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About FINCA International
FINCA International was founded in 1984 on a radical notion: giving small loans to the poor has the power to
transform entire communities in a sustainable way. After impacting tens of millions of lives with responsible
financial services, we are widening our focus to catalyze further economic growth and alleviate poverty in
underserved markets around the world. We remain boldly committed to market-based solutions, and are
supporting the rise of social enterprises delivering basic service and financial innovation to help low-income
families and communities achieve a better standard of living. For more information, visit www.FINCA.org or
follow on Twitter @FINCA.
About BrightLife
BrightLife, a social enterprise by FINCA International in Uganda, provides last-mile distribution and end-user
financing for basic service products, including solar home systems, improved cookstoves and productive use
assets. These life-enhancing products—made affordable to low-income customers through pay-as-you-go
financing—help create healthier and safer homes, increase productivity, reduce household expenses, and
provide additional income-generating opportunities. Through BrightLife, FINCA International pairs access
to finance with access to energy to create pathways to financial inclusion for the unbanked.

Executive Summary
This report summarizes the health benefits perceived by FINCA International’s BrightLife customers using solar
lanterns, solar home systems and improved cookstoves. A mixed-methods study combined the input of 50
focus group participants, 782 randomly selected respondents and 70 follow-up interviews. While a variety of
themes were explored, such as productivity and energy expenditure, the most frequently cited benefits were
those related to family health. Some health impacts have been mentioned in other studies, such as improved
vision and respiratory health. Others, however, were new, including sleeping better at night and deterrence of
pests. Customers were aware of these benefits, and these perceptions can be powerful motivators for adoption
and usage of the products we studied.
Read the full report at: www.finca.org/perceived-health-benefits-of-off-grid-products_white-paper/
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Key Findings
85 percent of households stated their health
was positively impacted, supported by reports
of improved eye and respiratory health, and less
toxicity and burns.
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90 percent of households stated their
safety was positively impacted, primarily
due to a reduced risk of house fires, burns
or robberies at night.

positively
impacted

SAFETY
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Customer Profile
Respondents exceeded national averages in age, family size and being married or living together:
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GENDER

AGE

FAMILY SIZE

MARRIAGE

64 percent of
respondents
were women.

Average reported
age was 45

Average reported
family size was
7 members

76 percent of respondents
reported being married
or living together

(national average: 4.7)

(national average: 50 percent)

(over 80 percent of
Ugandans are below 40)

At the time of the study, most BrightLife customers interviewed were also microfinance
clients of FINCA Uganda.

$

45 percent of respondents live on the average household income in Uganda, and about
half of these (23 percent) live below the national poverty line (NPL).
71 percent of respondents operate their own businesses as their primary means of
income. Nearly half are low-income farmers.
Most BrightLife customers use solar energy and clean cookstove products for domestic
purposes. Solar lantern customers are the most likely to use their product in business
due to the portability of lanterns and the small size of clients’ businesses.

EXECUTIVE SUMMARY

2

Solar Lanterns
87 percent of clients perceive
some kind of health benefit, and
nearly half (49 percent) cite two
or more health impacts.
HEALTH BENEFITS
The most frequent benefit
is relief from eye problems,
followed by fewer burns
(bodily or property).

87%
85

49%

HEALTH

TWO OR
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CUSTOMERS
Women are more likely than men to purchase
a solar lantern, especially when they are married,
have at least 3 children and live in a household
with 2 sources of income.

DEMOGRAPHIC DIFFERENCES
Urban residents are much more likely to cite fewer eye problems, while rural customers are more
likely to mention less toxicity (fumes) and pest deterrence. Similarly, more educated clients are more
likely to mention improved eye health, while rural users are more likely to cite deterrence of rats/pests
and less toxicity.

URBAN RESIDENTS &
EDUCATED CLIENTS

RURAL CUSTOMERS
Less toxicity and fumes

Fewer eye problems

MULTIPLE IMPACTS
Women are more likely than men to notice multiple
health impacts, as are customers who have owned their
product for at least 18 months.
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Fewer pests

18
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Solar Home Systems (SHS)
Over half (53 percent) of
SHS clients mention at
least 3 health impacts,
and nearly 40 percent
cite 4 impacts or more.
The majority of SHS respondents
cite anywhere from 2 to 5 health
impacts, making this product
unique among those studied.
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40%
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ORDER OF IMPORTANCE
Fewer eye problems is the first response in the vast majority of cases (75 percent). This attribute was
also frequently recalled as a second response, along with fewer burns and sleeping better at night.

Fewer eye problems

Fewer burns

Better sleep

CUSTOMERS
Customers of SHS are more likely to be
married men with at least 3 children.
They are also likely to live in a household
with at least 2 sources of income.

MULTIPLE IMPACTS
Families with 3 or more children are more likely to cite
multiple impacts.
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Cookstoves
70 percent of cookstove
users cite positive impacts.

70%

While this paper is concerned
with perceived health impacts,
the cookstove used by respondents
is unique in that it can charge a
mobile phone or power a light.

HEALTH
positively
impacted

HEALTH BENEFITS
Less toxicity (fumes), fewer respiratory problems (better breathing) and fewer burns are the top
3 most cited benefits.

Less fumes

Fewer respiratory problems

Fewer burns

RURAL VS. URBAN
Poor, rural customers are the least likely to mention any health benefits. The majority of rural customers
(66 percent) with low incomes—under UGX 300,000 ($80) per month—perceive no health benefits,
while those with higher incomes cite one or two.*

$

LOW-INCOME, RURAL
CUSTOMERS
66 percent perceive
no health benefits

$

HIGHER INCOME
CUSTOMERS
Cite one or two
health benefits

*Follow-up interviews determined problems in obtaining the correct firewood for the stove prevented them from making full use of it. The manufacturer has
since redesigned the stove.
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