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CERISE 

 

ƴ Association focused on disseminating knowledge and tools for ethical 
finance 

ƴ Founding members: five French organizations specialized in 
microfinance 

ƴ Partners:  MFIs, networks, TA providers, investors, donors, 
researchers, worldwide 

ƴ Working areas: impact and social  performance, governance, rural 
and agricultural finance. 

www.cerise-microfinance.org 

 
 



Social Performance Fund ð 3rd round 
 

  Who we target? 

Â MFIs, National networks, Local regulators, Investors 

 

  SP Fund offer for Microfinance Stakeholders 

Â On-line trainings (in English, Spanish and Russian) for network 

representatives, MFIs' managers, credit analysts and SPI4 

auditors on the data collection and use of SPI4 

Â Off site individual TA for selected MFIs, networks and credit analysts 

Â Scholarships to participate to SPTF annual meeting in 2016 and 2017 
 

First calls for proposals since January 2016 

 

More : http://www.mfc.org.pl   

http://www.mfc.org.pl/


Objectives of this webinar 
 

1. Discuss the key issues around Marketing in SPM 

 

2. Understand the key indicators related to Marketing in the 

Universal Standards (and SPI4 filtering option) 

 

3. See examples on how to improve practices on Marketing  

 

4. Identify technical resources 
 

 

Objectives 



What are the key issues around 

Marketing in SPM? 



Dimension 1 : Define and 

monitor social goals  

 
ÁMarketing in charge of: 

Á identifying data needed on clients  

Á data collection on client profile and satisfaction 

Á data disclosure (to clients) and dissemination (to 

external stakeholders) 



Dimension 3: Products that meet 

clientsõ needs 

Â Marketing to ensure 

ÁAdequate market research on a on-going basis to 

inform product development and improvement 

ÁCollection of client satisfaction data 

ÁStrategic analysis on products/services/delivery 

models/channels to see how they are: 
V Ensuring financial inclusion 

V Reducing risks and vulnerability of clients 

V Offering economic opportunities 

 



Dimension 4: Treat clients 

responsibly 

Â Marketing and Client protection 

Á Transparency and Effective communication to clients 

Á Privacy of clients: written consent to use information or 

photos in marketing material 

ÁUse of complaints information to improve the 

organization's operations/ products/ communications.  

 



How to assess practices on 

Marketing? 



How to assess Marketing issues with SPI4? 

Â Quick demo of filtering option for Marketing: we find the 

key issues listed above. 



Questions/Confusing or challenging 

indicators? 

 



Examples on how to improve 

practices on Marketing 



1. Collecting data on clients 

Â PPI Standards of Use 

Á Poverty level of clients 

Áwww.progressoutofpoverty.org  

 

Â Voice of the clients by Smart Campaign 

ÁClient satisfaction and protection 

 

Â Lean Data by ACUMEN 

Á Example of rapid data collection: texts & phone calls 

http://www.progressoutofpoverty.org/


Voice of the clients 

Clients surveys by Smart Campaign 

report February 2016 

http://smartcampaign.org/storage/d

ocuments/Synthesis_Report_ENG

_FINAL.pdf 



Key research questions for clients 

Â What do clients view as their most 

important worries and most negative 

experiences in dealing with MFI? 

Â What attributes are most important to 

clients in determining a positive customer 

experience? 



Qualitative techniques 

Â Ranking exercise  

Á understand respondent perceptions of good and bad 

treatment from different institutions that they interact with 

Â Focus group discussions 

Á participated in role playing exercises to act out good and 

bad experiences  

Â Individual interviews 

Á probe further into financial details that would not be 

appropriate to discuss in a group setting.  

Â Photography exercise  

Á to illustrate negative and positive associations with 

microfinance.  





If your MFI was an animal, what type 

of animal it would be? 
Â MFI A, Central Asia 

Â Elephant 

Ç strong 

Ç powerful 

Ç huge, not aggressive - 

domestic 

Â Bear 

Ç confidence, power 

Ç fighting for its clients 

Â Lion 

Ç Stability 

Ç wise 

Ç Reliability 

Ç security 

Â MFI B, Caucasus 

Â Horse, cow 

Ç Useful and friendly 

Ç Supportive 

Ç Useful in income 

genration 



Focus Group Discussion questions 

Housing Microfinance Product evaluation ð example 

from MFC 
Â Typical housing interventions   

Ç What are the typical home repairs?  

Ç What are the typical challenges people face? 

Â Changes at the household level 

Ç What improvments have you made thanks to the loan?   

Ç How these changes infuenced you, your family?   

Ç Are there any negative changes in your family/household due to the fact 

that you took this loan?      

Â Use of the loan      

Ç Did you complete the work? Why not?  

Ç Did you use any additional funds to conduct reconstruction work? 

    



Lean Data by ACUMEN - Tips For 

Collecting Customer Data to Build   

More Impactful Businesses 

 

Report, Nov 2015 

http://acumen.org/ideas/lean-data/  
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Any question on clients surveys? 

 

Experience to share ? 



2. Transparent pricing and Marketing  

 
Â Clients lack essential information and 

disclosure-based approaches are not 

working 

ü Focus on complying with disclosure 

requirements: information copious, technical, 

and complicated. 

ü shift the objective from divulging information to 

promoting and verifying client understanding. 

 



What clients should know before signing 

an agreement? 

Â Total cost of the loan (interest, fees,) 

Â Installment amount and payment date 

Â Any other conditions 

Â Penalty fees and when they are charge 

Â What happens if they do not repay the loan 

Â Institution collection practices 

Â Who they can contact in case of questions, 
complains 

Â Clients rights 

 
31 



Transparency: tools 

Â Key facts statement 

Â List of questions given to client 

 

33 



Key facts 

statement 

34 



I can easily understand the interest rate and 
compare it to other institutions. 

I know my installment amounts and when payments 
are due. 

Iôve never had unexpected: late fees, early payment 
fees, or account activity fees, changes to my interest 
rate or loan terms. 

The institution has explained my responsibilities for 
delinquent group members. 

I can easily find out the amount of my outstanding 
debt and the balance in my savings account.  

I am always given the opportunity to ask questions 
during my interactions with the institution. 

Can your MFI clients agree with the following? 

X 
X 
X 
X 
X 
X 



Example of pricing disclosure ð Mi-

Bospo - BiH 



Partner, BiH ð product calculated 



Any questions on transparency and 

understanding ? 

 

Experience to share ? 



Technical resources for Marketing 

department 



Where to find SPI4 and related resources? 

 www.cerise-spi4.org  

 

http://www.cerise-spi4.org/
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Consult the SPTF Resource Center! 

http://sptf.info/resources/resource-center 



Specific resources for Marketing  

Â Universal Standards Implementation guide 
Ç http://sptf.info/spmstandards/universal-standards 

Â Smart operation: see chapter on Marketing: Appropriate 

roles for 11 areas of microfinance operations.  

Â http://www.smartcampaign.org/tools-a-resources/796 

Â Videos 

Ç Transparency: Auntie needs a loan: 

https://www.youtube.com/watch?v=k0uv7n591as   

Â Imp-Act Guidance Note on QUIP: Research steps to conduct 

clients surveys  

Ç http://sptf.info/images/pn2_quip.pdf  

Â ACUMEN Lean Data Guidance 

Â PPI standards of Use 

Â Voice of the clients 
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Specific resources for Marketing  
Â SP Fund has developed a number of case studies for 

marketing and product development 

http://www.mfc.org.pl/en/content/sp-fund-case-studies  

Ç FINCA Azerbaijan: Transforming clientsô complaints into loyalty for 

life  

Ç FINCA Azerbaijan: Protecting client privacy, increasing client trust  

Ç Vision Fund Uganda: Piloting and using the PPI  

Ç Muktinath Bikas Bank group (Nepal) training manual: Supporting 

informed client decisions   

Ç Al Majmoua (Lebanon) Client Satisfaction and Client Exit Survey  

Ç Peoples Bank of Caraga (Philippines) listens to Members: Customer 

satisfaction survey  

Ç AMK Cambodia: Using client data to inform the strategy 

Ç Arvand Tajikistan: Using mystery shopping to understand clients  

Ç CREZCAMOS Colombia: Providing transparent information to clients 
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