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Introduction

This report presents the results of YCAB Venture Client's Welfare Survey
2022 that was conducted by the Monitoring, Evaluation, and Learning
division of YCAB Foundation in collaboration with a research team from
the Faculty of Economics and Business, Universitas Indonesia. The
welfare survey itself is conducted annually to track several key measures
reflecting clients' wellbeing. In total, there were 400 clients surveyed
based on a stratified .samplint Vprocedure according to locations and
years of involvement with YCAB Ventures.

There are several aspects of multidimensional wellbeing that are being
assessed from the clients, including financial wellbeing (capital, revenue,
ﬁroflt, and household expenditure), empowerment (self-efficacy,
1ousehold decision-making authority, income contribution), digital
literacy (the use of smartphone-based application for business activities),
and children's education.
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Highlights

* Several indicators improved in 2022, compared to the figures of 2021:
Business efficiency (higher profit, but capital and revenue are lower)

Asset ownership that can be used as collaterals (bankability)

Proportion of clients with savings over IDR 1 mio

Self-efficacy

Net Promoter Score

* Indicators related to the use of banking products and digital literacy declined.

» Capital, profit, and household eé(/penditure after becoming YCAB clients increased on
average by 31%, 25%, and 17%, respectively, while the increase in average profit
per capita and household expenditure were 31% and 21%, respectively.

* Welfare of clients who have joined YCAB for more than 2 years tend to be superior
compared to those who joined for 2 years or less, in terms of capital, profit,
household expenditure, change in profit, change in household expenditure, self-
efficacy, household decision-making authority, relative income to husband’s income,
savings ownership, ability to support child’s education to the university level)

* The use of technology afpps) for business is still relatively low, particularly among
clients who have joined for more than 2 years.

N
ycab 8 VENTURES
u‘ .




Summary of Indicators (1/2)

Variables

ET e

Survey 2018

2019 (N=1415)

2020 (N=393)

2021 (N=400)

Welfare Survey | Welfare Survey | Welfare Survey | Welfare Survey

2022 (N=400)

Financial Welfare
Monthly expenditure (IDR 000)
Monthly revenue (IDR 000)
Monthly profit (IDR 000)

Monthly profit per capita (IDR 000)

Bankability
Ownership of collateral asset
% of clients with savings
% of clients with savings of more
than IDR 1 mio

Need for additional loan

Have loan elsewhere

The use of banking products
Bank account
ATM
Bank credit
Time deposit

N=318

7,790
11,607
4,183

1,043

N/A
58.18%

9,720
14,520
4,800

N/A

81%
72%

35.00%

N/A
N/A

36%

37%

10%
2%

8,500
13,100
4,600

N/A

N/A
69.00%

46.00%

84%
79%

N/A
N/A
N/A
N/A

8,826
14,367
5,552

1,785

85%
85%

47.00%

61%
40%

93.00%
84.00%
0%
1%

5,505
13,632
8,127*

2,459

97%
77%**

56%

76%
37%

72%
70%
0%
0%



[ )
Summary of Indicators (2/2)
arianies 2019 (N=1,415) | 2020 (N=393 N=400 N=400

Digital literacy

Smartphone ownership N/A N/A 98.00% 95%*
WhatsApp use N/A 89.00% 100.00% 98%
Apps for business use N/A 24.00% 29.00% 27%
Self-efficacy
Managing business finance 8.4 7.7 7.84 7.86
Managing household finance 8.5 7.7 8.06 8.14
Participating in training for self- 75 6.9 2 a1 254
development
Planning for the future 8.6 7.5 7.78 7.68
Problem solving 8.3 7.6 7.80 N/A
Decision making 8.4 7.7 7.87 7.62
Making friends 9 8.4 8.36 N/A
Net Promoter Score N/A N/A 7.43 8.15
PPI Score N/A N/A 88.47 86.95

Probability of living below USD 3.2 N/A N/A 7.10% 8.2%**



Clients’ Profile (1/2)

Year (N=400) Location (N=400) Education (N=400)
50% %
as% * 80% 72%
45% 40% 39% 70%
40% 35% 60%
35% 2% 50%
30% 40%
25% 30% 239
25% 21% 0% 0% 6 %
20% 20%
20% 10(y z(y S(y
15% 0 o, (0} (]
15% 13% - 0% 1% R
10% o, 8% .., 8% ° 8 > N \ \
D 6% 6% 5% 49, o ,bb‘;be ,\Q\O S L ; é\oo ‘jé\oo
>% I I I I I 2% 1% 1% 1% & Q S & &
0% l - I B == 0% Qbe @Q .()K .0«
6 6 N S S
1 2 3 4 5 6 7 8 9 10 11 12 Jabo 1 Jabo 2 Jabar Jateng < S S
* Most respondents were clients from Period 1 (45%), and from Jabo 1 area (39%).
* The majority of respondents (72%) were senior highschool graduates.
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Clients’ Profile (2/2)

Age (N=400) Number of Household Members
100 100% (N=400)
80 80% | |™* 45%
60 60% 40%
40 40% 30% 539%
20 20% 20% 16%
12%
0 0% 10% . 29,
1% C 0%
S 0% —
~ 1 2 3 4 5 6 7
* The average age of the respondents was 43 years-old.
* Most respondents (45%) have 4 people in their households.
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Online Selling

Online Selling (N=400) Platform for Online Selling Proportion for Online
Yes (N=400) Selling (N=400)

o)
27% Whatsapp | 22 50%
Facebook [ 12.50%

Instagram [l 5.50%

Grab [l 2.50% 35.65%
No Shopee [ 1.75% 15.29%
73% Gojek [ 1.75% -
H 0,
m No mYes Tokopedia | 0.25% 2 years or less More than 2 years

* Only around "4 of the clients who did online selling. The most popular online platform were
Whatsapp (22.5%), Facebook (12.5%), and Instagram (5.5%)

* The proportion of clients who sell online was higher among newer clients (2 years or less).
P
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Welfare (1/4)

Monthly Capital, Profit, and Household

Monthly Profit per Capita and Household
Expenditure (IDR; N=400)

Expenditure per Capita (IDR; N=400)

8,127,450 2,458,993
6,512,57 1,881,243
5,505,125
4,207,62
I 2,452,7%0872:750 604157 841236
Capital Profit

Household

Profit per Capita
Expenditure

Household Expenditure per
Capita

B Before becoming clients B After becoming clients

B Before becoming clients B After becoming clients

On average, monthly capital, profit, and household expenditure after becoming clients
increased by 31%, 25%, and 17%, respectively. Meanwhile, monthly profit per capita and
household expenditure per capita increased by 31% and 21%, respectively.
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Welfare (2/4)

Comparison of monthly capital, profit, and household expenditure Monthly household expenditure
based on clients’ years of involvement 886,545
10,100,000
6,257,059 6,687,739
4,949,348
773,975
2,851,294
2,009,412.
Capital Profit Household Expenditure
W 2yearsorless M More than 2 years Non Greater Jakarta Greater Jakarta

* Clients who have joined YCAB for more than 2 years tend to have higher monthly
caplltal, profit, and household expenditure compared to those who joined for 2 years
or less.

* The average of monthlx household expenditure among clients in the Greater Jakarta
area was higher than that of clients from Non Greater Jakarta area.
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Welfare (3/4)

Change in monthly profit per capita and household Change in monthly profit per capita and household
expenditure per capita based on clients’ year of expenditure based on clients’ location (N=400)
involvement (N=400) 464,770
841,882
360,994

305,108 166,778

117,836

113,391
—
Change in profit per capita Change in household expenditure per capita Change in profit per capita Change in household expenditure per capita
M2 yearsorless M More than 2 years H Non Greater Jakarta M Greater Jakarta

The averages change in monthly profit per capita and household expenditure per capita were
higher among clients who have joined YCAB for more than 2 years, and among clients from
Greater Jakarta area.
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Welfare (4/4)

Proportion of households with daily

s . _
speng;ggs% USD 2.15 (2017PP53.%1%400)

Before becoming clients After becoming clients

* The average daily household

expenditure per capita increased
from USD 1.60 to USD 1.93 (in
2017 PPP exchange rate, increased
from USD 4.93 to USD 5.97).

The proportion of clients with daily
household expenditure IEer capita of
more than USD 2.15 (PPP 2017)
was higher after becoming clients
clqmpared to that of prior becoming
clients.
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Self-Efficacy

Proportion of clients experiencing
increase in self-efficacy (N=400)

Proportion of clients experiencing increase in self-
efficacy, based on years of involvement with YCAB

100% 100%

78% 76%

94.12% 92.94%
77.06%
64% 64% 60.87%
55% : 57.39%
50.87%
I I 40.87% I 39.13%

Business finance Household finance Future planning Decision making
Business Household Future Decision  Participation in management management
finance finance planning making training
management management

Participation in training

W2 yearsorless ™ Morethan 2 years

* The proportion of clients who experienced increase in the ability of “managing business finance”
(78%) was the highest compared to those of other aspects of self-efficacy.

* The proportions of clients who experience increase in self-efficacy were higher among clients who
have joined YCAB for more than 2 years compared to those who joined YCAB for 2 years or less.
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The Use and Impact of Loan from YCAB

Use of YCAB loan (N=400)
Existing business _%
Household needs I 7.25%

Personal needs I 4.50%
New business | 1.00%

Health  0.25%

Impact of YCAB loan (N=400)

Increase in

) 44%
household income -
Increase in business
) 43%
income
Increase in capital - 43%

Weekly household
expenditure (IDR; N=400)

613,188

Before becoming
clients

718,938

After becoming
clients

 Almost all respondents (98,5%) used the loan for their existing business. Only 1% used the
loan to create a new business.

* YCAB loan is particularly important in increasing household income (44%).
* On average, weekly household expenditure increased by 17.25%.
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Other Loans

Have loan elsewhere (N=400)

37%

63%

m No mYes

Sources of other loans (N=148)

16%

BTPN Syariah KOMIDA MBK

93%

Mekaar

37% of the clients admitted that they loan from other providers, and the most popular one
was PNM Mekaar (93% of those who have loan elsewhere).
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Need for Additional Loans and Collateral
Ownership

Need additional loans (N=400) Have assets for collateral (N=400)
3%

24% ’

76%

97%
m No mYes mE No mYes

* More than % of the clients admitted that they need additional loans.

* Almost all clients had the potentials of getting credit from banks, as they admitted that they

had assets that can be used as collaterals. .y
y;ab'VENTURES
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Need for loans and loans from other providers

Need for loans and loans elsewhere Need for additional loans
87.83%
82.61%
(o)
60.59% 71.97%
46.09%
24.71%
Proportion need for additional loan Proportion have loans elsewhere
W 2 yearsorless ™ More than 2 years Non Greater Jakarta Greater Jakarta

* The proportion of clients who need additional loans was lower among those who
have joined YCAB for more than 2 years and those who live in Greater Jakarta area.

* The proportion of clients who had loans elsewhere was higher among those who

have joined YCAB for 2 years or less. Y
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Digital Literacy

Use of social media apps by clients (N=400) Use of social media apps by clients’ family
99%
members (N=400)
99%
36%
27%
. . 3
Whatsapp Facebook Instagram TikTok Whatsapp Facebook Instagram TikTok

* The majority of clients (95%) had smartphone.
* The most widely used social media apps were WhatsApp (99%) and Facebook (36%).
* Nearly all clients (99%) admitted that they had family members who used WhatsApp.

Y
ycab 8 VENTURES
A‘ .




Clients’ Household Income Contribution and
Decision Making (1/2)

Have working husband
(N=400)
8%

/

92%

® No = Yes

Husband has higher income
(N=367)

38%

61%

N\

1%

® Yes = Donotknow mNo

Primary decision maker (N=400)

14%

44%

43%

m Husband Clients and husband = Clients

* The majority of clients (92%) had working husbands, while only 38% who admitted that their

husbands’ income level

s were higher. Many of them had higher contributions than their husbands.

* Clients were involved in household decision-making authority. 44% admitted that they were the
primary decision makers in the households.
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Clients’ Household Income Contribution and
Decision Making (2/2)

Proportion husbands have
higher level of income

82.65%

29.73%

2 years or less More than 2 years

Proportion of sole household
decision maker

84.12%

13.91%

2 years or less More than 2 years

Proportion of husbands have
higher level of income

66.89%

I 57.53%
Non Greater Jakarta Greater Jakarta

* The proportion of clients who have higher levels of income than that of their husbands was
higher among those who have joined YCAB for more than 2 years and lived in the Greater

Jakarta area.

* The proportion of clients who were the sole decision makers in their households was higher
among those who have joined YCAB for more than 2 years.
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Saving Ownership

Have savings (N=400) Amount of savings after Nominal amount of savings
becoming clients (N=308) (N=308)
23% 13% 13% IDR 10 mio

or more
0%

IDR 1 mio -
less than Less than
IDR 5 mio IDR 1 mio
56% 44%
77% ® IDR 10 mio or more
74% m Less than IDR 1 mio
m No = Yes ® Lower No change = Higher IDR 1 mio - less than IDR 5 mio

* More than % clients admitted that they had savings, but only 13% experienced increased in
savings after becoming YCAB clients.

* The majority of clients (56%) had savings between IDR 1 mio — less than IDR 5 mio.
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Banking Products and E-Wallet Ownership

Banking Products (N=400) Use of E-Wallet (N=400)
70% 72%
16% 17%
- L
0% 0% ] 0% -
Credit Time deposit  Mobile banking ~ Debit card Bank account Jakone Oovo Shopeepay

* The use of bank account among respondents was relatively high (72%), while only 11%
used mobile banking.

* The use of E-Wallet was relatively low. The most popular ones were ShopeePay (17%) and
OVO 16%). Y
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Savings Ownership based on Years of Clients’
Involvement

Comparison of Savings Ownership based on Years of Clients

96.47% 93.53%
0,
62.61% 56.09%
[0)
[ ]
Proportion have savings Proportion savings increase Proportion have savings in banks

M 2 yearsorless ™ Morethan 2 years

The proportions of clients who had savings, experienced increase in saving, and had savings
in banks were higher among those have been involved with YCAB for more than 2 years.
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Children’s Education (1/2)

Experience failure to pay school’s Sufficient fund for education
tuition (N=307) (N=307)
10% 5%

\ /

90% 95%
m No ®Yes ® No mYes

Only 10% of respondents experienced failure of paying children’s school tuition, but almost all
(95%) respondents admitted that they had sufficient fund to support their children’s education.
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Children’s Education (2/2)

Have KIP/KJP (N=307)

37% 36%

27%

m None

Yes, but not for all children

m Yes, for all children

Confident in supporting children’s
university education (N=307)

4%

m No Not sure m Yes

Confident in supporting children’s
university education

78.07%

72.54%

2 years or less More than 2 years

* 37% of clients admitted that they had KIP/KIP for all children, while 27% had KIP/KJP but not

for all children.

* 75% believed that they can support their children’s education until the university level, and the
proportion was higher among those who have been involved with YCAB for more than 2 years.

N
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Key Takeaways

* Most welfare indicators improved in 2022 compared to the
previous years.

* There is an indication that longer involvement with YCAB is
positively associated with clients’ welfare.

* Clients from Greater Jakarta area tend to have better welfare
compared to those from outside of Greater Jakarta area.

* The use of technology post-pandemic tend to slightly decline.
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Thank You
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