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The Smart Campaign...

...represents a global, industry-wide effort:
2,250+ endorsers from over 130 countries

...has an international steering committee

...collaborates with the Social Performance Task
Force (SPTF), MIX Market Social Reporting,
MF Rating Agencies, MFTransparency, and
many others

...I1Is housed at the Center for Financial Inclusion
at ACCION International
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Vision of the Smart Campaign

The Smart Campaign envisions a fundamental
transformation of the microfinance industry in four key ways:

* All industry * MFls will *Client *The
stakeholders provide protection microfinance
will put the transparent, principles will industry will be
interests of respectful, be fully distinguished
clients first prudent integrated into as leader in

financial all responsible
services microfinance finance
operations
QA
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Timeline of the development of the principles

- Pocantico
Declaration from
microfinance leaders
emphasizes client
protection failures.

- The industry starts a
client protection
campaign.

- The Smart Campaig
defines 6 Client
Protection Principles.

2008

Smart
Campaign
officially
launched.

2010
W

: 2009
" Center for Financial

Inclusion’s Beyond
Codes project and
dialogue groups
produce learning on
client protection.

2011

- Client
Protection
Principles
updated.

- Tools and
certification
developed.
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Client Protection Principles

. Appropriate product design and delivery
. Prevention of over-indebtedness

. Transparency

Responsible pricing

. Fair and respectful treatment of clients

Privacy of client data

1
2
3
4.
5
6.
7

. Mechanisms for complaint resolution
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Why Now?

Now Is a critical time to focus on client protection,
for several reasons:

 Demands for accountability and transparency
* Microfinance crises in several countries
* Negative media attention regarding impact

* Public and governmental concern over high interest
rates

« Rapid growth, rising competition, and new players




Collaboration
- NetworkName  Country/Region

RADIM Argentina
AMFA Azerbaijan
Consortium Alafia Benin
FINRURAL Bolivia
APIM Burkina Faso
REDCAMIF Central America
AFMIN Africa
CAM China
Emprender Colombia
MFC Eastern Europe
RFR Ecuador
AEMEFI Ethiopia
GHAMFIN Ghana
Sa Dahn India
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Collaboration
~ NetworkName ~ Country/Region

APSFD-CI lvory Coast
AMEFI Kenya
MAMN Malawi
APIM Mali
Sanabel MENA
AMSOFIPO Mexico
ProDesarrollo Mexico
CMF Nepal
Pakistan Microfinance Network Pakistan
Red de microfinanzas del Paraguay Paraguay
COPEME Peru
MCPI Philippines
Russian Microfinance Network Russia
AMIR Rwanda
AMFIU Uganda
YMN Yemen
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Feedback from Participants

What challenges have you faced?
* Prevention of over-indebtedness
* Transparency
 Client complaints
» Confidentiality ...

How does the competitiveness of

your local market affect your
strategies and decisions?

What do clients appreciate most
about your institution? What would
they change if they could?
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Respond: Endorse the Smart Campaign

Endorsing Is very easy!

Join Us!

Go to our website (smartcampaign.org)
to find:

« Adiverse set of ways that you can
support the Campaign

« Options to recieve more information

the Cllent Protection Principles.

Endorse Now »

take

action =

donate
today -

tools

& resources -

about

the campaign -

news
& highlights -

Learn more ahout endorsement »
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Educate: training presentations

Training presentations are available on each of the seven client
protection principles. These are found on the Smart Campaign
website.

Networks can train MFls

MFI managers can train staff

Staff can train clients
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Educate: institutional self-assessment

Getting Started Questionnaire:
Client Protection Self Assessment for Microfinance Institutions

Principle

e 2l 1: Preventing overindebtedness:
1. Management regularly
monitors levels of
borrower over-
indebtedness and uses that X
information to improve
products, policies and
procedures.

2. The financial institution
offers multiple loan

——  Suitable products |products or flexible ones X
that address different
business and family needs

Explanation / \ J

of indicators Your s!:ore
A

Monitoring horrower
overindebtedness

Indicators =<
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Educate: self-assessment (continued)

Sample results from Getting Started questionnaire:

[

Preventing

smart oo .
campaign Overindebtedness
50319
4.5
4.0

Privacy of Client Data _

x'a'“.-‘n'lk

. Transparency

s
e P
] _ e !
i

Complaints Handling & 3.0

Resalution Responsible Pricing

317
Ethical Staff Behavior " Appropriate Collections

B\
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Assess: Evaluation from a Smart Certified Assessor

Assessors
certified by the
Smart
Campaign
provide
objective
evaluations.

Smart Certified Assessors trained in Nairobi, 2009
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Associat-

Dozens of tools developed from industry
experience are publicly available on the Smart
Campaign website.
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Change: Examples of Technical Tools

Conducting Client Protection Assessments: A Guide

AN S S S SRR S S
Client Protection and Ethics Codes: Examples for

Getting Started
AN LR LR S SR S A

How to Talk to a Bank: A Brochure for Consumers

AN S S S SRR S S
Investor/Donor Planning Guide for Implementing Client

Protection Initiatives

AN S S S S S L

Educating Clients about Client Protection: A Guide for These and
Financial Service Providers dozens more
HHHHHHH toolsare
Smart Lending: Client Protection in the Individual Loan ,

Process available on the
AN S S S S S L Smart

Campaign

Complaints Handling Manual (FONDESUCRO)

AN S S S SR S S
Smart Note: Protecting Client Data at Fundacion

Delamujer QA

website.
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Change: Share and Disseminate Best Practice Examples

Example of a
“SmartNote”
case study
on client
protection

Principles into
™ Practice

HLIMBER 1

Appropriote Collections Practices
demonstrate respect for borrowars whila
smphasizing the nead for clisnts to honor
their commitmants fo lendars.

An insfitution shows
appropriofe procficas
when stoff treat clients
with dignity avan
when they fail to meat
thair repoyment com-
mitmonts.

Moxico’s FinComon

bogon os a credit

wnibon im 1994, pro-

mofing Sovings omong

its mambars. Since
2005 FinComdn hos operoted as o regu-
loted finandial inssitution offering savings,
insurance, credit, aond other finandal prod-
wcts. Throwgh allioncas with strotegic part-
ners it reachss mora than 150,000 clients
bateoan sovings ond credit

In 2006, focing rising default ratas, Fin-
Comin developed on approoch colled
Collections with Dignity ond carried out o
detailed revision of the collactions procass
to focus more on dient ovtcomaes and koon
racovery. it put policiss ond procsduras

in place fo implesment this new philosophy.
FinComdn staff hove boon very pleasad
with the effects on portfolio quality and
cliont raloticns.

Collections with
Dignity at FinComuon

In 2008, while fadng rising default rates, FinComudan
implemanted a new collections philosophy in order
to support dients facing the global financial crisis
amd combat rising default rates. The new philosophy,
Collections with Diignity, is based on the belief that
collections agents should treat clients how they them-
selves would like to be treated.

By focusing on dient cutcomes as well as loan recow-
ery, FinComin was able to strengthen melationships
weith clients, increase onr-time payments, and mitigate
some of the effects of the global finandal oisis on the
institution’s portfolio.

RESETTIMNG THE COLLECTIONS PHILOSOPHYT

Collections with Dignity deemphasizes collections
alone and instead promotes listening to dients and
providing them with repayment solutions. The field
staff in collections is encouraged to refer to clients
as “diermts with late loans® instead of “delinguent
cliemts” in order to awoid the negative comnotations and
disdain associated with this wond.

The revamped collections process proceeds acoord-
ing to the following schedule:

1. 056 days late: Loan officers handle collections.

2. 56-90 days late: Recovery specialists take owver
the process, conducting up to thres home
wisits during which they offer finandal adwvice
and repayment solutions. During the first visit,
the spedalist listens to the dient’s problems to
determine why payment is late. In the second
visit, the specialist describes different repayment
optionsto the cliemt amd asks her to think about
which she would prefer. These options indude
lengthened payment periods, combxining cash
amd collateral for payment, amd restrucuring the
loan. During the final visit, the specialist and the
client work together to choose the best solution.
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Track: Monitor Change

Through the MIX Market Social Performance Standards (SPS) Report,
an MFI measures and monitors its overall social performance through a
set of social performance indicators—including client protection
Indicators.

Sample from the MIX SPS Report;
4 Training of staff on social performance

a Did any of your staff participate in training or orientation sessions
related to any aspect of social performance management, during the
reporting year?

Please dyooss ane ol

If not, and not planning,
please explain why not:
b If not, please skip this question. Otherwise, which staff have received [ Board membsers
some kind of training on social performance management during the

reporting year? (Check all that apply):

D Top managemeni
] Middie management
Dlu.-m officers

Dl't.-u.lﬂ. office staff (ES, accounting, admilnidtraticn )

Cosher (Mease speciy) |

¢ On which areas related to social performance does your institution
offer staff training?

b B prprework | SPS Report - PART 1 55 Eeport-FERT T ooty masa gt [T 3 T | ]



What's new at the Campaign?

New
partnerships Certification
with program
networks

State of
Practice
Report

Client Voice
Task Force
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Conclusion

The Smart Campaign is a global, industry-wide initiative promoting
client protection.

The industry urgently needs to address client protection
weaknesses.

The Campaign calls for transparent, responsible, and ethical
practices that put clients’ interests first.

The Campaign has tools to help organizations integrate and monitor
good client protection practices.

Visit the Smart Campaign website for tools & resources:
www.smartcampaign.org

Call to action: How can your organization get
involved and support client protection in
microfinance? A
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Thank youl!

Endorse the Smart Campaign. Visit
www.Smartcampaign.org

Sign up to receive news and
iInformation.

next?

Download the
and conduct a client
protection self-assessment.

Email us!

comments@smartcampaign.org



http://smartcampaign.org/tools-a-resources/2/41
http://smartcampaign.org/tools-a-resources/2/41

