it gives her access to light during the full night and allows her to charge her
phone. It also brings more security to her house. However, her son had to leave the
village. For a moment, Jane struggled to keep the lights on, as he did not know how
to pay for the system. Eventually, a customer care agent called her and told her how
the system works and reminded her to pay.

Nevertheless, Jane sometimes struggles to pay due to financial constraints. Even
before her son left, Jane and her son’s unstable income led them to skip payments,
especially during lower-yield seasons - bad coffee harvest seasons severely impact
her income. Now that her son is away, payment pressure is even higher for Jane, as
she needs to manage all the SHS payments on her own. Still, she considers paying
for her SHS among her top priorities. This is why she hopes that she will eventually
be over with her repayment and be able to focus on other expenses like clothes
and shoes.

Jane not pictured, credit: Fosera




3.6. CUSTOMER CARE RELATIONSHIP

The vast majority of customers who struggle to pay have
been in contact with customer services and are satisfied
with their service. However, some customers who struggle
to pay, particularly in Kenya, cannot distinguish between
sales and customer service agents, or claim not to have

been contacted when company data shows they should
have been.

Rationale

Interactions help build the relationship with the client, ideally
with a personal touch. All customers who buy an SHS are
contacted with the after-sales support, at least through

SMS, and they are usually called when they start skipping
payments. But the after-sales support must also provide a
clear solution and prove helpful when devices malfunction or
questions arise.

Main findings

While most customers who struggle to pay report being
contacted by customer support, not all have had this
experience. In both Kenya and Uganda, over 75% of
customers who struggled to pay said they were called,
but notably, more than 20% in Kenya and 13% in Uganda
reported they never received a call. Among customers
who struggle to pay, the majority recalls being called by
the company, and only about a third contacted after-sales
service themselves.

However, the figures reported by customers who struggle to
pay are not always aligned with company-shared data (see
Figure 39 below). Despite company data showing outreach,
a significant share of customers claim they were never
contacted, and the gap is particularly noticeable in Kenya.
New customers in Uganda stand out as the exception, as
company records and client interviews closely align.

Figure 35. Contact with customer care or aftersales since purchase, as reported by customers

oud 79% 21% “Since purchasing, have you already
Kenya been in contact with the company’s
New 77% 23% after-sales support?”
N(Kenya)= 1,294 among which
old 87% 13% N(Old)= 620; N(New)= 674;
Uganda N(Uganda)= 1,308 among which
New 83% 17% N(Old)= 700; N(Old)= 608.
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Figure 36. Details on the type of contact with customer care or after-sales
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Figure 37. Contact with customer care or aftersales since purchase, according to company data
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The quantitative survey did not dive more extensively

into this topic, but in-depth interviews revealed two likely

explanations behind the disconnect:

Lack of clarity about after-sales support. Customers
are not always aware that the company has an after-sales
team or that they should contact them in case of an issue
instead of the sales agents they originally dealt with.

The person paying is not always the one on record. In
households with multiple SHS, customers often register
the second device under another person’s name to
bypass KYC procedures. This mismatch means calls about
missed payments sometimes go to guarantors or family
members instead of the actual user (see below).

Among these customers who struggle to pay, a lack of

contact with customer service does not stand out as a clear

reason for missed payments. Customers who report after-

sales contact pay at roughly the same rates, whether they
meet just 33% of their payment days or fall into the 45-66%

range.

Moreover, satisfaction tends to run high for those who do
engage with customer service in Kenya. The experience is
more mixed in Uganda, though cultural differences may play

a role. In-depth interviews surfaced several recurring issues,

but none were cited as the primary reason for non-payment:

44

Language barriers: Uganda’s linguistic diversity creates
hurdles for universal service.*

Unhelpful or rude agents: Negative interactions can
reduce the motivation to pay.

See Consumer Protection Briefing Note: Transparency - GOGLA, 2021.

Rogue agents: though rarely mentioned in interviews,
they can cause significant harm and undermine the
company's credibility with customers.

Automated calls: While not directly criticised, automated
systems limit engagement and are often dismissed as
spam. Some companies that tried them are now reversing
course.

Figure 38. Satisfaction with the customer after-sales support
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M Very satisfied Satisfied Neutral Not satisfied M Not satisfied at all

"How satisfied are you with the after-sales support provided by the solar company?” The question was only asked to those
who answered that they had been in contact with the company’s after-sales support.
N(Kenya)=1,003; N(Uganda, excl. “l don't know")=1,136.

“I would recommend having a follow-up system. Right now, if the system
breaks, | have no one to call or talk to. | called the agent who sold me
the system, but he no longer works for the company.”

Uganda, Old client, Male, 48 years old
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USER STORY 4:
GEORGE - MALE, OLD CUSTOMER, UGANDA

George’s story illustrates how technical issues and customer care agents can
negatively influence clients’ repayment. However, it also shows that, despite
these problems, the issue at core remains client’s available income, which can be
constrained at times due to seasonality of the income or external shocks.

George is 30 years old and lives with his wife and two children in a village in the
Bugweri district. He works as a farmer, also lending his oxen to plough for other
people’'s farms during the rainy season. On his way to work on another man’s farm,
he saw a system and became curious about it. Eventually, he had a sales agent
come to his brother-in-law's house - George was away at this time and his brother-
in-law was onboarded before he gave it back to George.

George finds the SHS very helpful. It replaced paraffin and charges his phone.
Previously, he would go to someone and pay UGX 500 for each charge. He argues it
also brings prestige to his house, as only few houses in his area own a SHS. However,
nearly a year after the purchase, George started to face issues with his device. The
light began not lasting the whole night, which led him to return to using paraffin.
Furthermore, his charging system was also spoiled. George found the situation
unsatisfactory and decided to have the SHS repaired.

George first contacted his sales agent for repairs, but the agent asked him for

UGX 10,000 (around 20 days of light), which Geroge paid, and then the sales agent
stopped responding. George called the company's customer care number, who
suggested he come to the company’s office to solve his issue, which he has not done
yet, as George waits for work in the area to have the opportunity to also have his
SHS repaired. In addition, George cited occasional rudeness from male customer
agents, who sometimes do not take the time to answer his questions.

Besides these technical difficulties, George regularly faces financial difficulties

which prevent him from paying. This is especially the case during the dry season,

as he cannot benefit from lending his oxen during this time, therefore reducing his
income. Recently, he had to stop paying for his SHS to take care of his sick child. In all
cases, George considers paying for food the priority, though paying solar is second.

W W W W W W
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3.7. SOCIAL TOLERANCE TO DEBT

Social pressure does not appear to have a strong effect
on customers’ willingness to repay for their SHS. Not
repaying is viewed less favourably in Uganda than in Kenya,
where customers tend to be more accepting, notably due to
the current economic hardship.

Social pressure can push debt repayment in two directions.
Failing to pay for a solar home system might be seen as
irresponsible or embarrassing. However, it could be met
with sympathy or even viewed as an act of resistance against
perceived unfair pricing or excessive indebtedness. The
narrative depends on the context and the community.

There is a difference between how struggling SHS customers
are perceived in Uganda versus Kenya. In Uganda, failing

to pay is viewed far more negatively. By contrast, 40% of
respondents in Kenya say non-payment is seen positively or
with sympathy.

This difference likely reflects the broader economic context.
In Kenya, recent economic difficulties have left many in
precarious financial situations, fostering more empathy
toward those who miss payments.

Qualitative interviews show the pressure to keep up
payments is lower in remote areas where people are
unfamiliar with solar home systems or the PAYGo model.
Others may not notice if the lights go off due to non-
payment, reducing social scrutiny for missed payments.

Figure 39. Social perception of people who struggle to pay for their solar home system

Very negatively - it's seen as
irresponsible and shameful

Somewnhat negatively - it's
discouraged but understood

Neutrally - it's not really
discussed or judged

With sympathy - it's seen as 33%

common struggle

Positively - it's seen as a way
to resist unfair prices

It varies greatly depending on
the individual's circumstances 15%

B Kenya Uganda
“How do people in your community react when they know someone is struggling to pay to keep their solar home system?”
N(Kenya, excluding “l don't know/Don’t wish to answer”)=1,272;

N(Uganda,excluding “l don't know/Don‘t wish to answer”)=1,184.

“People do not like it when someone does not pay. Some will say, ‘We
thought he had money; why is he disconnected?’ Others will laugh at
them for paying for something they cannot handle.”

Uganda, Old client, Male, 48 years old
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Overview of companies’ practices to deal with non-payment

This box provides an aerial view of companies’ policies regarding client onboarding
and tiering, agent management, as well as escalation matrixes in cases of skipped
payments. Although most companies are continuing to refine their approaches,
several best practices are beginning to gain consensus based on interviews with five
large SHS companies.

Client onboarding

All companies interviewed agreed to focus more on new customers who have just

made the down payment and have been provided with the system by the sales agent.

In most cases, companies will contact these new customers twice:

First, less than a week after purchasing the product. It corresponds to the “grace”
period when the client does not pay for the product. This first contact aims to ensure
the client is well informed on how to use the product and how to pay for it - this is
especially important in regions where mobile money usage is not widespread.

Second, just before or after having the first paid day. The purpose of this second
check-in is to remind the client to pay for the system and check if there is any
immediate issue with the device.

There is no single approach for the channel chosen for these contacts. Phone calls or
SMS are common, although the former allows more precise feedback and makes it
easier to determine if there are any issues with the client. For some companies, these
calls are handled by the sales agent, and for others, by the call centre.

In all cases, any problem identified during this first phase is a priority for companies.
For example, if the new customer does not respond to the first two calls in one
company, a site visit is immediately arranged: any problem identified is then put at
the top of the priority list.

Client tiering

All companies measure their customers'’ ability to repay using several metrics, the
most important of which is collection rate - i.e. the number of days the client paid
compared to the number of days he has been a client.*>* Companies analyse collection
rates over the last week, 60 days or 6 months, depending on the company.

Figure 40. Example of client repayment tier system

= —

Good customers,
get suggested larger SHS

Average Problematic
customer customer
Needs to be
addressed

products

The results are then translated into a tier system. Customers are managed differently
based on their repayment rates, with well-performing customers usually being
incentivised to take out other, larger systems over time. On the contrary, customers
are usually considered to be in the lowest tier when (depending on the company)
they pay less than 60% or 66% of the amount due. This tier system leads to different
escalation paths depending on the customer’s tier. It is also used to manage sales
agent performance.

Many companies also use the Consecutive Days Unpaid indicator (typically to trigger
direct contact) and the RAR-30 criterion (identifying customers who have not paid
for 30 consecutive days). Customers who fall into this category are usually subjected
to more intensive repayment approaches, often involving on-site visits, system
repossession, or deactivation.

45 See GOGLA, PAYGo Perform KPIs: Definitions at a Glance, 2021
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Finally, client performance is increasingly considered based on cohort analysis.

This allows for inter-temporal comparisons of performance, which helps to
compare a client’s performance with the rest of the cohort and to identify any wider
improvement or deterioration in repayment rates. It is widely perceived as more
actionable than analysis at the portfolio level.

Escalation matrixes

Most companies interviewed were able to provide a clear escalation matrix for dealing
with customers who do not pay every day. In some cases, the process starts even
before the customer stops paying, i.e. one or two days before the end of their credit
(in the case of a one-off payment for a whole week or month) to remind them to pay.
The escalation then usually follows this pattern:

An SMS just before or during the first few days of non-repayment to remind the
person to pay. Sometimes, another SMS is sent two to three days later.

* A phone call after five days to a week to understand the reasons for the missed
payments and possibly agree on how to resolve the problem (in most cases, have
the client make a promise to pay, not necessarily starting from tomorrow but when
his problem is resolved).

« If the promise to pay is broken/after another week, another phone call is made

+ If possible - i.e. if the client does not live too far from an agent - field visits can
happen if there is still no payment after the second/third phone calls. The aim is to
find a solution and get the client paying again - repossession is a measure of last
resort for most companies.

Figure 41. Example of an escalation approach (simplified), by number of unpaid days

Depending on the company, these escalation processes can be complex, with
different decision trees based on the customer’s repayment tier and the alleged
reasons for skipping payment. For example, companies will not deal with a customer
who decides to stop paying the same way as they would with someone experiencing
a temporary financial problem: stated differently, companies are more likely to
repossess if they feel it is more than a temporary issue, and the willingness to pay

is limited. Similarly, some companies only use dedicated debt collectors to deal with
customer repayments, while others also rely on the sales force.

Agent management

Almost all companies interviewed try to align their sales agents’ incentives with their
customers’ repayment performance. Predicting is hard, but agents must focus on
such assessment rather than making the sales as quickly as possible. The idea is to
realign incentives that may not be appropriate at the outset: companies want profiles
that repay the SHS in full with minimal issues, while agents would focus on customers
who can pay the down payment if their incentive is based on the sale only.

Agent incentives are typically structured on the tier system described above. The
higher the proportion of higher-tier customers in the portfolio, the higher the agent'’s
bonus. Conversely, agents with a significant proportion of lower-tier customers may
find their contract with the company terminated.

The length of the payback period examined varied from company to company. Several
companies mentioned that incentives are based on repayment performance over the
first 30, 60 or 90 days. For other companies and in some countries, this may be even
longer. In any case, most companies aim to include increasingly longer repayment
periods in the incentive structure.

First SMS Second/Third SMS

* Client repayment tier

First phone call

Second/Third phone call Field visit (if possible)

*  Motives for skipping payment: What is the core reason? If it is financial, is the issue temporary?
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This section combines findings from the
quantitative and qualitative research with

users who struggle to pay with insights from the
in-depth discussions with SHS companies about
their approach to these users. It seeks to:

« Present common practices in customer
repayment management

* |ldentify recommendations at the company,
sector and ecosystem level

« Highlight root causes for non-payment

analysed in the previous section which
could be addressed through these
recommendations

* Provide relevant stakeholders with suggested
tools and resources for consideration in
addressing the recommendations. Further,
potential limitations are also highlighted.

Credit: GOGLA




5.0. AT COMPANY LEVEL

The research shows a high share of customers who struggle
to pay claim to have generally too unstable incomes to be
able to pay for their devices consistently. Furthermore, a
significant share of customers, especially in Kenya, also
reported being connected to the grid or even owning
multiple SHS - while using these alternatives does not
necessarily mean the client will eventually default on his
payment, they result in customers’ payment patterns
becoming irregular and difficult to predict on the company’s
behalf. Similarly, frequent travel can also mean a more
limited need, as customers may be reluctant to pay if they
are not able to use the service.

Both situations, income instability or lack of regular need, are
critical elements to assess during the Know-Your-Customer
(KYC) process to determine if the sales should be conducted
and the type of escalation strategy. The KYC process is also
key to understanding and predicting odd repayment patterns
because customers have complex/specific uses. Examples
from in-depth interviews include:

+ Paying customers who are not the ones using the product

« Systems paid for by multiple people within a household

« SHS units that are physically moved between houses
during repayment periods

« Customers subletting their SHS units to others.

According to a report from 60 Decibels, the ability of a
company to assess customers’ financial vulnerability ranks
as the main factor separating top-performing companies
from the rest in terms of portfolio quality.*® However,
most companies also find the KYC procedures costly and
unprofitable for smaller PAYGo SHS (i.e. <20 Wp), making
them less demanding for smaller products, which can
seriously damage the quality of the client portfolio.

Some companies interviewed mentioned allocating extra
resources into their KYC process. To do so, they redesigned
their process to assess income levels* - which are
notoriously difficult to measure precisely in practice - and
incorporate additional dimensions to better understand their
customers. These include:

Available Alternatives:

+ Isthe household connected to the grid? If yes, the
expectation is that there would be poorer repayment.

«  What are their current energy sources, and how does
solar compare in terms of cost and utility?

46 60 Decibels, Consumer Protection Report. Exploring consumer experiences of key
GOGLA Consumer Protection Principles in practice. 2024

47 Afinancial difficulty or setback may be temporary, while the presence of
alternative products is likely to be more systematic.

Projected Use of the System:

*  Will the system be used every day?
+  Who will use it, where, and for what purpose?

+ Does the client travel frequently? If so, will the system
still be used in their absence?

While the KYC process can be costly, especially for smaller
SHS, it is a crucial way to ensure the quality of the portfolio
and should therefore be considered as an investment

Expand the range of KYC questions to understand accurately
alternative sources of light and electricity, projected use of
the system, and pre-identify complexities in payment.

“If we had more resources, we would change the onboarding
to systematically look at the income levels of customers for
all systems. We currently don't do it for smaller ones.”

Company
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Recommendations/

- Root cause addressed Tools/Resources Implementation Challenges
Best Practice
Refine income and needs * Financial constraints (better predict + To assist companies in assessing credit risk, this technical guide provides guidance on + Length of KYC procedure and cost
assessment in the KYC future ability to pay) assessing customers’ willingness and ability to pay 2021_06_Technical_Guide_Asset associated with it
processes to assess income Finance.pdf
level and predict odd +  Presence of alternatives and lack + Securing honest and reliable feedback
repayment patterns of need (improve assessment of +  Companies can also refer to this recorded webinar, which zooms in on credit risk from respondents
willingness to pay) assessment for the PAYGo model in the OGS sector https://www.youtube.com/
watch?v=0GRVLZgDKDA.
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“We first focused our credit assessment
on customers’ ability to pay. The issue
is that the answers were always a

A".

questionnaires to focus more on their TN J IR | .; N

little unclear. So, we have shifted our

4

willingness to pay now.”

Company

Credit: POPO
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In many cases, sales agents are the crucial point of contact
between SHS companies and their customers. For many
customers, they are the go-to resource for addressing
qguestions or resolving issues with their systems. However,
though agents are instrumental, their incentives are

not always aligned with the long-term objectives of SHS
companies.®

Traditionally, when companies mainly focused on rapid
growth, agents’ incentives were mostly based on the sales
and the first down payment - and not on sound repayment
over time. This led to problematic practices, such as agents
neglecting Know Your Customer (KYC) procedures or
encouraging customers to circumvent restrictions - such as
registering a second SHS under a sibling’s name to bypass
the eligibility limit. However, given non-payment challenges,
companies have shifted focus to building a portfolio of
quality customers who will continue making payments
throughout the contract period. This implies adjusting the
incentive structure.

“It is a challenge working with sales agents who are working on
commissions. The sales agents have to understand that we are not
chasing numbers, but quality numbers.”

Company

48 See Agent Models and Management: The Key to Good Consumer Protection

and Credit Risk Management - GOGLA, 2023 for more insights into how
agents perceive their vital role in the OGS sector.

There are, however, clear limits to the extent agents can
provide sustained follow-up with customers. Their primary
focus remains sales: if tasked with managing an entire
portfolio of clients who have yet to complete repayment,
agents would have little capacity left to pursue new business.

In principle, customer service responsibilities should
transition to call-centre agents after the initial months.

These agents are typically trained to address post-sale issues
and should serve as a key support channel. Yet in practice,
they are often underutilised when it comes to boosting
repayment performance. Many customers continue to turn
to their original sales agent for assistance—even for technical
or payment-related concerns.

Within most companies, call-centre staff operate in task-
based systems, reacting to inbound queries or conducting
outbound payment reminders. They are seldom seen by
customers as consistent, identifiable points of contact, and
are rarely incentivised based on repayment outcomes.

A more effective model would assign each customer to

a fixed pair of contact points throughout the life of the
product. This continuity would not only improve customer
experience but also allow agents to build a deeper
understanding of individual cases and take ownership of
repayment outcomes. With clear accountability, repayment-
linked incentives could be introduced more meaningfully at
the agent level.

The disconnect between the roles of sales agents, call centre
agents, and repayment objectives highlights a broader
misalignment of incentives across the customer lifecycle.

“In countries where we have been
established for a long time, agents’
incentives are tied to the first 90
days. In a new country we recently
entered, we placed a very strict
focus on credit from the start. The
incentive structure is linked to
payments throughout the entire
repayment period. It has been a
challenge to bring this structure
back to older markets where agents
manage very large portfolios.”

Company
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| R 1
* Understanding root causes to identify the best
possible solution: rather than simply calling customers i

Some companies are beginning to address this misalignment to pressure them into paying, call centre agents would
by readjusting incentive structures for sales agents to aim to identify the root causes behind missed payments.
better align their goals with those of SHS companies.* This By offering tailored solutions (such as payment

includes: restructuring or personalised advice) agents could

increase the likelihood of long-term repayment success.

* Aligning incentives to repayment performance: This shift represents a broader evolution in how SHS

instead of focusing solely on the initial sale, many companies think about repayment: from transactional

companies now link agent bonuses to how well customers
repay during critical periods, especially the first 90 days.

interactions to deeper customer engagement aimed at
solving problems and building trust.

* Rewarding portfolio quality: Sales agents with mostly
well-paying customers receive larger bonuses, while those
with higher rates of customer default may eventually be

offboarded. This approach has shown positive results in « Tie the sales agents’ incentives to their customers’
improving portfolio quality for most companies that have repayment performance over the longest repayment time
adopted it. possible and reward sales’ agent with the best portfolio
quality.
While progress has been made with sales agents,
incentivising call centre agents remains rare. Most « Structure customer care agent around a portfolio of
companies still rely on task-based systems that structure call customers which they would manage during their whole
centre teams around specific responsibilities like aftersales client cycle life.

support or collections. However, some industry players are
beginning to push for a more customer-centric approach
that could unlock additional value:

* Transforming call centre agents into credit officers:
some companies have started re-organising their call
centres so that agents can take on more active roles as

__.’jb'é""&'
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credit officers responsible for managing portfolios of
customers - similar to sales agents. Under this model, call
centre agents would be incentivised based on customer

4

repayment outcomes rather than just task completion.
However, this solution might require significant resources
to conduct additional training and capacity building with
the call centre agents.

49 This approach has been encouraged by Paygo Labs which has worked with
several companies in the industry.




Recommendations/
Best Practice

+ Align the incentive structure o
of staff to ensure agents
select customers who will be

able to pay in the long run 0
+ Train call centre agents to J
understand root causes
of non-payment and 0
offer tailored solutions to
customers
+ Investigate ways to improve J

their products to retain high
satisfaction

Root cause addressed

Financial constraints (improve sales
agents’ portfolio through incentives)

Presence of alternatives and lack of
need

Poor customer onboarding and
education (push for improved
relationship with call centre agents)

Lack of after-sales support and poor
customer care experience

Financial constraints

Lack of customer care relationship

Technical issues with the SHS

Tools/Resources

To improve the structure of agent models and management, including how to incentivize
good agent performance, companies should refer to this briefing note: https://gogla.org/

reports/the-key-to-good-consumer-protection-and-credit-risk-management/

Companies can identify the right key performance indicators (KPIs) to measure
performance by exploring and adopting the PAYGo PERFORM KPIs and benchmark their
performance with that of their peers by taking part in the PAYGo PERFORM Monitor

https://gogla.org/market-insights-data/paygo-perform-kpis/

Companies can conduct an internal self-assessment which, among others, outlines the
elements that contribute to good customer service and fair and respectful treatment of

customers by agents/customer care https://gogla.org/guides-tools/consumer-protection-
self-assessment-tool/

Companies can also engage a third party to assess their processes, including how they
perform on the fair and respectful treatment of customers https://www.mf-rating.com/

products/consumer-grotection-assessment/

To further understand how their customers perceive treatment by agents/customer
care, among other factors, companies can outsource the implementation of the lean

data consumer protection survey https://60decibels.com/insights/consumer-protection-
offgrid/

Companies may also use the Keeping the Lights On (KTLO) survey tool to determine root
causes of customer non-payment

Self-assessment tool on assessing elements that contribute to good customer service
https://gogla.org/guides-tools/consumer-protection-self-assessment-tool/

Companies can employ the KTLO survey tools to understand the type of technical issues
faced by customers

Company self-assessment tool on assessing product quality and customer service
https://gogla.org/guides-tools/consumer-protection-self-assessment-tool/

Third-party assessment tool on assessing product quality https://www.mf-rating.com/
products/consumer-protection-assessment/

Lean data consumer protection survey to understand customer’s perspective of the
issues with SHS and satisfaction with repairs https://60decibels.com/insights/consumer-

protection-offgrid/

Implementation Challenges

Striking the right balance between
offering attractive incentives for agents
and preserving company margins.

Designing a simple, transparent
approach that encourages agent buy-
in and active participation.

Delivering comprehensive training to
ensure consistent understanding and
execution across field teams.

Developing a user-friendly tracking
system that enables agents to identify
customers needing follow-up and to
easily record interaction outcomes

Balancing comprehensiveness (to
capture root causes) with simplicity
(to ensure practical and consistent
implementation)

Defining MECE (mutually exclusive,
collectively exhaustive) categof
customer issues that are easy to
measure and directly actionable.

Ensuring suppliers are able and
incentivised to act on customer
feedback to reduce recurring problems
over time
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Figure 42: Share of customers who struggle to pay and report knowing their remaining balance.
Source: PAYGo Lab analysis, 2024. Anonymous country

100%
Good performance
There is widespread consensus in the sector,* confirmed by 80% performance over
first 3 months

the three participating companies, that the first few months 70% .
of SHS ownership are highly predictive of h il 60% e Good performance
p are hignly pre ictive of how customers wi performance over over first 3 months
0, o
repay over the contract period. The importance of the initial 20 first 3 months
. . 40%
months is also why the research was designed to analyse the 30(; LOWfl?ertfgrmantCﬁ
0 over 1irs montns
differences between new and old customers. Anonymised
hort data f bill his claim: 200 Low performance nerforma "
cohort data from PAYGo Lab i ustrat.e't. |s.c aim: .customers 10% over first 3 months e ook
who demonstrate low repayment abilities in the first three 0%
months are far more likely to default before completing Defaulted Customer Slow Customer at end of Top-Tier Customer at
their contract. Conversely, customers who repay consistently before end of contract contract (<50%) end of contract (>80%)

during this initial period tend to maintain strong repayment

performance throughout the lifecycle of their SHS.
“Do you know the remaining balance or how many days you still have to pay to own the product?”
N(Kenya, excl. “Don’t know")=1,294; including N(Old)= 620; N(New)= 674;

N(Uganda, excl. "Don’t know")=1,306; including N(Old)= 700; N(New)= 606.
This is more |mportant as non-payment worsens over time:

while around 20% of new customers (with less than three
months of tenure) pay for fewer than two-thirds of days, this
figure rises to nearly 60% for customers who have been with

“We have two calls at the very beginning: one three days after buying

the service for 10 to 12 months. In summary, customers who

demonstrate strong repayment behaviour early on generally the product, then three days before the first paid days to ensure they
sustain it, though performance tends to decline over time. By . . .
contrast, those who fall behind at the outset seldom recover. know how to pay and have a mobile money account. Any issue raised

Ensuring strong repayment rates among new users is critical during these calls is a clear priority to handle.”

to preventing a decline over time.

Company

50 This was also empirically identified in Boabab+'s recent whitepaper. Baobab+,
Towards a Predictable Profitability. IFRS9 credit risk projection framework for
Paygo companies, December 2024.



Today, an increasing share of SHS companies prioritise the
first few months of ownership (typically the first two to four
months). In practice, close engagement with customers
during this period, typically through regular phone calls and
proactive support, with a dual goal:

* Ensure a smooth onboarding experience and robust
customer education: the engagement focuses on
identifying and resolving potential issues early - whether
they are technical problems, related to understanding
payment processes, or other barriers that could
jeopardise repayment. It is also an opportunity to
reinforce customers understanding of the product and to
answer questions they may have after their initial use.

* Evaluate repayment behaviour: This period allows
companies to assess whether a customer is likely to be
a good payer or, whether they are at risk of ongoing
payment struggles.

Recommendations/

Best Practice Root cause addressed

For customers identified as high-risk during this period,
some companies implement offboarding strategies (i.e.,
repossession), effectively terminating contracts early for
customers who demonstrate consistent payment difficulties
in their initial weeks or months.

“We look at our client statistics at the end of the first few months.
People who have paid less than 60% are directly offboarded.”

Company

Tying sales agents’ incentives to the repayment rates of
users during this initial period encourages i) better customer
selection and onboarding and ii) their support in the multiple
touch points.

Tools/Resources

Design a structured post-onboarding process for new
customers, including a clear outreach strategy (via SMS
and calls) to ensure they are properly onboarded

Identify all potential challenges faced by new customers
and make their resolution the highest priority

Analyse the repayment patterns of new customers

and consider repossession for those facing persistent
difficulties, as they are highly likely to become long-term
bad payers

Implementation Challenges

« Set up frequent touchpoints * Financial constraints (maximise *  GOGLA Transparency Briefing Note to inform companies how they can practically * Maintaining continuity in customer
at the contract inception the chances of having the client improve the customer onboarding Consumer Protection Briefing Note: Transparency - touchpoints to foster trust and long-
(ensure customers have been repaying after they miss some GOGLA term relationships, while organising

well-onboarded) payments, and future actions to

improve) .

staff roles accordingly.
Key facts template to help companies evaluate the level of understanding of the
+ Continuous customer customer post onboarding https://gogla.org/key-facts-statement-for-ogs-template-2/) .
education on how to use .

these systems is also critical

Determining the optimal frequency

of customer interactions to maximise
impact while keeping operational costs
in check

Poor customer onboarding and
education

¢ |ssues with the PAYGo/ mobile
money system



The research shows the complexity of repayment patterns.
The reasons for non-payment can vary significantly
depending on the context: county, region, culture, target
population, and even the time of year. Additionally, most SHS
companies operate in dynamic environments where these
factors shift depending on customers’ social, economic and
environmental contexts. As such, patterns are likely to evolve
over time. The reasons for non-payment will also vary from
one individual to another.

This complexity makes a precise, flexible, and context-
specific understanding of non-payment essential. Without a
clear diagnosis of the root causes in each market, companies
risk misallocating resources or applying solutions that fail to
address the underlying problem. Being able to assess usage
of the system and not just payment would also enrich the
analysis, as it could be a good way to assess the need.

A detailed feedback loop, where insights from the field
inform strategy, is critical. As with any challenge, a good
diagnosis is the foundation for developing an effective
remedy.

“From my experience, there is no clear silver bullet. We have a solid
team that continuously monitors and analyses the results and thus
ensures continuous improvement.”

Company

Analysis at the portfolio level, though interesting, are not
very actionable. While SHS companies maintain consistent
data systems and overarching principles for analysis, many
of them are also adapting processes and practices to the
unique characteristics of each target market. Importantly,
field teams (i.e. those closest to the customers) have
decision-making authority to respond to local nuances.

Additionally, companies use monitoring systems to
continuously analyse payment trends, combining inputs
on customers’ profiles and reasons for non-payments to
generate new insights and adjust processes. Cohort-based
analysis to identify changes in payment behaviour across
time is increasingly commonplace.

“We use insights from the cases of individuals who have
been offboarded to fuel a feedback loop to improve credit
assessment in the future.”

Company

This iterative approach is also applied to defining agents’
incentive structure. It helps ensure that strategies evolve
alongside changing market conditions.

We have progressively adapted our sales agent incentive

structure based on data and agent feedback. Usually, the
longer we are in place in a country, the better-performing
agents we have. Company

+ In each country, always enquire customers who struggle
to pay to identify the extent of their financial situation
and their lack of regular need for an SHS, to explain why
they are skipping some days of payment

+ Use these findings to fuel and adapt the selection criteria
for the next cohort of customers in the country

« Systematically analyse payment trends by cohort in each
country and understand payment trends per profile to
identify the best repayment management practices

« Analyse the cost vs. benefits of the implemented changes

Creating a continuous feedback loop entails reviewing and
assessing financial constraints among customers to improve
repayment predictability, whether they have alternatives

to better assess if the client is willing to pay, improving
customer onboarding processes, and refining customer care
processes based on feedback. As such, companies can refer
to the tools and resources suggested in previous sections to
continually refine and improve their processes.
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5.1. AT THE SECTOR LEVEL

Every company in the SHS sector collects data and monitors
repayment behaviours. However, these systems are not
standardised, and the data is rarely shared at the industry
level. This creates a significant missed opportunity: without
standard metrics or shared insights, companies are slower
to react to market changes and less equipped to improve
credit management collectively. While each company is
navigating its challenges in isolation, the path forward could
be clearer if the entire industry pooled its knowledge. A
sector-wide approach could create faster feedback loops,
improve portfolio performance, and strengthen the overall
sustainability of off-grid solar solutions.

Recommendations/

Best Practice Root cause addressed

Standardise metrics and Financial constraints
share data to enhance the

capacity of OGS companies to

react to market changes and

improve credit management

Some companies have already recognized the need for
harmonised reporting and shared learning. Some initiatives,
such as PAYGo PERFORM seek to address this challenge.® In
2021, the programme published a common set of industry-
standard KPIs, developed in consultations with investors and
industry stakeholders, to provide a baseline for measuring
credit performance across companies. In practice, however,
company alignment on these KPIs remains uneven. Efforts
are currently underway to further refine and expand them to
better meet companies’ evolving needs.

Tools/Resources

Stakeholders keen to improve credit management within the sector can dive deeper
into the PAYGo Performance, Reporting and Measurement (PERFORM) framework and
encourage companies they work with to adopt the KPIs and join the PAYGo PERFORM

monitor https://gogla.org/market-insights-data/paygo-perform-kpis/

51 https://gogla.org/market-insights-data/paygo-perform-kpis/

“At the industry level, we need
to standardise performance
measurement. As with the banking

system, have standard measures

of performance for portfolios
across the market, standardised

procedures, etc. This could help push
the industry.”

Company

Implementation Challenges

Integration with companies’' customer
relationship management (CRM)
systems and alignment with existing
data collection processes to streamline
operations
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Sales agents often represent the critical link between
companies and SHS users. When agents fail to meet

ethical or performance standards, it can jeopardise

both companies’ reputation and customers’ well-being.
Problematic agents' behaviour include over-promising or
misrepresenting product capabilities, pressuring customers
into unsustainable purchase commitments, forging customer
details or ‘stuffing the pipeline’, neglecting after-sales
service and support, lack of cultural sensitivity or poor
communication, etc. Such issues are a recurring pain point
for companies in the sector.

One key fact amplifies the challenge: agents are rarely tied
to a single company. A fraudulent agent banned by one
company can often start working for another with little
difficulty. Conducting thorough background checks becomes
nearly impossible with no system to track agent histories or
share information across companies.

“We don't own the field agents. They are not committed to our
companies and change from one to another as they want.”

Company

Lack of transparency creates inefficiencies and exposes
companies to unnecessary risks. Fraudulent agents
undermine customer trust and portfolio quality, while honest
agents have no system that validates their credibility across
the industry.

Getting information about customers is also difficult. While
some companies work with local Credit Reference Bureaus
(CRBs) to support their KYC processes, this is not systematic
and, in many cases, serves only to confirm the customers’
identity. In addition, data sharing between OGS companies is
not possible as most do not share their own customer data
with CRBs.

For the few companies that share data, and where
regulations support the practice, they do not follow
standardised reporting guidelines - something that GOGLA
aims to address in Kenya, and EnDev previously piloted in
Uganda.

The lack of credit information sharing and underutilisation of
CRBs in more mature markets has a negative impact® on all
stakeholders:

* SHS companies, as the lack of available data on customers
increases the risk of selling to “risky” customers.

+ Customers, as entering a financial obligation through
PAYGo might lead to over-indebtedness if the sum of
their payment obligations exceeds their capacity to
repay. Conversely, customers also lose the opportunity
to use their PAYGo payments to build a credit profile,
which could enhance financial inclusion. Improving their
credit profile may also incentivise increased customer
repayment, leading to better company portfolio quality.

* The ecosystem, regulators and associations, as
insufficient data on credit performance prevents an
adequate picture of the sector, making advising or
regulating the sector more complex.

52 Analysis from Endev, Improving Sustainability in Uganda’s Solar Market. Lining
Off-Grid Solar Energy Companies to a Credit Reference System, 2020.
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Multiple companies suggested creating a shared database
of SHS sales agents to address this issue However, such a
database would pose several challenges, particularly legal
ones, owing to the need for maintaining data protection laws
which require explicit consent before personal information
can be shared.> One suggestion to enhance background
checks on SHS agents, where possible, is that CRB checks
can also be done for agents which would show any financial
concerns that might lead to unscrupulous behaviour
because a heavily indebted agent may be more likely to
look for short term gains etc. This would only be possible in
more mature markets. Additionally, SHS companies should
conduct thorough traditional background checks, as those
undertaken in other job opportunities to ascertain the
agents’ previous experience and contact references,

if necessary.

Recommendations/

Best Practice Root cause addressed

Building strong agent models is crucial for attracting and
retaining effective sales agents for SHS companies. Initiatives
at the sector level to improve training> and retention®>
should be reinforced.

Additionally, multiple SHS companies have been pushing

to improve the credit reference system and, thus, the
customer KYC processes. SHS companies could be moved or
incentivised to voluntarily exchange credit data with other
market participants through CRBs, as it would generally
improve portfolio quality for all companies, reduce customer
screening costs, and potentially increase the quality of
repayment prediction. However, no reporting standard is in
place, nor is there a collective push to share data between
SHS companies.

Likewise, sharing credit data comes with data protection
risks. SHS companies and CRBs would need to apply rigorous
data protection standards when dealing with sensitive cus-
tomer credit information.>®

Tools/Resources

“At the moment, we buy the CRB
reports and it's optional for us to
report back or not. It would be good
if we all had to share data with the
same level of detail.”

Company

Implementation Challenges

* Build shared databases for + Financial constraints (for customers) + Tounderstand the opportunities and risks that could arise for customers, OGS + Addressing regulatory constraints
companies and others from linking companies to a formal Credit Reference System,

agent and client verification

to reduce fraud (and thus + Lacking customer care relationship

improve efficiency) provided (for sales agents)
data protection rules are dealt

with carefully.

53 See the list of data protection laws in Uganda and Kenya : https://www.
dlapiperdataprotection.com/index.html?t=law&c=UG, https://www.
dlapiperdataprotection.com/index.htm|?t=law&c=KE

stakeholders can review this pilot study by EnDev in Uganda https://endev.info/wp-

+  Ensuring seamless integration with

content/uploads/2020/11/2020_GIZ_Issues_and_action_paper_Credit_Reference_System.

companies’ internal systems to enable

pdf

54 The Key to Good Consumer Protection and Credit Risk Management - GOGLA

55 GDC-Benchmarking-Report-V3.pdf
56 See GIZ, Responsible use of personal data and automated decision-making in

financial services, 2018.

swift and informed decisions
* Achieving broad adoption among off-

grid solar (OGS) providers to ensure
relevance and scale to make it relevant
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5.2. AT THE ECOSYSTEM LEVEL

When it comes to missed payments, financial constraints
stand out as the primary driver over other factors. For
many SHS customers, income instability, often exacerbated
by macroeconomic and climatic shocks, means a constant
struggle to keep up with repayments.

In seeking to improve portfolio quality, companies need to
rely on more rigorous Know Your Customer (KYC) procedures
to better assess a client's repayment capacity. This, however,
may lead them to favour more financially secure, lower-risk
customers. Such a shift risks sidelining precisely those most
in need of access to electricity - the core target of Sustainable
Development Goal 7.

The tension is clear: a sharper focus on credit performance
inevitably excludes a large swathe of the population.
Subsidies are essential to bridge this gap, and they may need
to remain in place for as long as the affordability challenge
persists.

Subsidies, tax exemptions (for both custom duties and

VAT), and proactive government policies offer a potential
solution to this dilemma. By addressing affordability directly,
subsidies can help bridge the gap between the ability of
low-income customers to pay and the need for financial

sustainability of SHS companies. However, not all subsidies
are designed and implemented equally, this matters greatly
in determining their effectiveness.

Finally, to address the impact of climate shocks on customer
incomes and hence their ability to pay for the SHS products,
development sector actors and the OGS industry could
explore if and how insurance can be used within the industry
to protect very poor customers. Additionally, efforts could be
enhanced to drive more climate adaptation funding towards
the OGS sector to respond to climate shocks.

Off-grid solar technologies can significantly enhance

climate adaptation and resilience by supporting resilient
livelihoods, early warning systems, critical services, and post-
disaster recovery. However, there is limited recognition by
investors, donors, and government representatives focused
on adaptation on the role that OGS products can play.

There is also limited research and evidence on the specific
contribution of these products, with few documented best
practices for investing in OGS to enhance resilience and
adaptation. All these factors hinder the integration of OGS
into the broader climate adaptation agenda.>” Enabling
companies and other stakeholders to understand, measure,
evaluate and monitor the contribution of OGS to enhancing
resilience and adaptation, and encouraging the design of
business models, programmes and projects that are more
intentional in enhancing resilience and adaptation are critical
steps in driving more climate adaptation finance towards the
OGS industry.>8>

57 https://gogla.org/wp-content/uploads/2025/03/Gogla_Off-Grid_Solar-
Powering-Climate-Resilience_Report_DEF-1.pdf

58 https://gogla.org/guides-tools/off-grid-solar-resilience-and-adaptation-
framework/

59 https://gogla.org/guides-tools/off-grid-solar-resilience-and-adaptation-sector-
guidance/
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Almost all companies interviewed for this study benefited
from subsidy programmes in at least some of the countries
where they operate. They essentially view supply-side
subsidies (direct to companies) as effective, and demand-
side subsidies as having mixed results depending on their
structure. Their main feedback is:

* Subsidies for down payments could have adverse
effects: some companies claim that reducing or
eliminating the initial down payment may lead to an
increase in default rates. Indeed, the down payment acts
as a natural filter, ensuring that customers have some
financial capacity and commitment to pay for the system
over time. Subsidising this step can result in high-risk
customer profiles entering the portfolio.

Anything that reduces the daily rates of the product is the most
effective, making every day of light cheaper.

Company

* Subsidies used to reduce the daily/monthly payment
by customers are more effective: support that reduces
daily or monthly repayment rates tends to deliver better
outcomes. These subsidies encourage customers to
develop good repayment habits by making regular
payments more affordable and manageable.

* Extending repayment periods can have unintended
consequences: while longer repayment timelines might
seem like an intuitive way to lower financial pressure,
they often lead to worse outcomes. Some companies
report that the longer the repayment period, the higher
the likelihood of default, even with significant subsidies
in place.

“In a country, one of the requirements was to do three-year repayment
plans, which we think is bad as the longer the repayment, the less
customers repay, even though the subsidy is significant.”

Company

In the case of subsidies too, aligning incentives between
donors and off-grid solar (OGS) companies is essential.
Results-Based Financing (RBF) mechanisms have emerged

as an effective tool for doing so, linking disbursements to
measurable outcomes. These outcomes increasingly go
beyond sales or connections - thereby encouraging providers
to extend energy access in a financially sustainable manner.

While the inclusion of customer repayment performance

in RBF disbursement criteria appears to be a promising
innovation, this approach has not yet been widely adopted
across the sector. As such, additional time and evidence are
needed to assess its effectiveness at scale. One example

is the +Energia Facility in Mozambique—Ilaunched in 2024
under the ProEnergia+ project, which is expected to offer
collective incentives to participating companies based on
such performance metrics. This observation reflects an
analysis of emerging trends in the sector.

By tying funding to repayment rates, RBF schemes could
incentivize OGS companies to screen customers more
carefully, provide ongoing support, and prioritise long-term
portfolio health. The structure and scale of such subsidies
must be tailored to the targeted population. Reaching poorer
and more remote households typically requires higher levels
of support. Still, prioritising individuals with the greatest
needs and willingness to pay aligns the objectives of both
donors and OGS companies.

“When reducing the down payment
of the SHS, we also open the door
to riskier profiles. Quite a lot of
subsidised sales have turned out to
be difficult to manage credit-wise.”

Company
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Implementation, however, presents challenges. If the definition of “results” is too rigid or administratively burdensome,

participation may falter and intended outcomes may not fully materialise.

Further investigating the impact of subsidies on repayment rates, product uptake and what happens to customers and

companies at the end of subsidy programmes is required. This will further validate the need for subsidies and determine

strategies to ensure long-term energy access.

Recommendations/

Best Practice Root cause addressed

Tools/Resources

Implementation Challenges

+ Implement subsidies to lower * Financial constraints c
the daily financial burden of
the SHS payment

+  Drive more climate * Financial constraints .

adaptation funding towards
the OGS sector to respond to
the impact of climate shocks.

Stakeholders engaged in end user subsidy design and implementation can collaborate
via the End User Subsidy Lab; a collaborative platform that pools knowledge, technical
expertise, and funding to drive smart, scalable subsidy design https://gogla.org/policy-

and-regulation/end-user-subsidy-lab/

To better understand how to design responsible end-user subsidies for energy access,
stakeholders can also refer to this publication https://gogla.org/reports/designing-

responsible-end-user-subsidies-for-energy-access/

Development partners, funders and investors should consider the opportunity for
coupling energy access with climate adaptation and resilience https://gogla.org/reports/

powering-climate-resilience-the-role-of-off-grid-solar/ and
https://www.iied.org/22506iied

By measuring or estimating the impact of off-grid solar in powering adaptation and
resilience among communities using this new framework, stakeholders can use this data

to drive more climate adaptation finance to the OGS sector Off-Grid Solar Resilience and

Adaptation Framework - GOGLA

To design and implement off-grid solar business models, projects and programmes to
enhance climate resilience and adaptation, stakeholders can use this guidance note on
how to assess vulnerability, take more intentional action and explore how interventions

can lead to transformational impact Off-Grid Solar Resilience and Adaptation Sector
Guidance - GOGLA

Designing subsidy schemes that
maximise sustainable impact for
donors while supporting the financial
viability of off-grid solar (OGS)
providers - ensuring long-term sector
sustainability

Establishing fair, transparent
conditions for disbursement and
ensuring timely payments to maintain
provider confidence and operational
continuity.
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