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EXECUTIVE SUMMARY

EVALUATION PURPOSE AND EVALUATION QUESTIONS

Simpa Networks is a for-profit enterprise with an innovative solar-as-a-service business model. After
demonstrating its innovative business model with 200 customers, Simpa sought support from USAID’s
Development Innovation Ventures to scale up to 12,000 systems by the end of the program in May
2015. Both during the USAID-supported period and beyond, Simpa will monitor the number of people
it provides access to clean energy. However, this program also provides the opportunity to evaluate its
impact: of the effect of increased access to clean, reliable electricity on customers’ well-being.

The main indicators of customers’ well-being that Simpa has identified are their kerosene consumption,
quality of health and satisfaction with energy. If after installing a Simpa system customers report that
they have stopped or reduced their use of kerosene, and that they are consistently satisfied with their
system, this would support Simpa’s plan to scale up. However if customers continue to use kerosene
alongside their Simpa system, it may be that there is a demand for more energy and therefore larger
Simpa systems. If customers report that they are not satisfied with their Simpa system, their feedback is
expected to be used by Simpa to improve their offering.

In addition to its impact, this evaluation is of Simpa’s cost-effectiveness for customers, and its value
proposition to its customers and UrjaMitras. UrjaMitras are “Energy Friends”, local village level
entrepreneurs who are independent sales agents for Simpa. The findings related to Simpa’s value
proposition to its customers and UrjaMitras are expected to be used in its sales and operations.

This evaluation was designed to be conducted between May 2013 and May 2015. Over this 2-year
period, the evaluation questions are:

I. Who are Simpa’s customers? What is the value proposition of Simpa’s solar model and energy
services for them?

2. What are the impacts of the program? To what extent are these impacts attributable to Simpa?

3. What motivates UrjaMitras to sell? What is the value proposition of Simpa for them?

4. How cost-effective are Simpa’s solar model and energy services for customers?

The mid-term evaluation focuses to a greater extent on questions | and 3 than 2 and 4.
PROJECT BACKGROUND

In India at least 400 million people are without reliable access to electricity. Without access to
electricity, consumers and small businesses rely on traditional fuels, kerosene, candles and batteries. It
is estimated that the off-grid segment is already spending $50+ billion per year on these sub-optimal and
highly unsustainable energy solutions.

There are many promising technical solutions available to customers today, ranging from small-scale
solar lanterns, to pico-solar home systems, to larger installed solar home systems, to community scale
solar or biomass electricity microgrids, to solar-hybrid UPS/inverter solutions for the home and
business. The problem is that these clean energy technologies almost always involve significant up-front
costs and therefore must be financed.Simpa Networks sets itself apart from competitors by providing in-
house customer financing. Simpa’s in-house financing mechanism helps avoid a lengthy, complicated loan



application process with financial institutions, for both Simpa and its customers, and, most important,
makes its solutions affordable for a wider range of customers.

Simpa’s Theory of Change is as follows:

Inputs Processes Outputs Outcomes Impact
People Product Systems installed | Systems used / Improvements in
Product — solar integration energy paid for well-being of
Capital Product and consumed consumer

development households

Training

Risk assessment

Sales

After-sales

service

Research

There are two hypotheses behind its theory of change that Simpa seeks to refine. The first is its value
hypothesis. This is a hypothesis of why people choose to “buy”. For Simpa, “buying” refers not only to
installing a system but also continuing to pay for and consume the energy it generates. The second is its
growth hypothesis. This is a hypothesis of how to find new customers. The evaluation of this project
will be concerned with Simpa’s value hypothesis. However, because the evaluation will track the same
customers over the grant period, it will not be able to significantly test Simpa’s growth hypothesis.

EVALUATION QUESTIONS, DESIGN, METHODS AND LIMITATIONS

In order to address the evaluation questions, the evaluation consists of two parts: an evaluation of
Simpa’s customers, and of its UrjaMitras. For the evaluation of Simpa’s customers it was important to
establish causality. Since random selection and assignment to customer and non-customer groups was
not possible, a quasi-experimental design was chosen in which the two groups were matched. The
evaluation of UrjaMitras is through a pretest-posttest design.

This report presents the results of the customer (midline) and UrjaMitra (baseline) surveys that began
on the |3t of September, 2014. The evaluation was designed so that non-customers are included in the
baseline and end-term evaluations, but not the midline evaluation. The chart below shows the
relationship between the evaluation questions and methods used in the midline evaluation of Simpa
customers, and baseline evaluation of UrjaMitras. It also includes the sample sizes for the treatment
groups of customers and UrjaMitras.

Evaluation Question Method Data Treatment
Source | Group

Sample
Size

Who are Simpa’s customers? What is the value Quantitative Survey 215

proposition of Simpa’s solar model and energy services

for them?

What are the impacts of the program? To what extent | Quantitative Survey 215

are these impacts attributable to Simpa?

What motivates UrjaMitras to sell? What is the value Qualitative Interview | 323

proposition of Simpa for them? and and




Quantitative Survey

How cost-effective are Simpa’s solar model and energy | Quantitative Survey 215
services for customers?

Based on these sample sizes, the margin of error for the customer survey is 6.62% and is 5.07% for the
UrjaMitra survey (95% significance).

There are limitations to how conclusive the evidence from the midline survey is, due to the methods
themselves, data quality issues and bias. It is suspected that inaccuracies in respondents’ answers and
data falsification made quality issues the most serious of the limitations of the midline evaluation. From
a non-random sample of surveys, |1% of the midline data is estimated to be false (although not proven).

FINDINGS AND CONCLUSIONS

The questions that the midline evaluation addresses, that will improve Simpa’s implementation, are on its
value proposition for UrjaMitras and customers. The questions that this evaluation addresses that will
improve Simpa’s impact, are on customers’ reports of their satisfaction with and the quality of light from
solar and non-solar sources, and their quality of health. While the evaluation of UrjaMitras does not
address impact directly, as Simpa’s chosen distribution channel the ability to sell through UrjaMitras is a
prerequisite in order for Simpa to create impact. The evaluation of UrjaMitras is of the value
proposition of Simpa to them, and of their sales potential.

Being an UrjaMitra is valued most for the financial benefits, but these are insufficient for it to be seen as
a full-time activity. Instead, selling Simpa systems is viewed as a way to improve income and
relationships with existing customers. This is evident from the responses to the questions on the
benefits of being an UrjaMitra. For 27.6% of UrjaMitras commissions and prizes were the most
important benefit.

In addition to the benefits that they derive from being UrjaMitras, respondents’ current work patterns
and their perceptions of customer demand are factors that may influence sales performance in the
future. The element of respondents’ work patterns that Simpa was most interested in was the extent to
which UrjaMitras are mobile. It was found that UrjaMitras are largely not mobile, as 70% of respondents
spend most of their working hours at a fixed location. Given that 61.7% of respondents also identified
“increasing the goodwill that they enjoy with existing customers” as a benefit of being an UrjaMitra, this
suggests that the majority of UrjaMitras may spend their working hours at a shop or other place of
business. Consequently, they may expect that they will sell Simpa systems largely to their existing
customers. Sales to households who are not existing customers of UrjaMitras may therefore depend on
either word of mouth or marketing support by Simpa. While the data on UrjaMitras’ perceptions of
customer demand seems contradictory, it may be that their responses capture a general sense of
optimism on their part rather than specific market insights.

Approximately a year after they had had a system installed, the greatest number of customers (32%)
chose “affordable installments” as the aspect that they were most satisfied with. 102 customers also
said that they would recommend Simpa to others because it is affordable. The other aspects of the
Simpa system that respondents said that they were most satisfied with were “no need to travel for
purchase or service” and “free warranty and service”. These were chosen by 13% and |1.3% of
respondents respectively. However, 13% said that they were not satisfied with any aspect of their Simpa
system. When customers were asked specifically about the product and its installation, no major issues
emerged. Overall, 68% of customers are willing to recommend Simpa to others.



The two aspects of the Simpa offering that respondents were least satisfied with were customer service,
and that the system cannot be used to run other appliances. However, overall, respondents were much
more dissatisfied that the system cannot be used to run other appliances than they were with customer
service. 45.2% of respondents said that the aspect of the Simpa offering that they were least satisfied
with was that it cannot be used to run other appliances. (In contrast, only 7.6% of respondents chose,
“customer service is not responsive” as the aspect of the Simpa offering that they were least satisfied
with).

Customers continue to use other options for lighting alongside their Simpa systems, often for the same
activities. However, the use of “unclean” options (specifically candles / wax and kerosene lamps)
dropped substantially. Correspondingly, the overall quality of health score improved substantially. On a
scale of 0 to 6, respondents’ quality of health improved from 2.5 in the baseline survey to 5.3 in the
midline. This difference is significant (T-test, p < 0.001). The score of 5.3 was also disaggregated for
respondents who were classified as kerosene users (for lighting) at the time of the midline survey and
those who were not. The quality of health score was 4.9 for kerosene users and 5.6 for non-users.
This difference is also significant (T-test, p < 0.001).

The other benefits that customers report as a result of their Simpa systems are greater satisfaction with
and better quality light. On average customers rated their satisfaction with and the quality of light from
their Simpa systems as higher than for most other solutions, for the same activities. However the
average scores for satisfaction with and the quality of light from the Simpa system were on par with or
lower than that from the inverter (again for the same activities). Customers’ preferences for their
Simpa systems could also be because they were receiving fewer hours of electricity from the grid at the
time of the midline survey than the baseline.

The main findings of the midline survey of customers relate to how they value the Simpa offering and
benefit from it, both in isolation and in relation to their experiences with other energy options. The
main findings of the survey of UrjaMitras relate to how they value the Simpa offering, although they also
contribute to a better understanding of the comparison between Simpa systems and other energy
options. While the end term survey will further investigate what makes the Simpa offering affordable to
customers, as long as payment in installments is a contributing factor it will be critical to make it easy for
them to recharge and to make these commissions attractive for UrjaMitras. Accommodating the
demand for systems that can run more appliances may lead to a trade-off with affordability for
customers in the future. Similarly UrjaMitras who want to earn greater rewards will have to increase
their investments of time and effort proportionately, which may eventually lead to a trade-off with their
existing activities.

The value customers’ perceive from the Simpa offering, and therefore the ability of UrjaMitras to sell to
them, is also shaped by other energy options. While UrjaMitras believe that inverters are the main
competitors to Simpa systems it would seem that the former are still too expensive for many customers
to own. However, in considering Simpa’s value proposition to customers, the cost comparison to
inverters would seem like an additional factor that it is important to include.



EVALUATION PURPOSE &
EVALUATION QUESTIONS

EVALUATION PURPOSE

Simpa Networks is a for-profit enterprise with an innovative solar-as-a-service business model. Simpa
customers take home a solar energy system by making a small initial down payment, then purchase
prepaid energy credits using a mobile phone in amounts they choose — mimicking the highly successful
pricing model for prepaid mobile airtime. Simpa’s cloud-based software tracks and processes payments,
delivering proof of payment to the customer via SMS.

After demonstrating its innovative business model with 200 customers, Simpa sought support from
USAID’s Development Innovation Ventures to scale up to 12,000 systems by the end of the program in
May 2015. Both during the USAID-supported period and beyond, Simpa will monitor the number of
people it provides access to clean energy. However, this program also provides the opportunity to
evaluate its impact: of the effect of increased access to clean, reliable electricity on customers’ well-
being.

The main indicators of customers’ well-being that Simpa has identified are their kerosene consumption,
quality of health and satisfaction with energy. If after installing a Simpa system customers report that
they have stopped or reduced their use of kerosene, and that they are consistently satisfied with their
system, this would support Simpa’s plan to scale up. However if customers continue to use kerosene
alongside their Simpa system, it may be that there is a demand for more energy and therefore larger
Simpa systems. If customers report that they are not satisfied with their Simpa system, their feedback is
expected to be used by Simpato improve their offering.

In addition to its impact, this evaluation is of Simpa’s cost-effectiveness for customers, and its value
proposition to its customers and UrjaMitras. UrjaMitras are “Energy Friends”, local village level
entrepreneurs who are independent sales agents for Simpa. The findings related to Simpa’s value
proposition to its customers and UrjaMitras are expected to be used in its sales and operations. The
specific decisions that the evaluation is directed towards informing are, “Which potential customers
should we target! How should we sell to them? Who should we target to recruit as UrjaMitras? Once
recruited, how do we retain them?”

The main audiences for this evaluation report are Simpa’s leadership team, and USAID. However, once
the end term evaluation is complete communication products based on the results will be disseminated
to rural households and SMEs, UrjaMitras, and participants in “energy access” forums.

The means of dissemination will depend on the stakeholder. To UrjaMitras, there is an opportunity to
disseminate the relevant evaluation results through Simpa’s sales training, which is becoming increasingly
more rigorous, and its active management of the field force. The evaluator will identify the main
messages from the evaluation that are relevant to UrjaMitras, and engage in a discussion with Simpa on
the potential for incorporating them into existing sales and operations processes. If this is not possible,
the evaluator will create 2 dissemination products for UrjaMitras. The evaluation results will be
disseminated through UrjaMitras to rural households and SMEs.



A presentation will be created shortly after the end term evaluation to disseminate the results to
participants in “energy access” forums. This presentation will be accompanied by an executive summary
of the evaluation report, to provide participants further information. In addition, two articles will be
written that draw on both the baseline and mid-term evaluation data, and that can be published in

relevant forums. One article will be for an audience familiar with energy access issues, and the other
will be for a general audience.

EVALUATION QUESTIONS

This evaluation was designed to be conducted between May 2013 and May 2015. Over this 2-year
period, the evaluation questions are:

I. Who are Simpa’s customers? What is the value proposition of Simpa’s solar model and energy
services for them?

2. What are the impacts of the program? To what extent are these impacts attributable to Simpa?

What motivates UrjaMitras to sell? What is the value proposition of Simpa for them?

4. How cost-effective are Simpa’s solar model and energy services for customers?

w

The mid-term evaluation focuses to a greater extent on questions | and 3 than 2 and 4.



PROJECT BACKGROUND

In India at least 400 million people are without reliable access to electricity. Without access to
electricity, consumers and small businesses rely on traditional fuels, kerosene, candles and batteries. It
is estimated that the off-grid segment is already spending $50+ billion per year on these sub-optimal and
highly unsustainable energy solutions.

There are many promising technical solutions available to customers today, ranging from small-scale
solar lanterns, to pico-solar home systems, to larger installed solar home systems, to community scale
solar or biomass electricity micro-grids, to solar-hybrid UPS/inverter solutions for the home and
business. The problem is that these clean energy technologies almost always involve significant up-front
costs and therefore must be financed.

Simpa Networks sets itself apart from competitors by providing in-house customer financing. Payment
can be spread out over a period of 28 months. Simpa’s solar home systems incorporate proprietary
prepaid metering technology, which regulates the amount of energy that is supplied to a customer based
on whether he has purchased prepaid energy. In the payment process, customers make cash payments
to Simpa branded agents in their home region. Then, the agent sends an SMS to Simpa’s server informing
it of the payment. A special code is then sent via SMS from the server to the customer, who enters the
code into the meter. This code unlocks the meter for a certain amount of energy consumption. This
process is repeated until the customer has paid for the system in full, at which point the system is
permanently unlocked. Simpa’s in-house financing mechanism helps avoid a lengthy, complicated loan
application process with financial institutions, for both Simpa and its customers, and, most important,
makes its solutions affordable for a wider range of customers.

During the Ist year after installation (or Ist 2 years if the payment period is 2 years), free doorstep
maintenance is provided, including | routine visit and 2 unplanned visits. After that, customers have the
option of purchasing a low-cost annual maintenance contract, with the same level of service. This after-
sales service offer is extremely convenient for customers and also ensures that the systems are well-
maintained, which, in turn, minimizes the risk of customer non-payment.

Simpa’s results chain is as follows:

Inputs Processes Outputs Outcomes Impact
People Product Systems installed | Systems used / Improvements in
Product — solar integration energy paid for well-being of
Capital Product and consumed consumer

development households

Training

Risk assessment

Sales

After-sales

service

Research




EVALUATION METHODS &
LIMITATIONS

In order to address the evaluation questions, the evaluation consists of two parts: an evaluation of
Simpa’s customers, and of its UrjaMitras. For the evaluation of Simpa’s customers it was important to
establish causality.BecauseSimpa is a for-profit social enterprise that sells solar systems, it was not
possible to choose an experimental design in which customers and non-customers would be randomly
assigned. A quasi-experimental design was chosen for the evaluation of Simpa’s customers, in which
they were matched with non-customers.

The baseline evaluation of customers was intended to measure their usage of, and satisfaction with,
other energy solutions prior to installing a Simpa system. Simpa’s installation process did not support
the creation of a sampling frame of approved customers, from whom a random sample could be
selected. A rolling baseline of customers was designed, with a sample that would consist of the first 400
customers acquired in Uttar Pradesh state.

The evaluation of UrjaMitras is through a pretest-posttest design. The comparisons that Simpa is most
interested in drawing in this part of the evaluation are amongst UrjaMitras rather than with a group not
associated with Simpa. Therefore, there is no comparison group against which UrjaMitras will be
measured. Structured interviews were conducted with a purposive sample of UrjaMitrasto develop the
baseline survey of UrjaMitras. A stratified sampling technique was chosen to identify the UrjaMitras to
be surveyed.

This report presents the results of the customer (midline) and UrjaMitra (baseline) surveys that began
on the |3t of September, 2014. The evaluation was designed so that non-customers are included in the
baseline and end-term evaluations, but not the midline evaluation. The chart below shows the
relationship between the evaluation questions and methods used in the midline evaluation of Simpa
customers, and baseline evaluation of UrjaMitras. It also includes the sample sizes for the treatment
groups of customers and UrjaMitras.

Evaluation Method Data Source Treatment Comparison

Question Group Sample Group Sample
Size Size

Who are Simpa’s | Quantitative Survey 215 N/A

customers? What

is the value

proposition of
Simpa’s solar
model and energy
services for them?

What are the Quantitative Survey 215 N/A
impacts of the
program?! To
what extent are
these impacts
attributable to




Simpa?

What motivates Qualitative and Interview and 323 N/A
UrjaMitras to sell? | Quantitative Survey

What is the value

proposition of

Simpa for them?

How cost-effective | Quantitative Survey 215 N/A

are Simpa’s solar
model and energy
services for
customers?

Based on these sample sizes, the margin of error for the customer survey is 6.62% and is 5.07% for the
UrjaMitra survey (95% significance).

There are limitations to how conclusive the evidence from the midline survey is, due to the methods
themselves, data quality issues and bias. It is suspected that inaccuracies in respondents’ answers and
data falsification made quality issues the most serious of the limitations of the midline evaluation. From
a non-random sample of surveys, | 1% of the midline data is estimated to be false (although not proven).




FINDINGS, CONCLUSIONS &
RECOMMENDATIONS

FINDINGS

The questions that this evaluation addresses, that will improve Simpa’s implementation, are on its value proposition for UrjaMitras and
customers. The questions that this evaluation addresses that will improve Simpa’s impact, are on customers’ reports of their satisfaction with
and the quality of light from solar and non-solar sources, and their quality of health. While the evaluation of UrjaMitras does not address impact
directly, as Simpa’s chosen distribution channel the ability to sell through UrjaMitras is a prerequisite in order for Simpa to create impact. The
evaluation of UrjaMitras is of the value proposition of Simpa to them, and of their sales potential.

The Value Proposition forUrjaMitras

The evaluation asked UrjaMitras about their propensity to adopt new energy products, as the hypothesis was that a substantial percentage of
UrjaMitras would be innovators (the segment of the target market that will adopt because they want to be among the first to have a new
product). One of the most frequently used Domain Specific Innovativeness-scales was included in the survey to categorize each respondent as
an innovator, early adopter, the early majority, the late majority or a laggard. However, contrary to expectations the greatest number of
UrjaMitras fell into the laggard category. 45.5% of UrjaMitras were found to be laggards, and the percentage in each category decreased
continuously culminating in only 1.2% of UrjaMitras in the innovator category.

Table I: Technology Adoption Scores for UrjaMitras

Adoption Category ‘ Count %

Innovator 4 1.2%
Early Adopter 49 15.2%
The Early Majority 58 18.0%
The Late Majority 65 20.1%
Laggard 147 45.5%
Total 323 100.0%




This finding on technology adoption may be corroborated by the fact that only 2.9% of respondents said that the statement, “| have brought
something new to my customers” describes the most important benefit that they derive from being UrjaMitras. However, it is possible that the
statement “| have brought something new to my customers” did not describe the most important benefit to UrjaMitras because solar
technology is not new to their catchment areas. While the survey included questions on the extent to which solar technology was new for
UrjaMitras and their customers, the responses were ambiguous.

For 27.6% of UrjaMitras commissions and prizes were the most important benefit. “Producing a good impression” was chosen by 13% of
respondents as the most important benefit. It is related to commissions and prizes in that both are benefits that accrue to the individual, but are
distinct in that they emphasize the financial and social aspects respectively. While only 7% of respondents chose the opportunity for social
development or service as the most important benefit, for 42% it was an additional one. This suggests that UrjaMitras do recognize that selling
Simpa systems results in benefits that accrue to the village community, but that they consider these secondary to the individual benefits that
accrue to them.

Being an UrjaMitra is valued most for the financial benefits, but these are insufficient for it to be seen as a full-time activity. Instead, selling Simpa
systems is viewed as a way to improve income and relationships with existing customers. This is evident from the responses to the questions on
the benefits of being an UrjaMitra. 16.9% of respondents said that the statement, “When | provide my customers with an additional product it
increases the goodwill they have for me” describes the most important benefit that they derive from being UrjaMitras. That selling systems can
be done alongside other activities was chosen as an additional benefit by 76%.



Table 2: The Most Important Benefit for UrjaMitras

Most Important Direct Benefit Count Percentage ‘
Rewards through commissions and prizes 85 27.6%
Increase goodwill with additional product 52 16.9%
Produce a good impression 40 13.0%
More work = more rewards 29 9.4%
Productive use of my time 28 9.1%
Increase in village reputation 2| 6.8%
Serving the society 21 6.8%
Sell Simpa with my other activities 19 6.2%
New product to customers 9 2.9%
Any other 2 0.6%
No advantage 2 0.6%
Total 308 100.0%




Table 3: Benefits of Being an UrjaMitra

Benefits Count

Sell Simpa with my other activities 245
Increase goodwill with additional product 198
Rewards through commissions and prizes 130
More work - more rewards 107
Serving the society 136
Produce good impression 138
Productive use of my time 94
Increase in village reputation 38
New product to customers 17
Any other 0
No Advantage 24
Total 1103

Note: Multi-choice multi response question

Respondents were asked about both the direct and indirect advantages of being UrjaMitras, as well as whether they felt that there were any

disadvantages associated with the opportunity. 75% of UrjaMitras said that they valued their role in the company because they believe it is the
first step towards other opportunities with Simpa. It is possible that the “other opportunities” that UrjaMitras are interested in are those that
would provide a fixed income. This is suggested by the fact that only 9.4% of UrjaMitras said that they value performance based payment, and
27% saw the lack of a fixed income as a disadvantage. However, the majority of respondents (78%) saw no disadvantage to being an UrjaMitra.

20



Table 4: Benefits of Simpa

ANe\'F. Age o A 0 3 D D d

I'st step towards other opportunities 240
Attend Simpa events 171
Receive visitors from Simpa 100
No advantages 38
Other 21
Recognition by Simpa’s senior management for

performance 8
Total Unique Count 318

Note: Multi-choice multi response question
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Table 5: Disadvantages of Being an UrjaMitra

Disadvantages of Being an UrjaMitra Count

No disadvantage 248
No fixed income 86
Dissatisfied customers affect my reputation 75

Due to some changes made by Simpa, | have
not received the prizes that | believed that |

would 40
Don’t receive my commissions and/ prizes on

time 33
Financially not attractive 26
Others I
Total Unique Count 320

Note: Multi-choice multi response question
The Sales Potential ofUrjaMitras

Respondents were surveyed soon after they became UrjaMitras to collect baseline data on how they perceive the opportunity, and on other
factors that may affect sales performance in the future. While this baseline survey was not intended to predict sales performance, the responses
merit consideration by Simpa as it recruits, trains and manages UrjaMitras. In addition to the benefits that they derive from being UrjaMitras,
respondents’ current work patterns and their perceptions of customer demand were identified as factors that may influence sales performance
in the future.

The element of respondents’ work patterns that Simpa was most interested in was the extent to which UrjaMitras are mobile. It was found that
UrjaMitras are largely not mobile, as 70% of respondents spend most of their working hours at a fixed location. Given that 61.7% of
respondents also identified “increasing the goodwill that they enjoy with existing customers” as a benefit of being an UrjaMitra, this suggests that
the majority of UrjaMitras may spend their working hours at a shop or other place of business. Consequently, they may expect that they will
sell Simpa systems largely to their existing customers. Sales to households who are not existing customers of UrjaMitras may therefore depend
on either word of mouth or marketing support by Simpa.

22



While the data on UrjaMitras’ perceptions of customer demand seems contradictory, it may be that their responses capture a general sense of
optimism on their part rather than specific market insights. When asked if the supply of electricity from the grid in their catchment villages will
improve in the future, 75% said yes. However, given that the question did not specify a time period for which UrjaMitras should make their
predictions, their responses constitute weak evidence.

It is striking that 99% of UrjaMitras said that the biggest competitor to Simpa systems is the inverter. If the supply of electricity from the grid
does improve, and if the biggest competitor to Simpa systems is the inverter, then this could affect Simpa’s sales adversely. The results from the
customer survey in this report also include further analysis of the comparison between Simpa systems and inverters.

When UrjaMitras were asked about demand for Simpa systems over the next 6 months, they did not predict the adverse effects that their other
responses would suggest. 82% of UrjaMitras believed that demand would increase continuously. Although UrjaMitras were asked whether they
believed they could earn commissions through selling systems, recharges, or both, this question may have been misunderstood and the
responses were not clear. However, based on the responses to the other survey questions it seems that most UrjaMitras may not recruit new
customers actively, especially beyond their existing customer base. In addition, only 2% of UrjaMitras believe that their effort is critical in
whether there is a demand to recharge systems or not. Therefore, if Simpa expects UrjaMitras to drive new sales and recharges, this is an area
that merits attention.

Table 6: UrjaMitras’ Predictions of Demand for Simpa

Demand Prediction Count Percentage
Will increase continuously 260 82.3%
Will increase initially and then reduce 48 15.2%
Will decrease continuously 8 25.0%
Total 316 100.0%

The Value Proposition forCustomers

While UrjaMitras can play a role in ensuring that systems are recharged, customers’ own desires and ability to do so are also critical factors.
The customer survey asked respondents about the value they derive from their Simpa system, which will influence their recharge behavior. The
survey also asked customers about how using their Simpa systems have affected their satisfaction with, and the quality of, lighting in their house
and health. Beyond their influence on recharge behavior, this data on the effects of using solar systems can aid Simpa in its’ efforts to improve
customer satisfaction and well-being.

In order to better understand Simpa’s value proposition for customers, the survey included both the Domain Specific Innovativeness-scale and
questions on the aspects of the offering that respondents were most and least satisfied with. Customers were both asked specifically about the
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product and its installation, and about other design parameters in Simpa’s value proposition including the distribution channel, the pricing and the
recharge process / payment channel. Customers were also asked if they would be willing to recommend Simpa to others and if so, for what
reason. The responses to this question corroborated the data on the aspects of the Simpa offering that customers were most satisfied with.

The Domain Specific Innovativeness-scale was intended to measure whether a desire to adopt a solar system because it is a new kind of energy
product was one of the reasons that respondents chose to buy. While again it was assumed that solar technology was new to respondents, in

the case of customers we know at least that only |person was using another solar product (at the time of both the baseline and midline). As the
table below shows, the survey found that customers were heterogeneous in terms of their adoption of new energy products.

Table 7: Adoption Categories for Customers

Adoption Categories Count %
Innovator 0 0.0%
Early Adopter 42| 21.5%
The Early Majority 6l 31.3%
The Late Majority 60 | 30.8%
Laggard 32 16.4%
Total 195 | 100.0%

The remaining questions on Simpa’s value proposition were intended to measure customers’ perceptions 10 to |12 months after they had had a
system installed. Approximately a year after they had had a system installed, the greatest number of customers (32%) chose “affordable
installments” as the aspect that they were most satisfied with. 102 customers also said that they would recommend Simpa to others because it
is affordable.

While these results make it clear that affordability is valued highly, it is difficult to use it to draw further conclusions on what affordability means
to customers. More information is needed in order for Simpa to determine what to charge as a down payment and over time, and also to know
whether customers would like the instalments to be more structured or more flexible. Given that only 15% of respondents said that any
member of their household had held a salaried position in the last year, it is reasonable to hypothesize that customers would prefer more
flexibility. However, these questions will be investigated further in the end-line evaluation.

The other aspects of the Simpa system that respondents said that they were most satisfied with were “no need to travel for purchase or

service” and “free warranty and service”. These were chosen by 13% and 11.3% of respondents respectively. However, 13% said that they
were not satisfied with any aspect of their Simpa system.
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When customers were asked specifically about the product and its installation, no major issues emerged.64% of customers said that their
systems run for 5 — 10 hours once the battery is charged. 79% said that the performance of the fan either meets or exceeds their expectations.
60% were satisfied or fully satisfied with the position of the lights and fan in their house. Overall, 68% of customers are willing to recommend
Simpa to others.

The two aspects of the Simpa offering that respondents were least satisfied with were customer service, and that the system cannot be used to
run other appliances. Only 44% of respondents who had made a complaint were satisfied or fully satisfied with Simpa’s customer service. This
finding is corroborated by the fact that only 6% of respondents rated service as the aspect of the Simpa offering that they are most satisfied with.

However, overall, respondents were much more dissatisfied that the system cannot be used to run other appliances than they were with
customer service. 45.2% of respondents said that the aspect of the Simpa offering that they were least satisfied with was that it cannot be used
to run other appliances. (In contrast, only 7.6% of respondents chose, “customer service is not responsive” as the aspect of the Simpa offering
that they were least satisfied with).

Currently, 68 customers said that they use the Simpa system to charge their mobiles and 24 said they used it for other appliances. In most cases
what these appliances were was not specified. However, from the baseline survey there is evidence that their homes are one of the significant
assets that respondents own. All respondents have homes that are built either only of pucca(durable) materials or homes that are semi-pucca.
Most respondents also have homes with either 3 or 4 rooms. Customers’ satisfaction with the affordability of their Simpa systems, and their
desire to be able to use them to run more appliances, suggest that they may be willing to invest more in their homes.
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Table 8: Aspect of the Simpa System Customers are Satisfied with

ASpe 0 3 ed

Affordable installments 67 31.6%
No need to travel for purchase or service 27 12.7%
Not satisfied 27 12.7%
Free warranty & service 24 11.3%
Separate part purchase not required 23 10.8%
Immediate recharge upon payment 17 8.0%
Other 14 6.6%
Quick resolution of customer complaints 13 6.1%
Total 212 100.0%

Table 9: Customers’ Reasons to Recommend Simpa

Reason for Recommendation Count

Affordable 102
Convenient to buy, recharge or use 84
Free warranty and servicing 74
Better quality than other solar companies 56
Other I
Total Unique Count 199
Exhibit 9:

Note: Multi-choice multi response question
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Table 10: Number of Hours the System Runs

No. of Hours the System Runs ‘ Count Percentage

< 5 hours 31 15.0%
5-10 hours 131 63.6%
I1-15 hours 44 21.4%
> 15 hours 0 0.0%
Total 206 100.0%

Table | I: Fan Performance

Exceeds expectations 57 26.8%
Meets expectations 11 52.1%
Below expectations 45 21.1%
Total 213 100.0%

Table 12: Satisfaction with Position of Lights and Fan

Position of Lights and Fan Count Percentage
Satisfied / fully satisfied 52 44.1%
Neither satisfied nor dissatisfied 32 27.1%
Dissatisfied / fully dissatisfied 34 28.8%
Total 118 100.0%
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Table 13: Aspect Customers are Least Satisfied with

Aspect Least Satisfied With Count Percentage

Cannot be used to run other appliances 95 45.2%
Not dissatisfied 39 18.6%
Cannot buy the parts separately 24 I'1.4%
Long time to recharge after payment 22 10.5%
Customer service is not responsive 16 7.6%
Too expensive 9 4.3%
Other 5 2.4%
Total 210 100.0%

Comparisons with Other Options

Customers continue to use other options for lighting alongside their Simpa systems, often for the same activities.However, the use of “unclean”
options (specifically candles / wax and kerosene lamps) dropped substantially. Correspondingly, the overall quality of health score improved
substantially.

In order to understand why respondents continue to use other options, the midline survey asked them to rate their satisfaction with and the
quality of light from all the devices that they use. In order to ensure that the comparison was as accurate as possible, customers were asked for
separate scores for each activity that they used the lighting device for. These activities were cooking, children’s studies, reading / writing by
adults and eating dinner. In addition, customers were asked if they used their Simpa systems for any economic activities at home.

The main option that respondents have access to for lighting is electricity from the grid. At the time of the midline survey 205 respondents
reported having access to electricity from the grid, slightly more than the number of customers who said that they had used their Simpa system
in the past 6 months (199). |5 more customers reported having access to electricity from the grid in the midline survey than in the baseline.
However, the number of hours of electricity available decreased for 58% of customers. Perhaps not surprisingly, 8 more customers reported
using inverters.

There was an approximately 80% drop in the number of customers using candles / wax at the time of the midline compared to the baseline.

There was an approximately 50% drop in the number of customers using kerosene for lighting. The average number of liters of kerosene used
per month across all respondents was 5.5 at the time of the baseline survey and 2.62 at the time of the midline. This difference is significant (T-
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test, p < 0.001). However, those customers who continued to use kerosene did not use much less of it.If only respondents who reported using
keroseneat the time of the midline are considered, the reduction in usage was only 0.15 liters(from 2.87 to 2.72) and is not significant (T-test, p
> 0.6).The hypothesis that larger families continue to use kerosene was explored, but no pattern emerged.

While not an “unclean” option, there was also an approximately 90% drop in customers using rechargeable LED torches (flashlights) from the
time of the baseline survey to the midline. In addition, while at the time of the baseline customers were using LED torches for cooking,
children’s studies, reading / writing by adults and eating dinner, at the time of the midline they were not using LED torches for any of these
activities. It is likely that they were only using LED torches for activities that require a portable light.

Given that the increases in the number of customers with access to electricity and inverters between the baseline survey and midline were only
I5 and 8 respectively, and there are fewer customers using all of the other options, it is surprising thast 39% reported increases in expenditures
on lighting (excluding payments for their Simpa system). Nevertheless, the average expenditure per month on lighting (excluding on the Simpa
system) decreased by approximately INR 100 / USD 1.5, from the baseline figure of approximately INR 380 / USD 6. While analysis of the
individual responses of the 39% of customers may reveal the sources of increased expenditure (and will be attempted to inform the end-line), it
is also possible that the responses are inaccurate as expenditure data is difficult to collect.

Figure |: Usage of Energy Options
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Table 14: Changes in Expenditure on Lighting

Change in Expenditure on Lighting Count | Percentage
Increased 80 38.5%
Decreased 126 60.6%
No change 2 1.0%
Total 208 100.0%

While the survey attempted to estimate kerosene consumption from questions on the number and types of lamps used, their carrying capacities
and how long they are lit for, it is difficult to collect accurate data on respondents’ usage of and expenditure on energy options other than
Simpa. For this reason, and because it was beyond the scope of the survey, respondents were not asked about their use of “unclean” options
for cooking. While we therefore cannot conclude that respondents’ overall usage of “unclean” options has reduced, a reduction in the use of
“unclean” options for lighting does seem to correspond to improved health scores.

On a scale of 0 to 6, respondents’ quality of health improved from 2.5 in the baseline survey to 5.3 in the midline. This difference is significant
(T-test, p < 0.001). The score of 5.3 was also disaggregated for respondents who were classified as kerosene users at the time of the midline
survey and those who were not. The quality of health score was 4.9 for kerosene users and 5.6 for non-users. This difference is also significant
(T-test, p < 0.001).

The other benefits that customers report as a result of their Simpa systems are greater satisfaction with and better quality light. On average
customers rated their satisfaction with and the quality of light from their Simpa systems as higher than for most other solutions, for the same
activities. However the average scores for satisfaction with and the quality of light from the Simpa system were on par with or lower than that
from the inverter (again for the same activities). These activities were cooking, children’s studies, reading / writing by adults and eating dinner.
While customers on average prefertheir Simpa systems for these activities, it does not seem that increased productivity is an additional benefit
of the system (only 4 respondents said that they used their systems for economic activities at home).

Customers’ preferences for their Simpa systems could also be because they were receiving fewer hours of electricity from the grid at the time
of the midline survey than the baseline. This is corroborated by the fact that comparing the satisfaction and quality scores in the baseline and

midline surveys reveals that customers’ perceptions of light from the grid have worsened in this time period. These differences are significant
for both men and women, as the bar graphs below illustrate.
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Figure 4:Women's Average Quality Scores
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Impact Indicators

This section of the report summarizes the impact data that was gathered throughthe midline evaluation and has been discussed above. In
addition, it compares the baseline and midline values where relevant. All of the indicators are presented in table form, with the exception of
“average score for satisfaction with lighting by situation (gender disaggregated)”. Bar graphs have been chosen to more effectively present the
“average score for satisfaction with lighting by situation”, and have been included following the table. Customers’ experiences with using the
Simpa system for cooling have been omitted from this table as it was expected that the values for this indicator would not be comparable due to
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seasonal variations. However, customers’ experiences with using the Simpa system for cooling were discussed earlier in this report.

Indicator Year | Year 2

Average score for satisfaction with customer service | N/A 4*

Average quantity of kerosene purchased 5.5 liters 2.62 liters

Average score for quality of health 2.5 53

Benefit most valued by UrjaMitras N/A Commissions and prizes
Average expenditure on solar lanterns INR 1,268 (approximately USD 20)** N/A

* 8.98% margin of error
** This figure reflects the cost of purchasing a solar lantern, and includes travel costs. It does not include the costs of repairing the lantern,
which will be accounted for in the end term evaluation.

Figure 6: Men's Average Satisfaction Scores for
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Figure 17:Women's Average Satisfaction
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CONCLUSIONS

The main findings of the midline survey of customers relate to how they value the Simpa offering and benefit from it, both in isolation and in
relation to their experiences with other energy options. The main findings of the survey of UrjaMitras relate to how they value the Simpa
offering, although they also contribute to a better understanding of the comparison between Simpa systems and other energy options. In
addition to the conclusions based on these findings, this section of the report also includes changes that will be made to the execution of the end
term survey, to address the challenges that were faced in the midline.

The sample of customers was planned to consist of the first 370 acquired in Uttar Pradesh state. Since these were the first customers, it was
expected that they would be more likely to be innovators in technology adoption than later customers. It was also expected that UrjaMitras
would be likely to be innovators in technology adoption, who would then convince customers of the benefits of solar technology. The surveys
found that the first customers in Mathura were more likely to be innovators in technology adoption than UrjaMitras in the 5 sampled districts.
The bar graph below compares the data that was presented earlier on the percentages of customers and UrjaMitras in each of the adoption
categories.
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However, the technology element of Simpa’s value proposition is likely to be secondary to the financial for both customers and UrjaMitras. For
customers it is the affordability of the system that is important, and for UrjaMitras it is the rewards that they receive. While the end term
survey will further investigate what makes the Simpa offering affordable to customers, as long as payment in installments is a contributing factor
it will be critical to make it easy for them to recharge and to make these commissions attractive for UrjaMitras.

Yet, customers also stated that they want systems that can run more appliances. Accommodating the demand for systems that can run more
appliances may lead to a trade-off with affordability for customers in the future. Similarly UrjaMitras who want to earn greater rewards will have
to increase their investments of time and effort proportionately, which may eventually lead to a trade-off with their existing activities.

The value customers’ perceive from the Simpa offering, and therefore the ability of UrjaMitras to sell to them, is also shaped by other energy
options. In particular, the midline survey revealed from customers’ responses that there has been both a drop in the number of hours of
electricity they receive and their satisfaction with this option. In the same time period, 8 customers have acquired inverters resulting in a total
of 23 in the sample. For these 23 their average satisfaction scores with inverters were higher than the corresponding figures for all customers
with Simpa systems. While UrjaMitras believe that inverters are the main competitors to Simpa systems it would seem that the former are still
too expensive for many customers to own. However, in considering its value proposition to customers, the cost comparison to inverters would
seem like an additional factor that it is important to include.

It was important for the midline survey to investigate customers’ use of other energy options not only to understand how these influence
Simpa’s value proposition but also because the potential health and environmental benefits of solar systems can only be realized when the
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consumption of “unclean” fuels is reduced or stopped. Based on the available data, customers’ use of candles / wax and kerosene has dropped
dramatically. This was corroborated by customers’ quality of health scores. However, these findings will be validated further through the end
term evaluation.

Improvements to Survey Implementation

Validation will be very important in the end term evaluation because of the issues that arose during the midline. The midline had been designed
so that phone surveys could be used to monitor the in-person data collection. 30% of customers and 20% of UrjaMitras were asked some of
the same questions over the phone as they had been in person. The intention was that any falsification of the data collected in-person would be
detected if it did not match the responses to the phone surveys.

However through a detailed investigation process it emerged that the phone and in-person survey responses differed even when there was
reliable evidence that the same person had been asked both sets of questions. The midline phone surveys were therefore not a reliable tool to
detect whether the in-person data had been falsified. In order to address these issues, some of the questions in the end term evaluation will be
modified to make them easier to answer. In addition, both the in-person and phone surveys are in the process of being pilot tested to check
whether consistent answers can be expected from the same respondent. It is also planned to ask enumerators to provide the GPS co-ordinates
of respondents and photograph the system IDs to make it very difficult to falsify data.
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ANNEX I: EVALUATION STATEMENT OF WORK

01/05/2013
Terms of Reference for Evaluation of ‘“Prepaid Energy”’ Program
Intervention Background

In India at least 400 million people are without reliable access to electricity. Without access to electricity, consumers and small businesses rely
on traditional fuels, kerosene, candles and batteries. It is estimated that the off-grid segment is already spending $50+ billion per year on these
sub-optimal and highly unsustainable energy solutions.

There are many promising technical solutions available to customers today, ranging from small-scale solar lanterns, to pico-solar home systems,
to larger installed solar home systems, to community scale solar or biomass electricity micro-grids, to solar-hybrid UPS/inverter solutions for
the home and business. The problem is that these clean energy technologies almost always involve significant up-front costs and therefore must
be financed.

Simpa Networks is a for-profit enterprise with an innovative solar-as-a-service business model. Simpa customers take home a solar energy
system by making a small initial down payment, then purchase prepaid energy credits using a mobile phone in amounts they choose — mimicking
the highly successful pricing model for prepaid mobile airtime. Simpa’s cloud-based software tracks and processes payments, delivering proof of
payment to the customer via SMS.

Simpa’s results chain is as follows:

Inputs Processes Outputs Outcomes Impact
People Product integration Systems installed Systems used / energy paid | Improvements in well-
Product — solar Product development for and consumed being of consumer
Capital Training households

Risk assessment

Sales

After-sales service

Research

Over the next two years Simpa plans to scale up sales of Solar Home Systems on a pay-as-you-go basis, and demonstrate the commercial
viability of the model at sufficient scale to attract private market investment. Simpa plans to provide access to clean energy to 60,000 un-
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electrified people, mostly in Uttar Pradesh, in the next 2 years, and nearly 4 million people in 5 years. It is expected that the results of the
evaluation will be used by Simpa to refine their value proposition, particularly in terms of the solar product, and their expansion plans.

Evaluation Purpose and Indicators
The purpose of the evaluation is to answer the following question:
What are the impacts on customers, in terms of access to energy and its resulting benefits, which are attributable to Simpa?

In addition to measuring the indicators below, the evaluation should also address financial/economic benefits, and whether health and education
impacts are relevant.

Indicator Data Source External Reporting Frequency
Availability and/ quality of energy services Baseline and End-Term Evaluation At end of project

Levels of access to energy services achieved Baseline and End-Term Evaluation At end of project

Confidence in ability to seize opportunities provided | Baseline and End-Term Evaluation At end of project

by energy (gender disaggregated)

Methodology

The evaluation design will be quasi-experimental. The comparison group will be chosen from the districts in which Simpa plans to launch after
May Ist, 2015. They will be consumers of kerosene, candles and/ D-cell batteries, who live in un-electrified homes.

The evaluation design must include a mid-term and a final evaluation. The consulting firm is free to propose that a baseline study be conducted
as well. However, it should keep in mind that unlike in the case of a non-profit organization, it is not possible for Simpa to select the treatment
group. This is because as a for-profit, customers must choose Simpa (and not vice-versa). In addition, by Ist August, 2013, it is expected that
only 220 Solar Home Systems will be sold in Uttar Pradesh.

The evaluation should use a mixed method approach (i.e. both qualitative and quantitative tools).

Collaboration and Communication

The consulting firm will be accountable to an M&E consultant hired by Simpa. She will be involved in the design of the evaluation tools, the

analysis of the data and co-authoring the evaluation reports. She may also choose to engage as a participant-observer in certain portions of the
data collection.
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In addition to regular meetings with the M&E consultant, the consulting firm must also be willing to meet monthly with the Simpa team while the
evaluations are being conducted. The purpose of these meetings will be to present progress and results, and receive feedback.

The key deliverables and dates are below:

Deliverable Date

Evaluation Plan 27/05/13
Mid-term Evaluation 21/06/14
End-term Evaluation 20/04/15

However, if Simpa achieves its sales targets faster than planned, the dates for the mid-term and end-term evaluations will be brought forward. If
this happens, the evaluation team will be given sufficient advance notice.

Evaluation Team

The ideal evaluation team would include thematic expertise in energy and social enterprise/market-based models, and functional expertise with
both mixed method and integrated-cost approaches.

Applications

To be considered, please submit your proposed methodology, timeline and budget, as well as the qualifications of the evaluation team, to
Devyani.oskarsson@gmail.com by the end of the day on Monday, May 6.

45



mailto:Devyani.oskarsson@gmail.com

ANNEX Il: EVALUATION METHODS AND LIMITATIONS

A quasi-experimental design was chosen for the evaluation of Simpa’s customers, in which they were matched with non-customers. Non-
customers were asked to participate in an in-person survey if they resembled Simpa customers in terms of the education level of the chief
earner, and either his / her occupation or the material used in the construction of the house. Once the surveys had been completed, customers
and non-customers were matched using propensity score matching. Scores were generated using logistic regression. The qualifying variables
considered for matching were age, gender, family members, education, earning members, marital status, school children, house type and rooms.
The significant variables were age, family members, earning members and school children.

A rolling baseline of customers was designed, with a sample that would consist of the first 400 customers acquired in Uttar Pradesh state.
However, because of communication and coordination issues related to surveying each customer between approval and installation, the baseline
survey was halted for a month before it was resumed. Customers acquired by Simpa in this month are therefore not part of the sample, and
this may be a source of bias.

The evaluation of UrjaMitras is through a pretest-posttest design. However, in this context in which UrjaMitras are acquired on an ongoing
basis as Simpa expands into new districts, and will continue to sell once the grant period is over, the evaluation seeks to measure changes in
motivations across time rather than before and after a discrete event. Therefore at the time of the baseline survey respondents had been
UrjaMitras for varying lengths of time.

Structured interviews were conducted with a purposive sample of UrjaMitras to develop the baseline survey of UrjaMitras. In order to
construct the purposive sample, it was decided to compare a district Simpa had entered recently with one in which it had a longer presence.
Hathras and Aligarh were chosen out of convenience because of their geographical proximity to each other. 5 UrjaMitras were initially selected
in each district.

UrjaMitras were chosen from 2 categories. The first category was those who have sold 2-4 systems in a month. The second category was
those who have sold 5 or more systems in a month. The 2 categories were almost equally represented in each district. An additional UrjaMitra
was interviewed in Aligarh.

A stratified sampling technique was chosen to identify the UrjaMitras to be surveyed. The sample was selected so as to be representative of
UrjaMitras in different districts and performance categories at the time of the end-term evaluation. The sampling frame was the 420 UrjaMitras
who had made at least one sale in the past 4 months.

This report presents the results of the customer and UrjaMitra surveys that began on the |3t of September, 2014. From an original sample size
of 400 customers, 378 were matched and 215 were surveyed in the midline. The sample size of UrjaMitras was 323. Based on these sample
sizes, the margin of error for the customer survey is 6.62% and is 5.07% for the UrjaMitra survey (95% significance). The drop from 378 at the
time of the baseline to 215 at the time of the midline was because many customers were not easily reachable on the days on which the survey
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was scheduled. For the end line attempts will be made to reach the original 378 customers and improve the scheduling of the surveys.

There are limitations to how conclusive the evidence from the midline survey is, due to the methods themselves, data quality issues and bias.
For the evaluation of UrjaMitras a combination of qualitative and quantitative methods was the most appropriate as it would yield data on both
the range of motivations for becoming an UrjaMitra, and the prevalence of each. For the evaluation of customers quantitative methods were
considered the most appropriate as they would enable close-ended questions to be asked, and the gathering of quantitative data. Close-ended
questions were used to ask about the specific parameters of the value proposition that Simpa had identified prior to the baseline and wanted
feedback on. Quantitative data was required to compare customers’ satisfaction levels with a range of energy options, and to estimate their
usage of kerosene and expenditure on energy (in order to determine impact and cost-effectiveness). However, given that much of the
quantitative data that the evaluation sought to gather is difficult to recall, observational methods may have provided better quality data (but for a
purposive sample).

The midline had been designed so that phone surveys could be used to monitor the in-person data collection. 30% of customers and 20% of
UrjaMitras were asked some of the same questions over the phone as they had been in person, after an interval of 2 months or less. The
intention was that any falsification of the data collected in-person would be detected if it did not match the responses to the phone surveys.

It is suspected that inaccuracies in respondents’ answers and data falsification made quality issues the most serious of the limitations of the
midline evaluation.When through a detailed investigation process it emerged that the phone and in-person survey responses differed even when
there was reliable evidence that the same person had been asked both sets of questions, the conclusion was reached that either the information
being asked for was difficult to recall, or respondents did not appreciate the importance of answering accurately. This was the first issue that
affected data quality. The second issue was falsification of the data. From a non-random sample of surveys, | 1% of the midline data is estimated
to be false (although not proven). This estimate is based on one common question in the in-person and phone customer surveys that provided
consistent answers.

There are four threats to internal validity of the evaluation of customers that were identified at the time of its design. The first is selection bias.
Since Simpa customers must choose to buy a solar connection, they cannot be selected randomly. In addition, because customers will be
acquired gradually, the first 400 customers were surveyed, rather than a random sample from the universe of customers.

The second threat is mortality, or attrition. If customers who are dissatisfied with their Simpa system stop repaying, then it will be mostly those
who are satisfied who are retained as customers after 2 years. This is likely to exaggerate the benefits of Simpa’s systems. The third threat that
is related, but will have the opposite effect, is if customers minimize their usage of the system. They may then report the Simpa system to not
be of much benefit to them, when in fact they haven’t used it enough.

The fourth threat is that there is a lack of variability in some of the indicators such as quality of health. If customers do not perceive poor health

due to poor lighting and kerosene usage to be a problem, they may downplay its effects. This will lead to a result that suggests the benefits of
solar lighting are less significant than they are.
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ANNEX Ill: DATA COLLECTION INSTRUMENTS

Customer Survey

As you may recollect, we had surveyed you last winter on your experience with lighting solutions. This

survey is being conducted across 2 years and we would like to speak to you again now. | would be grateful if you could spare some time to help
us by answering a few questions. Please be assured that your name will not be associated in any way with the information you have provided, and
that no one will contact you for selling anything to you based on this information. This is purely for our reference.

Respondent agrees to be interviewed

Respondent does not agree to be interviewed

CONTINUE

END

Name of Simpa Customer

Address

Block Name

Village Name

Pincode

Mobile No.

0

State

Uttar Pradesh | | | District

| |
| Mathura | [

Interview Details

Date of Interview

Interviewer’s Name

Duration of Interview (In

Starting Time of

Mins) Interview

Quality Check Accompaniment Back Checked Scrutinized
Supervisor I I I

Field Head 2 2 2

Instructions to Interviewer

I) The Head of Household (HoH) must be one of the participants.
2) For some questions responses from a male and female household member are required. These questions will be indicated with further

instructions.
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Section |: Lighting and Electricity

No. Question Code Response Instruction

Ql.l Is the site electrified? D (ST ol CONTINUE
NO...overereirreriereereens 02 SKIPTO
Q7.1

QIl.2 | On average, how many hours of electricity are you receiving in a RECORD
day at present! RESPONSE

Q1.3 | In the last month, what was the total household expenditure on RECORD
electricity? RESPONSE
Ql.4 Do you use a stabilizer to control power fluctuation? | (S ol SKIPTO Q3
NO..cotertrerrrerirerrerenaraenaaes 02 CONTINUE

Instructions to Interviewer
I) Ask the following questions to the male respondent.

No. Ask the following questions to the

female respondent

Questio | What are the Where do these | How would you How satisfied are you | How would you How satisfied are

n Q2 activities that you activities take rate the quality of with the light from the | rate the quality of | you with the light
do when you are place? the grid supply / grid supply / electricity | the grid supply / from the grid supply
using the grid supply electricity / / government supply electricity / / electricity /

/ electricity / government supply | to perform these government supply | government supply
government supply to perform these activities? to perform these to perform these
for lighting? activities? activities? activities?

Code Cooking.......cccceeunee. 0l | Kitchen........... 0l | Very good........... 05 Extremely satisfied..05 | Very good........... 05 | Extremely
Children’s Room.............. 02 | Good....cccoeuveuneee 04 Very satisfied............ 04 | Good......ccoeuveuneee 04 | satisfied..05
studies.....ccoeveurernenee 02 | In the open...03 | Fair.....ccccceeunee... 03 Somewhat satisfied..03 | Fair......c.ccccocuneec.. 03 | Very satisfied......... 04
Reading / writing Other.............. 04 | Bad......ccooveruneee. 02 Not very satisfied....02 | Bad.......cccccceeuueeee 02 | Somewhat
by adults................ 03 Very bad.............. ol Not at all satisfied....0l | Very bad.............. 0l | satisfied..03
Eating Not very
dinner............... 04 satisfied..02
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Other (specify).....05 Not at all
satisfied..O|
Respons | 2.1.1 Cooking 2.12 2.13 2.14 2.1.5 2.1.6
e 2.2.1 222 223 224 225 226
Children’s
studies
2.3.1 Reading/ 232 233 234 235 2.3.6
writing by
adults
2.4.1 Eating 242 243 244 245 24.6
dinner
2.5.1 Other - 252 253 254 255 256
No. Question Code Response Instruction
Q3 In the past 6 months have you used an inverter | (R CONTINUE
for lighting?
NO..coeeemrerereeeeeeneaeeaeesenne SKIPTO Q5.1

Instructions to Interviewer
I) Ask the following questions to the male respondent.

No. Ask the following questions to the
female respondent

Questio | What are the Where do these How would you How would you rate How would you rate | How satisfied are

n Q4 activities that you activities take rate the quality of | the quality of the the quality of the you with the light

the inverter to
perform these
activities?

have done when
you used the
inverter for
lighting?

place?

inverter to perform
these activities?

inverter to perform
these activities?

from the Inverter
to perform these
activities?
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Code Cooking................ 0l | Kitchen........... 0l Very good........... 05 | Extremely satisfied....05 | Very good........... 05 Extremely
Children’s Room.............. 02 Good.....ccovvuneunnne 04 | Very satisfied............. 04 | Good......cceeuueee 04 satisfied........... 05
studies......c.ocecunenee. 02 | In the open....03 Fair..ooeeeecnenenee 03 | Somewhat satisfied...03 | Fair......c.ccccccueuceee 03 Very satisfied...04
Reading / writing Other.............. 04 Bad....cocoeeeerene 02 | Not very satisfied......02 | Bad........cccceceuee 02 Somewhat
by Very bad.............. 0l | Not at all satisfied......0l | Very bad.............. ol satisfied..03
adults.......ccccvcunen. 03 Not very
Eating satisfied..02
dinner............... 04 Not at all
Other satisfied..O|
(specify).....ccc..... 05

Respons | 4.1.1 Cooking 4.1.2 4.1.3 4.14 4.1.5 4.1.6

e 4.2.1 422 423 424 42.5 42.6
Children’s
studies
4.3.1 Reading/ 43.2 433 434 43.5 43.6
writing by
adults
44.]1 Eating 442 443 444 445 44.6
dinner
45.1 Other - 45.2 453 454 45.5 45.6

No. Question Code Response Instruction

Q5.1 | In the past 6 months have you used a generator for lighting? | (R 0l CONTINUE

NO..coeiererereeeeeeneseeseenens 02 SKIP TO

Q7.1

Q5.2 What is the fuel used for running the generator? Only kerosene.........ne........ 0l SKIPTO Q6
Only diesel......ccoovuveureuneuncen. 02 CONTINUE
Both kerosene and diesel..03 CONTINUE
Petrol.......eeeeeiincicnnes 04 SKIPTO Q6

Q5.3 | In the last month, how much did you spend on diesel to run the RECORD
generator? RESPONSE
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Instructions to Interviewer

I) Ask the following questions to the male respondent.

No. Ask the following questions to the

female respondent

Questio | What are the Where do these How would you How satisfied are you How would you How satisfied are

n Q6 activities that you | activities take rate the quality of | with the light from the rate the quality of | you with the light
have done when place? the generator to generator to perform the generator to from the generator
you used the perform these these activities? perform these to perform these
generator for activities? activities? activities?
lighting?

Code Cooking............. 0l | Kitchen........... ol Very good........... 05 | Extremely satisfied......05 | Very Extremely
Children’s Room.............. 02 Good.....ccocueueene 04 | Very satisfied............... 04 | good........... 05 satisfied..05
studies.......cceue... 02 | In the open....03 Fair...ooeeeecneenee 03 | Somewhat satisfied.....03 | Good................... 04 | Very satisfied........04
Reading / writing | Other.............. 04 Bad....cooverene 02 | Not very satisfied.......02 | Fair......cccceeeuueee. 03 | Somewhat
by Very bad.............. 0l | Not at all satisfied......0l | Bad......c.cccccecunce.e 02 | satisfied..03
adults................... 03 Very Not very
Eating bad.............. 0l satisfied..02
dinner............... 04 Not at all
Other satisfied..O|
(specify)....cc...... 05

Respons | 6.1.1 Cooking 6.1.2 6.1.3 6.14 6.1.5 6.1.6

e 6.2.1 6.2.2 6.2.3 6.24 6.2.5 6.2.6
Children’s
studies
6.3.1 Reading/ 6.3.2 6.3.3 6.34 6.3.5 6.3.6
writing by
adults
6.4.1 Eating 6.4.2 6.4.3 6.44 6.4.5 6.4.6
dinner
6.5.1 Other - 6.5.2 6.5.3 6.54 6.5.5 6.5.6
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No. Question Code Response Instruction
Q7.1 | In the past 6 months have you used a lead acid battery for lighting? pCom— 0l CONTINUE
No....coovueees 02 SKIPTO Q9

Q7.2 | In the past month, how much did your household spend on recharging your lead RECORD
acid battery or batteries? RESPONSE

Instructions to Interviewer
I) Ask the following questions to the male respondent.

No. Ask the following questions to the

female respondent

Questio | What are the Where do these How would you How satisfied are you with | How would you How satisfied are

n Q8 activities that you | activities take rate the quality of the light from the lead rate the quality of | you with the light
have done when place? the lead acid battery | acid battery to perform the lead acid from the lead
you used a lead to perform these these activities? battery to acid battery to
acid battery for activities? perform these perform these
lighting? activities? activities?

Code Cooking............. 0l | Kitchen........... ol Very good........... 05 Extremely satisfied......05 Very good.......... 05 | Extremely
Children’s Room.............. 02 Good.....ccoovreunene 04 Very satisfied............... 04 Good.....ccoovveunnee 04 | satisfied........... 05
studies......cccccenee. 02 | In the open....03 Fair...oooceceeeunenne. 03 Somewhat satisfied.....03 Fair.....cooeceeunennen. 03 | Very
Reading / writing | Other.............. 04 Bad.....cccoeveunennee. 02 Not very satisfied......... 02 | Bad....ccooveneunnes 02 | satisfied............. 04
by adults............ 03 Very bad.............. ol Not at all satisfied......... 0l | Very bad............. 0l | Somewhat
Eating dinner......04 satisfied.......... 03
Other (specify)..05 Not very

satisfied............ 02
Not at all
satisfied............. 0l

Respons | 8.1.1 Cooking 8.1.2 8.1.3 8.14 8.1.5 8.1.6

e 8.2.1 8.2.2 823 824 8.2.5 8.2.6
Children’s
studies
8.3.1 Reading/ 8.3.2 833 834 8.3.5 8.3.6
writing by
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adults
8.4.1 Eating 8.4.2 8.4.3 8.4.4 8.4.5 8.4.6
dinner
8.5.1 Other - 8.5.2 853 854 8.5.5 8.5.6
No. Question Code Response Instruction
Q9 | In the past 6 months have you used a Simpa solar system for | YeS . nnreeeeeeeennnanns 0l CONTINUE
lighting?
NO..oeirereeeieeerrereessessesenaeeane 02 SKIP TO
Qll.l

Instructions to Interviewer
I) Ask the following questions to the male respondent.

No. Ask the following questions to the

female respondent

Questio | What are the Where do these How would you How satisfied are you with | How would you How satisfied

n QIO activities that you | activities take rate the quality of the light from the Simpa rate the quality of | are you with the
have done when place? the Simpa solar solar system to perform the Simpa solar light from the
you used a Simpa system to perform these activities? system to perform | Simpa solar
solar system for these activities? these activities? system to
lighting? perform these

activities?

Code Cooking.............. 01 | Kitchen........... 0l Very good........... 05 Extremely satisfied......05 Very good........... 05 | Extremely
Children’s Room.............. 02 Good.....ccoovreunnne 04 Very satisfied............... 04 Good.....ccoovveunnee 04 | satisfied........... 05
studies......cccoenee. 02 | In the open....03 Fair....ccooeceeeenennene 03 Somewhat satisfied.....03 Fair.....cooeceeunennen. 03 | Very
Reading / writing | Other.............. 04 Bad.....cccoeveunennee. 02 Not very satisfied......... 02 | Bad....ccooveneunnes 02 | satisfied........... 04
by adults............ 03 Very bad.............. 0l Not at all satisfied......... 0l | Very bad.............. 0l | Somewhat
Eating dinner......04 satisfied.......... 03
Other Not very
(specify)...05 satisfied........... 02

Not at all
satisfied........... ol
Respons | 10.1.1 10.1.2 10.1.3 10.1.4 10.1.5 10.1.6
e Cooking
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10.2.1 10.2.2 10.2.3 10.2.4 10.2.5 10.2.6
Children’s
studies
10.3.1 Reading 10.3.2 10.3.3 10.3.4 10.3.5 10.3.6
/ writing by
adults
10.4.1 Eating 10.4.2 10.4.3 10.4.4 10.4.5 10.4.6
dinner
10.5.1 Other - 10.5.2 10.5.3 10.54 10.5.5 10.5.6
No. Question Code Response Instruction
QlIl.l In the past 6 months have you used any solar product (other D (= TR 0l CONTINVUE
than Simpa) for lighting?
Lo T 02 SKIPTO
QIl3.1
Qll.2 How was this product bought? Cash up front.............. 0l CONTINVUE
Loan from bank........... 02
Loan from MFi............. 03

Instructions to Interviewer

I) Ask the following questions to the male respondent.

No.

Ask the following questions to the

female respondent

Questio

n Ql2

What are the
activities that you
have done when
you used solar
energy (other than
a Simpa system) for
lighting?

Where do these
activities take
place?

How would you
rate the quality of
solar energy to
perform these
activities?

How satisfied are you
with the light from solar
energy to perform these
activities?

How would you
rate the quality of
the Simpa solar
system to perform
these activities?

How satisfied
are you with the
light from solar
energy to
perform these
activities?
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Cooking.......cccu.... 0l | Kitchen Extremely satisfied Very good........... 05 | Extremely
Children’s Room.............. Very satisfied Good.....ccovvureunnee 04 | satisfied........... 05
studies......c.ocecunenee. 02 | In the open...03 | Fair.....ccccoececunenee. Somewhat satisfied Fair..ooeeeecnenenee 03 | Very
Reading / writing Other...........04 | Bad.....ccoeeeeueenees Not very satisfied Bad....cooererrene 02 | satisfied........... 04
by adults.............. 03 Not at all satisfied Very bad.............. 0l | Somewhat
Eating dinner.......04 satisfied.......... 03
Other (specify)...05 Not very
satisfied........... 02
Not at all
satisfied........... ol
Respons | 12.1.1 12.1.2 12.1.4 12.1.5 12.1.6
e Cooking
12.2.1 12.2.2 12.2.4 12.2.5 12.2.6
Children’s
studies
12.3.1 Reading 12.3.2 12.34 12.3.5 12.3.6
| writing by
adults
[2.4.1 Eating 12.4.2 1244 12.4.5 12.4.6
dinner
12.5.1 Other - 12.5.2 12.54 12.5.5 12.5.6
No. Question Response Instruction
QI3.1 | In the past 6 months, have you used wax (candles) for CONTINUE
lighting?
gEne o MNemI— SKIPTO
QIS.I
QI13.2 | In the past month, how much did your household spend RECORD
on candles? RESPONSE




Instructions to Interviewer

1) Ask the following questions to the male respondent.

No. Ask the following questions to the
female respondent
Questio | What are the Where do these | How would you How satisfied are you How would you How satisfied are
n Ql4 activities that you activities take rate the quality of | with the light from wax rate the quality of | you with the light
have done when place? wax (candles) to (candles) to perform wax (candles) to from wax
you used wax perform these these activities? perform these (candles) to
(candles) for activities? activities? perform these
lighting? activities?
Cooking................ 0l | Kitchen........... ol Very good........... 05 | Extremely satisfied.....05 | Very good........... 05 | Extremely
Children’s Room.............. 02 | Good.....cceceeuuenee. 04 | Very satisfied............... 04 Good.....ccoceuuee 04 | satisfied........... 05
studies......ccocecuenee. 02 | In the open...03 | Fair......ccceeuceee 03 | Somewhat satisfied.....03 | Fair......cccccceuuc.. 03 | Very
Reading / writing Other.............. 04 | Bad....coooeuveuneenes 02 | Not very satisfied......... 02 | Bad....ccoooemeureunnee 02 | satisfied............... 04
by adults.............. 03 Very bad.............. 01 | Not at all satisfied......... 0l | Very bad.............. 0l | Somewhat
Eating dinner.......04 satisfied.......... 03
Other (specify)...05 Not very
satisfied.............. 02
Not at all
satisfied............. ol
Respons | 14.1.1 14.1.2 14.1.3 14.1.4 14.1.5 14.1.6
e Cooking
14.2.1 14.2.2 14.2.3 14.2.4 14.2.5 14.2.6
Children’s
studies
14.3.1 Reading 14.3.2 14.3.3 14.3.4 14.3.5 14.3.6
! writing by
adults
[4.4.1 Eating 14.4.2 14.4.3 14.4.4 14.4.5 14.4.6
dinner
14.5.1 Other - 14.5.2 14.5.3 14.5.4 14.5.5 14.5.6
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No. Question Code Response Instruction
QI5.1 In the past 6 months have you used an LPG-based Iamp YES.eeeeeeereeeeeere e 0l CONTINUE
(Petromax) for lighting?
NO...ooiercreerrenerereraes 02 SKIP TO
Ql7
QI15.2 | How often do you fill gas in the lamp? RECORD
RESPONSE
Instructions to Interviewer
I) Ask the following questions to the male respondent.
No. Ask the following questions to the
female respondent
Questio | What are the Where do these How would you How satisfied are you How would you How satisfied are
n Qlé6 activities that you activities take rate the quality of | with the light from an rate the quality of | you with the light
have done when place? an LPG-based LPG-based lamp to an LPG-based from an LPG-based
you used an LPG- lamp to perform perform these activities? | lamp to perform lamp to perform
based lamp for these activities? these activities? these activities?
lighting?
Cooking................ 0l | Kitchen........... ol Very good.......... 05 | Extremely satisfied.....05 | Very good.......... 05 | Extremely
Children’s Room.............. 02 Good......ccccueeueeee 04 | Very satisfied............... 04 | Good.....ccccoeueeuens 04 | satisfied........... 05
studies......cccveuenne 02 | In the open....03 Fair....ccooceceeenennen. 03 | Somewhat satisfied.....03 | Fair.....c.cccceeuuc..... 03 | Very
Reading / writing Other.............. 04 Bad.....ccocoeuveunennee 02 | Not very satisfied.......02 | Bad......cccceeveuneeee 02 | satisfied.....cccocovuuuenee 04
by adults.............. 03 Very bad............. 0l | Not at all satisfied.......0l | Very bad............. 0l | Somewhat
Eating dinner.......04 satisfied.......... 03
Other (specify)...05 Not very
satisfied.............. 02
Not at all
satisfied............. 0l
Respons | 16.1.1 16.1.2 16.1.3 16.1.4 16.1.5 16.1.6
e Cooking
16.2.1 16.2.2 16.2.3 16.2.4 16.2.5 16.2.6
Children’s
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studies
16.3.1 Reading 16.3.2 16.3.3 16.3.4 16.3.5 16.3.6
/ writing by
adults
16.4.1 Eating 16.4.2 16.4.3 16.44 16.4.5 16.4.6
dinner
16.5.1 Other - 16.5.2 16.5.3 16.5.4 16.5.5 16.5.6
No. Question Code Response Instruction
Ql7 In the past 6 months have you used a rechargeable LED torch / | (=3 ol CONTINUE
light for lighting?
NO..ooeeeeeeeeeeeerene 02 SKIPTO Q19

Instructions to Interviewer

2) Ask the following questions to the male respondent.

No. Ask the following questions to the
female respondent

Questio | What are the Where do these How would you How satisfied are you How would you How satisfied are

n QI8 activities that you activities take rate the quality of a | with the light from a rate the quality of | you with the light

have done when you
used a rechargeable
LED torch / light for

place?

rechargeable LED
torch / light to
perform these

rechargeable LED torch
/ light to perform these
activities?

a rechargeable
LED torch / light
to perform these

from a
rechargeable LED
torch / light to

lighting? activities? activities? perform these
activities?

Cooking.........cccou... 0l | Kitchen........... ol Very good........... 05 | Extremely satisfied......05 | Very good.......... 05 | Extremely

Children’s Room.............. 02 Good.....ccovevuunee 04 | Very satisfied............... 04 | Good.......cccoeunee. 04 | satisfied........... 05

studies......ccveveunene. 02 | In the open....03 Fair..cocececeeneenenee 03 | Somewhat satisfied.....03 | Fair.....cccccoocecuneece. 03 | Very

Reading / writing Other.............. 04 Bad....ccoerecreenne 02 | Not very satisfied.......02 | Bad.......ccccceeuu.c.. 02 | satisfied............... 04

by adults................ 03 Very bad.............. 0l | Not at all satisfied......0l | Very bad............. 0l | Somewhat

Eating dinner......... 04 satisfied.......... 03

Other (specify).....05 Not very
satisfied.............. 02
Not at all
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satisfied............. 0l
Respons | 18.1.1 18.1.2 18.1.3 18.1.4 18.1.5 18.1.6
e Cooking
18.2.1 18.2.2 18.2.3 18.2.4 18.2.5 18.2.6
Children’s
studies
18.3.1 Reading 18.3.2 18.3.3 18.3.4 18.3.5 18.3.6
/ writing by
adults
18.4.1 Eating 18.4.2 18.4.3 18.4.4 18.4.5 18.4.6
dinner
18.5.1 Other - 18.5.2 18.5.3 18.5.4 18.5.5 18.5.6
No. Question Code Response Instruction
QI9 | In the past 6 months have you used a kerosene lamp for | YeS.icminnecernnnscnnnns 0l CONTINUE
lighting?
NO..coeierereeeeererseeserenaeeaes 02 SKIP TO
Q22.1
No.
Question Which type of What are the oil Once filled, how many days do | On average, how On average, how
20 kerosene lamps do carrying capacities | they last? many kerosene many hours per
you use!? of your kerosene lamps do your day do you light
lamps? household light each | kerosene lamps
day? for?
Code 5 days or less.....ccvecruvecunnee. 0l
6-10 days....cooeeeveremrecercerennenees 02
I1-15 days.....ccooereverneenne. 03
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16-20 days.....ccocveuremreecurernennencs 04

21-30 days....cccoeveuremeercurernenenne 05

More than 30 days.......ccccco..... 06
Response | Wick 20.1.1 20.1.2 20.1.3 20.1.4 20.1.5
Hurricane | 20.2.1 20.2.2 20.2.3 20.24 20.2.5

Instructions to Interviewer

1) Ask the following questions to the male respondent.

No. Ask the following questions to the
female respondent

Questio | What are the Where do these | How would you How satisfied are you How would you How satisfied are

n Q21 activities that you activities take rate the quality of a | with the light from a rate the quality of a | you with the light
have done when place? kerosene wick / kerosene wick / lamp to | kerosene wick / from a kerosene
you used a lamp to perform perform these activities! | lamp to perform wick / lamp to
kerosene wick / these activities!? these activities!? perform these
lamp for lighting? activities?
Cooking.........c...... 0l | Kitchen........... ol Very good........... 05 | Extremely satisfied.....05 | Very good........... 05 | Extremely
Children’s Room.............. 02 | Good.....cccovuunueee. 04 | Very satisfied............... 04 | Good.....ccoeeueeee. 04 | satisfied........... 05
studies......cocveuenne 02 | In the open...03 | Fair.....cccovcuueeeee. 03 | Somewhat satisfied....03 | Fair.....ccccccecuunee. 03 | Very
Reading / writing Other.............. 04 | Bad....coooeuveunnes 02 | Not very satisfied......... 02 | Bad....ccooovveurennee 02 | satisfied............. 04
by adults.............. 03 Very bad.............. 0l | Not at all satisfied......... 0l | Very bad.............. 0l | Somewhat
Eating satisfied.......... 03
dinner............... 04 Not very
Other satisfied............. 02
(specify)....cce..... 05 Not at all

satisfied............. 0l

Respons | 21.1.1 21.1.2 21.1.3 21.1.4 21.1.5 21.1.6

e Cooking
21.2.1 21.2.2 21.2.3 21.24 21.2.5 21.2.6
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Children’s
studies
21.3.1 Reading 21.3.2 21.33 21.34 21.35 21.3.6
/ writing by
adults
21.4.1 Eating 2142 2143 2144 2145 21.4.6
dinner
21.5.1 Other - 21.5.2 21.53 21.54 21.55 21.5.6
No. Question Code Response Instruction
Q22.1 In the past 6 months have you used any other fuel for Yes (Please specify) ...................... ol CONTINUE
lighting?
Ot easeaenessenaee 02 SKIPTO
Q24.1
Q22.2 | In the past month, what was your expenditure on this fuel? RECORD
RESPONSE

Instructions to Interviewer

I) Ask the following questions to the male respondent.

No. Ask the following questions to the
female respondent

Questio | What are the Where do these How would you How satisfied are you How would you How satisfied

n Q23 activities that you activities take rate the quality of with the light from this rate the quality of | are you with
have done when place? this fuel to perform | fuel to perform these this fuel to perform | the light from
you have used this these activities? activities? these activities? this fuel to
fuel for lighting? perform these

activities?

Cooking................ 0l | Kitchen........... ol Very good........... 05 Extremely satisfied......05 | Very good........... 05 | Extremely
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Children’s Room.............. 02 Good.....ccovuevuunee 04 Very satisfied............... 04 | Good......ccoeeuueee 04 | satisfied......... 05
studies......ccccveuneen. 02
In the open....03 Fair...nnenn. 03 Somewhat satisfied.....03 | Fair.........ccc...... 03 | Very
Reading / writing Not very satisfied......... 02 satisfied..04
by adults 03 | Other........ 04 Bad....coevveiiane 02 Bad....coovrranee 02
""""""""" Not at all satisfied.........0| Somewhat
Eating dinner....... 04 Very bad.............. ol Ver)’ bad.............. 0l satisfied........ 03
Other (specify)...05 Not very
satisfied......... 02
Not at all
satisfied........0|
Respons | 23.1.1 23.1.2 23.1.3 23.14 23.1.5 23.1.6
e Cooking
23.2.1 2322 23.23 2324 23.25 23.2.6
Children’s
studies
23.3.1 Reading 2332 23.33 2334 23.35 23.3.6
| writing by
adults
23.4.1 Eating 2342 2343 2344 2345 23.4.6
dinner
23.5.1 Other - 2352 2353 2354 23.5.5 23.5.6
No. Question Code Response Instruction
Q24.1 | Have you used the lights powered by your Simpa system for any economic | (R 0l CONTINUE

activity at home?
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NO..coerereeenaene 02 SKIP TO
Q24.3.1
Q24.2 | What is the activity? RECORD
RESPONSE
Q24.3.1 | Which of the following appliances do you use your Simpa system for? Mobile.................. 0l MULTIPLE
2432 Other (specify)...02 CODES
2433 POSSIBLE
2434
2435
24.3.6
No.Q25
Question To what extent do you agree with the statement that [STATEMENT]?
Code FUILY AIEe. .. et e e e e e et e eea 0l
......................................................................................................... 02
Neither Agree Nor Disagree. ......oou it 03
....................................................................................................... 04
FUIly DiSAgree. . ... e e e 05
Statements | In general, | am among the first in
Q25.1 my circle of friends and relatives to
buy a new type of energy product
when it appears.
Q25.2 If | heard that a new type of energy
product was available in the store, |
would be interested enough to buy
it.
Q25.3 Comepared to my friends and
relatives, | own many types of
energy products.
Q25.4 In general | am the first in my circle

of friends and relatives to know the
brands of the latest energy




technologies.

Q25.5 | will buy a new energy product
even if | haven’t heard of or tried it
before.

Q25.6 | like to buy new energy products

before other people do.

SECTION 2:Health Concerns

No. Question Code Response Instruction
Q26.1. | Which of the following problems have you experienced in the past 6 | Respiratory Infection....0l MULTIPLE
| months? (Record aided) Eye irritation due to CODES
SMOKE.....ciiiieincn. 02 POSSIBLE
26.1.2 Breathing problems.......03
None of them................ 04
26.1.3
26.1.4
Q26.2 | In the past 6 months have you experienced any accident caused by YES.uiuiureeeneenemseeaeanenne ol CONTINUE
using lighting sources such as kerosene, candles or a generator?
NO..ceeeeirerrerreererrereeaeeane 02 SKIP TO
Q27.1
Q26.3. | What is the nature of these accidents? Fir€. e ol MULTIPLE
| Severe burn..........c......... 02 CODES
26.3.2 Tripping over lighting POSSIBLE
26.3.3 devViCe .. 03
26.3.4 Other (specify)............... 04
Q26.4 | Have any of these accidents happened more than once in the past 6 | If yes, record accident

months?

code and the number of
times the accident
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happened.
SECTION 3:Household Information
No. Question Code Response Instruction
Q27.1 Have any members of your household worked as labourers in the past | Yes......cccooevvivvivivcuccnnes 0l CONTINUE
12 months? (Include members not present at the time of the survey) NO...orrrterteriresireeans 02 SKIPTO
Q29.1
Q27.2 How many of your household members have worked as labourers in RECORD
the past 12 months? RESPONSE

No.
Question | For how many What is the How was this How much was | How many How many
Q28 months was this type of labour | person paid? this person paid | days in a month | months in a

person resident in this person per day for this | did this person | year did this

this house in the performed? work? do this work? person do this

past 12 months? work?
Code Use | row for each | According to the

household member. | criteria, is this

The total number person a

of rows should be member of the

equal to the household?

response to Q

27.2 YeS.nnnns ol

No...oorvrrereennen 02

Response | 28.1.1 28.1.2 28.1.3 28.1.4 28.1.5 28.1.6 28.1.7

28.2.1 28.2.2 2823 28.2.4 28.2.5 28.2.6 28.2.7

28.3.1 28.3.2 28.3.3 28.3.4 28.3.5 28.3.6 28.3.7

284.1 284.2 2843 2844 284.5 28.4.6 284.7

28.5.1 285.2 2853 2854 285.5 28.5.6 285.7
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28.6.1 28.6.2 28.6.3 28.6.4 28.6.5 28.6.6 28.6.7

28.7.1 28.7.2 28.7.3 28.7.4 28.7.5 28.7.6 28.7.7

28.8.1 28.8.2 28.8.3 28.8.4 28.8.5 28.8.6 28.8.7
No. Question Code Response | Instruction
Q29.1 Have any members of your household held a salaried position in the past XS ol CONTINUE

12 months? (Include members not present at the time of the survey) NO..cotrrerereeriresereeens 02 SKIPTO
Q30
Q29.2 | How many of your household members have held salaried positions in the RECORD
past |2 months? RESPONSE

No.
Question | For how many months was this person What is this person’s How long has this person been
Q29 resident in this house in the past 12 salary per month? working for this employer?

months?
Code Use | row for each household According to the

member. The total number of rows criteria, is this person a

should be equal to the response to member of the

Q29.2 household?

b (=T ol
NoO..coveceernnne 02

Response | 29.1.1 29.1.2 29.1.3 29.14

29.2.1 29.2.2 29.23 2924

29.3.1 29.3.2 2933 2934

29.4.1 29.4.2 2943 29.44

29.5.1 29.5.2 2953 2954

29.6.1 29.6.2 29.6.3 29.6.4

29.7.1 29.7.2 29.7.3 29.7.4

29.8.1 29.8.2 29.8.3 29.84
No. ‘ Question Code Response Instruction
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Q30 Does your household cultivate its own land? D (ST 0l CONTINUE
NO..ceeemrerrereereerereenens 02 SKIPTO
Q32.1
No.
Questio | What crops did you How many times did What was the yield | What price did you sell the What were your
n Q31 cultivate in the past 12 you harvest this crop | in quintals per crop at per quintal? expenditures per
months? in the past 12 months? | harvest? quintal?
Code
Respons | 31.1.1 31.1.2 31.1.3 31.14 31.1.5
e Wheat
31.2.1 Rice 31.2.2 31.2.3 31.24 31.2.5
31.3.1 31.3.2 31.33 31.34 3135
Pulses
31.4.1 Oil 3142 3143 3144 31.4.5
seeds
31.5.1 31.5.2 31.53 31.54 31.5.5
Potatoes
31.6.1 31.6.2 31.6.3 31.6.4 31.6.5
Sugarcane
31.7.1 31.7.2 31.7.3 31.74 31.7.5
Other
No. Question Code Response Instruction
Q32.1 Have any members of your household worked in their own business D (TR 0l CONTINUE
in the past 12 months? (Include members not present at the time NO..ceeeemerrereererrereenes 02 SKIPTO Q34
of the survey)
Q32.2 How many of your household members have worked in their own RECORD
business in the past 12 months? RESPONSE
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No.

Question | For how many months

Q33 was this person resident
in this house in the past
2 months?

Code Use | row for each According to the What is the How much does the When was this business
household member. The | criteria, is this person a | business that your business earn per month | started? (Response)
total number of rows member of the household (i.e. earnings net of
should be equal to the household? member(s) work in? | expenses)? (Response)
response to Q32.2 (Response)

| (T 0l
NO..oririreiciiinnes 02

Response | 33.1.1 33.1.2 33.1.3 33.14 33.1.5
33.2.1 33.2.2 33.2.3 33.24 33.2.5
33.3.1 33.3.2 3333 3334 3335
334.1 3342 3343 3344 3345
33.5.1 33.5.2 33.53 3354 33.55
33.6.1 33.6.2 33.6.3 33.64 33.6.5
33.7.1 33.7.2 33.7.3 33.74 33.7.5
338.1 3382 33.83 33.84 3385

No. Q34

Question | In the last month, what were your 3 most important expenses? What was the expenditure on each?

Code

Response | 34.1.1 34.1.2
34.2.1 3422
34.3.1 3432

No. Question Code Response | Instruction

Q35.1 In the last month, to what extent were you able to meet the expenses (] ol SINGLE

that you mentioned? Partially......cccocreeeecuneneenes 02 CODE
Not at all........ccecvvvreuence. 03 ONLY
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Q35.2 | In the last month, what was your total household expenditure on RECORD
kerosene? RESPONSE
Q35.3 | What were your household savings in the last month? RECORD
RESPONSE
Q35.4 | Does anyone in your household have a bank account? | (T 0l SINGLE
NO..coeeererrereeeeeerereeenenne 02 CODE
ONLY
Q35.5 Is anyone in your household currently repaying a loan? YES.uuiineeineeeeeeenaeanes ol CONTINU
E
NO..coiiiiiicicrnne 02 SKIP TO
Q37.1
No. Q36
Question | What is the monthly repayment for each loan? What is the source of each loan? | What is the purpose of each
loan?
Code
Response | 36.1.1 36.1.2 36.1.3
36.2.1 36.2.2 36.2.3
36.3.1 36.3.2 36.3.3
36.4.1 36.4.2 36.4.3

SECTION 4:Feedback on Simpa

No. Question Code Response Instruction

Q37.1 Which of the following | am not satisfied with any aspect of my Simpa SINGLE
aspects of your Simpa SYSERIM...ecvneurrencreeneecmessenesrenesessesessesesseseasssencenens ol CODE
system are you most | pay in instalments so it is ONLY
satisfied with? (Record affordable................. 02

aided)

| don’t have to buy all the parts
separately......... 03

| don’t have to travel to buy the system,
recharge or Service it........oevevenercneencnennen. 04
Once | pay, my system recharges
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immediately....05

There is a warranty and servicing is free......06
Customer service resolves my complaints
QUICKIY.. et 07
Other (SPecify).....ccecreverereemsencrencnesccerecenenenne 08

Q37.2 | Which of the following | am not dissatisfied with any aspect of my SINGLE
aspects of your Simpa SIMPa SYSteM.......ciieciiniiiiiice s 0l CODE
system are you least It is tOO EXPENSIVE.....cceeuereeneeecereceeaeeeaeanes 02 ONLY
satisfied with? (Record | cannot buy the parts separately.................... 03
aided) | cannot use it to run other appliances (e.g.

TV, fridge, another fan).........cccocveverevcncunenee. 04
It takes a long time for my system to recharge
After | Pay....ccoceceeeerereeeceeeecreeeee e 05
Customer service is not responsive.............. 06
Other (SPecify)......ccocrerereneeeencrercninecinescenenenne 07

Q373 How many hours does RECORD
your system run for? RESPONSE

Q37.4 | How does this compare to | Exceeds exXpectations..........ccoceeeeueecurcuseneencen. ol SINGLE
your expectations? Meets eXPeCctations.....ceeueuvcureureurencercunenseneeens 02 CODE

Below expectations..........ccccceeveereveerencsencunenenee 03 ONLY

Q37.5 How does the Exceeds expectations..........ccoeeeueeeeurercncencncnnen. ol SINGLE
performance of the fan Meets EXPeCctations........ccccueeecureecurecucusecusecaes 02 CODE
compare to your Below expectations...........coeeereureueecuncusensenennes 03 ONLY
expectations?

Q37.6 How satisfied are you with | Fully satisfied........c..cocovvenennennnnnnnecnecnenes 05 SINGLE
the position of the Simpa Satisfied.....coereeeeeerceec e 04 CODE
lights and fan in your Neither satisfied nor dissatisfied..................... 03 ONLY
house!? Dissatisfied.......cccreeeverrerrereererneneneererseneesensersenes 02

Fully dissatisfied ettt sans 0l

Q37.7 Have you ever made a Y @5 uceicreeneeteeseeaseessese et e ne 0l CONTINU
complaint to customer E
service!? INO ettt tisecesessessee e easesessensensens 02 SKIPTO

Q37.9

Q37.8 How satisfied are you with | Fully satisfied........ccococoeveverncnnnnncncnecneecnnenee 05 SINGLE

Simpa’s customer service! | Satisfied.......cooveerncrncreccncceceeenne 04 CODE




Neither satisfied nor dissatisfied.................... 03 ONLY
Dissatisfied.......cocveeereereureneenerneeeeenerneneesensensenees 02
Fully dissatisfied ettt aene ol
Q37.9 | Would you recommend Y @S ettt ettt e ne 0l CONTINU
Simpa to others? E
NO Lttt sasesesees 02 TERMINAT
E
Q38.1 What would you tell The instalment / credit model makes it MULTIPLE
others about Simpa? affordable.........cc.ococureeincncncrcneene ol CODES
(Record aided) It is convenient to buy, recharge and get POSSIBLE
Q38.2 L= VA Lol = o R 02
Q38.3 There is a warranty and servicing is
free............. 03
Q38.4 Simpa provides higher quality than other solar
Q38.5 COMPANIES..c..eueencrrecueineneereneeasteaseesseeasassasenes 04
Other (SPecify)......ccocverereneenencrercnerecinecenenenne 05
Is there anything else that USE BACK
you want to tell us? OF THE
PAGE IF
YOU NEED
MORE
SPACE

Definition of household: A group of people who normally live and eat their meals together. For the purposes of this survey, “normally” is

taken to mean that the person concerned has lived in the household for at least three of the past twelve months.

The only exceptions to be made to this rule should be for: (i) persons who are the main provider for the household; and (ii) newlyweds.

2. Servants, lodgers, farm-workers, and other such individuals who live and take meals with the household are to be counted as household

members, even though they may have no blood relation to the household head.

It is very important that you define the household membership strictly according to the criteria outlined above. These guidelines may not be the
same as others you may be familiar with from other surveys, and at times they may not conform to the household’s own notion of who should

be considered to be a household member. Please discuss any questions that arise in the field with your supervisor.
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UrjaMitra Survey

We are conducting a study to understand your experience as an UM. We would be grateful if you could spare us some time. There are no
right or wrong answers, and we would just like your honest responses. While we will be sharing some of this information with Simpa, please be
assured that your name will not be associated in any way with the information you have provided. No-one will contact you to sell you anything
based on this information.

Respondent agrees to be interviewed ... ... 1 CONTINUE

Respondent does not agree to be interviewed................ccccoooecmmdmenn. 2 END

Name of UM

Address

Block Name

Village Name

Pincode

Mobile No. 0 | | | |
State Uttar Pradesh | | | District | |

Interview Details

Date of Interview Interviewer’s Name

Duration of Interview (In Starting Time of

Mins) Interview

Quality Check Accompaniment Back Checked Scrutinized

Supervisor I I I

Field Head 2 2 2

No.QlI

Question To what extent do you agree with the statement that [STATEMENT]?

Code Fully
N <= 0l
SOMEWAAt AGIree. ... et 02
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Neither Agree Nor Disagree............cccooiiiiiiiiiiiiiiiiiiii 03
Somewhat Disagree...........ccooiiiiiiiiiiiiii 04
FUly Disagree. .....enuieie it 05
Statements | In general, | am among the first in my circle
Ql.l of friends and relatives to buy a new type of
energy product when it appears.
Ql.2 If | heard that a new type of energy product
was available in the store, | would be
interested enough to buy it.
Ql.3 Compared to my friends and relatives, |
own many types of energy products.
Ql.4 In general | am the first in my circle of
friends and relatives to know the brands of
the latest energy technologies.
Ql.5 | will buy a new energy product even if |
haven’t heard of or tried it before.
Ql.6 | like to buy new energy products before
other people do.
No. Question Code Response Instruction
Q2 Before you first heard about Simpa, | had not heard of solar..................cooiiils ol SINGLE
what was your exposure to solar | had heard of solar but not seen any products...02 CODE
energy! | had seen other solar products..................... 03 ONLY
| had used another solar product..................... 04
Q3 In how many villages have you tried to RECORD
sell a Simpa system? RESPONSE
Q4 On average, how many hours of RECORD
electricity per day do those villages get? RESPONSE
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Q5 Do you think their electricity supply B (T ol SINGLE
will improve in the future? NO. .o 02 CODE
ONLY
Q6 In how many of those villages had they RECORD
heard of solar energy before? RESPONSE
Q7 In how many of those villages had they RECORD
seen a solar product before? RESPONSE
Q8.1 As an UM, how can you earn Through selling systems............c.ccociiiiin.... ol MULTIPLE
commissions from Simpa? Through recharges..........c.c.coooiiiiiiii.. 02 CODES
Q8.2 POSSIBLE
Q9 Which of the following factors will How much money they have at the time............ 0l SINGLE
most influence whether your How well their system has been working............ 02 CODE
customers recharge their systems in How convenient it is for them to recharge......... 03 ONLY
the future? (Record Aided) Changes in the weather.................ocoiiiail, 04
How insistent Simpa and the UM are............... 05
Other (SPecify).......couveiiiiiiiiiiiiiiiiiinenne 06
QIlo What do you think is the biggest RECORD
competitor to Simpa systems (solar or RESPONSE
non-solar)?
Qll - Which of the following are the There are no advantages to beingan UM............ 0l MULTIPLE
Qll.l advantages to you of being an UM? | can sell systems alongside my other activities...02 CODES
QI1.2 | (Record Aided) When | provide my customers with an additional POSSIBLE
Qll.3 product it increases the goodwill that they have for
ME..oivinininnnn. 03
Qll.4 The more | work, the more | am rewarded through
QlIl.5 commissions and prizes...........cooeieeieeniiiiennnn.. 04
| am rewarded in the form of commissions and
Qll.6 prizes.....05
It makes me feel good to benefit my customers and
SEIVE SOCIELY..euutuiniiniiteieet et et eneeeanenns 06
QlIl.7 More people in my village and neighboring villages
Qll.8 have a good impression of me........................ 07
| like making productive use of my time............ 08
Qll.9 The reputation of my village has increased because
QIlL.10 wehavesolar.............coiiiiiiiiii 09




Qll.ll

| have brought something new to my customers... 10
Other (specify).......cccoeviviiiiiiiiiiii, I

Ql2 Of the advantages that you mentioned, SINGLE
which is most important to you? CODE
ONLY
QI3 - Which of the following are the There are no advantages to being associated with MULTIPLE
advantages to you of being associated the Simpa company............ccoiiii. 0l CODES
Ql3.1 with the Simpa company? (Record Being an UM is the first step towards other POSSIBLE
Aided) opportunities with Simpa (e.g. sevamitra, RSA)...02
Ql3.2 | enjoy attending events Simpa organizes for its
team.....03
QlI3.3 | like receiving visitors from Simpa’s offices in
Bangalore and other places.................c..c.ceee. 04
Ql3.4 | want to be known by Simpa’s senior management
QIl3.5 for my performance..........c..coociiiiiiiL. 05
Ql3.6 Other (Specify)......coveiiiiiiiiiiiiiiicici, 06
Ql4- Which of the following are the There are no disadvantages to being an UM...... 0l MULTIPLE
Ql4.1 disadvantages to you of being an UM? | do not receive a fixed income................coe..e. 02 CODES
Ql4.2 | (Record Aided) Being a recharge agent is not attractive financially.03 POSSIBLE
Ql4.3 When my customers are dissatisfied it affects my
Ql4.4 FEPULALION. ... ettint ettt 04
Ql4.5 | don’t receive my commissions and/ prizes on
Ql4.6 time........ 05
Ql4.7 Due to some changes made by Simpa, | have not
received the prizes that | believed that | would...06
Other (SPecify).......oveveiiiiiiiiiiiiiiiiinenene 07
Ql4.8 If the Simpa offering remains as it is, It will increase continuously........................... ol SINGLE
what changes do you expect in demand | It will increase initially and then reduce............ 02 CODE
over the next 6 months? (Record It will decrease continuously........................... 03 ONLY
Aided)
QIS5 - Over the past 12 months, what are the | Casual labor (farm and non-farm)..................... ol MULTIPLE
QIS5.1 types of work that you have done? Salaried employment (specify position)............ 02 CODES
QIl5.2 Own farm activities........coovvviiiiiiieiiiinnnnn.. 03 POSSIBLE
QlI5.3 Own business (specify).........coceveieiieniniiennn.. 04
Ql5.4
Qlé When you are working, do you spend Travelling. .....oovviiiii e ol SINGLE




most of your time travelling or at a At a fixed location.............c.ooo 02 CODE
fixed location? ONLY
Ql7 Approximately what percentage of your RECORD
working hours do you spend on Simpa? RESPONSE
Qls8 How much agricultural land does your RECORD
household own? AMOUNT
AND UNIT
Ql9 What is your level of education? llliterate. .....ooevneineiii e ol SINGLE
Literate but without formal schooling............... 02 CODE
Less than primary.........ccoooieiiiiiiiiiinineen... 03 ONLY
Primary......oouii i 04
Middle.......oooiiiiii 05
Matriculate............ooooiiiiiiii 06
Intermediate.........cocoiiiiiiiiiiii 07
BAA/B.SC. it 08
MATMSC. 09
Professional degree............cccooeiiiiiiiiiiinnne. 10
Diploma.....cc.oiniiii e I
Q20 What is your approximate age! RECORD
RESPONSE
Q21 Record gender of UrjaMitra. SINGLE
CODE
Male.. ..o ol ONLY
Female........oooooiiiiii 02
Q22 Is there anything else that you want to USE REST
tell us? OF THE
PAGE IF
YOU NEED
MORE
SPACE
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UrjaMitra Interview Guide

We are conducting a study to understand your experience as an UM. We would be grateful if you could spare us some time. There are no
right or wrong answers, and we would just like your honest responses. While we will be sharing some of this information with Simpa, please be
assured that your name will not be associated in any way with the information you have provided. No-one will contact you to sell you anything
based on this information.

Can we talk to you?
Can we record our conversation?

I. How did you become an UM?

2. Why did you become an UM?

3. What are the ways in which you earn commissions from Simpa?

4. How has your experience compared to your initial expectations?

5. Has it been easy or difficult to earn commissions?

6. Do you think this will change in the future? Why or why not?

7. Are you interested in continuing to be an UM? If yes, why?

8. Other than being an UM, what is the other work you do?
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9. Do you work from a fixed location, or do you travel?

10. Is there anything else you want to tell us about being an UM?
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ANNEX IV: SOURCES OF INFORMATION

Persons interviewed
e 5 UrjaMitras in Hathras district, and 6 UrjaMitras in Aligarh district

Project documents
e 2012 Application for Prepaid Energy Project by Simpa Networks
e Milestone Reports (since 2013)
e Comparison Of Simpa To Other Products, Simpa Networks 2014
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ANNEX VI: DISCLOSURE OF ANY CONFLICTS OF INTEREST

Name Devyani Srinivasan
Title Senior Consultant
Organization

Probex Management Consulting (P) Ltd.

Evaluation Position?

K| Team Leader] | Team member

Evaluation Award Number
contract or other instrument)

USAID Project(s) Evaluated
(Include project name(s),
implementer name(s) and award
number(s), if applicable)

‘Prepaid Energy — Pricing Electricity for
India’s 75 Million Un-Electrified Households”,
Simpa Networks, AID-OAA-F-13-00028

I have real or potential conflicts
of interest to disclose.

] YesX No

If yes answered above, |
disclose the following facts:
Real or potential confiicts of interest may
include, but are not limited to:

1. Close family member who is an
employee of the USAID operating unit
managing the project(s) being evaluated
or the implementing organization(s)
whose project(s) are being evaluated.
Financial interest that is direct, or is
significant though indirect, in the
implementing organization(s) whose
projects are being evaluated or in the
outcome of the evaluation.

Current or previous direct or significant
though indirect experience with the
project(s) being evaluated, including
involvement in the project design or
previous iterations of the project.
Current or previous work experience or
seeking employment with the USAID
operating unit managing the evaluation
or the implementing organization(s)
whose project(s) are being evaluated.
Current or previous work experience with
an organization that may be seen as an
industry competitor with the
implementing organization(s) whose
project(s) are being evaluated.

6. Preconceived ideas toward individuals,
groups, organizations, or objectives of
the particular projects and organizations
being evaluated that could bias the

___evaluation.

N

W

£

o

| certify (1) that | have completed this disclosure form fully and to the best of my ability and (2) that | will
update this disclosure form promptly if relevant circumstances change. If | gain access to proprietary
information of other companies, then | agree to protect their information from unauthorized use or disclosure
for as long as it remains proprietary and refrain from using the information for any purpose other than that for

which it was furnished.

Signature DQMXW %w '

Date 23/\0{\%
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U.S. Agency for International Development
1300 Pennsylvania Avenue, NW
Washington, DC 20523
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