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Complaints data are a rich source of consumer
protection insights

Complaints data are sources of consumer insights that can
be leveraged by Mobile Network Operators (MNOs) and Regulators

Complaints collected by offer critical to
understand consumer issues with products and customer care

When consolidated and monitored by , complaints offer
market-level serving several key use cases:
Monitor real -time issues/events to detect hot spots
Track the development of issues in the Digital Financial Services (DFS) ecosystem

Test and evaluate policy interventions



Uganda, Digital Financial Services, and the UCC

Uganda Communications Commission (UCCYeceives MNO
complaints databases to monitor the market and identify areas for
improvement In customer products and services

Uganda has a concentrated DFS market o two firms account for 95%
of mobile and mobile money subscriptions

But difficult to scope and diagnose the DFS market:\Who makes
complaints? \What do they complain about? \When and how do they
complain?

Diagnostic lays groundwork for (a) immediate actions (b) evidence

based policy experiments )
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How to use MNO consumer complaints data?

Data Triangulation Strategy

A Consumercomplaints data reveal part of the elephant

Parable of blind men and the elephant Analysis of anonymized complaints data sets submitted by MNOs
to UCC

Variation in types of data MNOs share, as well as way MNOs
organize these data

A Conducted a random digit dial (RDD) phone survey
with 830 DFS subscribers to seek marketlevel view

Triangulated with admin (SIM and Mobile Money subscriptions)
and Finscopedata

A Related IPA Study on alternative redress mechanism:
Consumer protection monitoring via social media content
of Ugandan financial service providers, including MNOs,
from JU|y 2019 0 June 2020 ttps://www.poverty -action.org/event/ipas -

consumer-protection -researchinitiative -holds-first-practitioner%E2%80%99sforum - mee;inq)



https://www.poverty-action.org/event/ipas-consumer-protection-research-initiative-holds-first-practitioner%E2%80%99s-forum-meeting

Complaints Data: January 2019 August

2020

Provider Months Total # of | Average# of | Complaint # Complaintcategories
submitted Customer complaints channels
(/201%8/2020 | carelogs per month identified
2019 2020
MNO-1 20 688976 34,449 4 26 143
MNO-2 16 2,279,691 142481 36 18,576 71
MNO-3 17 734,124 43,184 9 34 25
MNO4 3 4,107 1,369 5 20 Not received




Consumer Complaints Data- Analytic Approach

5 Methods, Multi -phase, Iterative process

Data Collection and Processing:
Collect 2019-20 MNO complaints data, pre-process and seek standardization

Structured - Exploratory Data Analysis (EDA):

First Contact Resolution (FCR) rates, Service Level Agreements (SLAS), top
categories/subcategories, statistics by channels, categories, months and day of week.

Unstructured - Exploratory Data Analysis (EDA):

Most frequent words overall and by categories, subcategories, and channels.

Topic Modeling:
Reduce dozens and even thousands of categories to optimal groups

Predictive Modeling:
Leverage demographic data to understand complaints behavior, based on 2020 data




Market Survey Design and Implementation

MNO Products & Services

Voice/SMS/data, mobile money,

mobile banking, & mobile loans mobile banking, & mobile loans

Demographics,
Trust, Financial
Self-efficacy,
COVID-19 issues

Consumer redress channels

Fraud experiences

Experiences with phone-based fraud
and responses

Use of customer care & complaints
resolution

Challenges: Products & Service

Experiences & risks w/ mobile money,

A Conducted in Augus$eptember
2020, as COVID9 restrictions
eased

A Sought representative sample of
active adult DFS users (18+, use
In last 90 days, region and
education quotas)

A Divided into two rounds within
one week, n =830 (R1), 771 (R2)




Regional Distribution of DFS Users

Geography

Northern
Census: 25.4%
FinscopgMM): 12.3%
Survey: 11.4%

Eastern

Census: 19.8%
FinscopgMM): 20.7%
Survey: 17.3%

Western
Census: 19.8%
FinscopgMM): 27.0%
Survey: 20.8%

Central

Census: 30.2%
FinscopgMM): 40.0%
Survey: 50.5%
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products
Reported by Survey Respondents

DFS Use by Product Type DFS Usage by Education
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70%
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30%
20 - 20%
10% I
0- 0%
. . . . Sending or receiving Conducting a Paying a bill or Taking out a mobile  Accessing a bank
Moabile banking Mobile loan Mobile money funds with mobile  financial transaction paying for something loan account via your
money using an agent with mobile money mobile phone
Never (includes withdrawing
funds)
I More than 90 days ago
[ Inthe last 90 days . .
y Primary B Secundary m Terciary

o
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Fees and customer care are biggest challenges
DFS Challenges reported by Survey Respondents

Agent charged you extra to complete a transaction
Poor quality of customer care

Could not reach customer care

Unexpected or unclear charges

Incorrectly sent money

Difficulty using shortcode menu or app

Money was missing or taken without your permission

Agent did not keep your information safe or private

0 10 20 30
Percent

""" Mobile money users [ Mobile loan users [l Mobile banking users



Biggest Issue Consumers fall out of the redress chai

report no challenges 89% previous 12 months / 96% previous 24 months

56% of issues resulted in monetary loss (mean 47,640 UGX / median 7,000 |

16%

11%

\\

13% \

\

61% who reported 55% who took action 68% who failed to resolve
challenges took no action failed to resolve problem problem did not modify
their usage

Took no action

Incorrectly sent money

7

Contacted agent

Couldn't reach customer care

Contacted provider

Contacted recipient



Primary educated and women appear to have less redress issues
Differences in usage based risk or less aware?

No challenge reported

Took no action

Failed to resolve pr0b|em

Did not modify their usage {---+

Biggest challenges (education)
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Primary¢ more didNOTreport challenges

Primary
@ Secundary
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Primary¢ more didNOTmodify use
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No challenge reported |-+ oooover

Took no action

Failed to resolve problem [« oo

Did not modify their usage |-

Biggest challenges (gender)

Females¢ more didNOTreport challenges

® Female
® Male

Women:
45% of MM
subscribers,
yet only 32%

T
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40 60
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Less education, more trust- while women trust less agents
Differences in usage based risk or less aware?

DFS Trust (education¥o high trust
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@ Secundary
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MMNO Trust f-««- - i e hacaiiaiiaaen ... __________________________ e i
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Agent Trust

MMNO Trust

Institutional Trust

DFS Trust (sexYo high trust

Females trust agents less ® Female
/ ® Male
............................. ..,
, Females tend to trust MNOs more?

...... ....
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Variation in resolution times by complaint channel and MNO
Structured EDA of Complaints Data

Complaint Channels Complaint Categories
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Most common customer issues in 2019

Mobile Money Example: MINO 1 MINO 2
Variation in Key Issues across MNOS ;o0 o e
3. Network issues Lost airtime
MNO-2: MNO-1: MNO-3:
Product-related issues Technical iIssues
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