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Introductions 
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1. Introduction to the Smart Campaign 

2. Principles, Standards and Indicators 

3. What we do 

4. Get Involved! 

 

Agenda 
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Client protection: 3 pillars 

4 

Regulation for client 

protection and 

supervision 

 RESPONSIBLE 

FINANCE 

Financial 

education and 

capability 

Standards and 

codes of conduct 

for the industry 
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Do No Harm! Improve Clients’ Lives 

Client Protection  

MFT 

Campaign Smart • Invest in systems to 
manage double bottom line 

• Measure social goals 

• Tailor services to client 
need and vulnerability 

+  Social Commitment  

Investor Principles for Inclusive Finance 

Social Performance- Where CP fits 

Progress Out of 
Poverty Index 

(PPI)  
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Vision of the Smart Campaign 

The Smart Campaign envisions a fundamental 

transformation of the microfinance industry in four key ways: 

Focus on clients 
 

• All industry 
stakeholders 
will put the 
interests of 
clients first 
 
 

 

Transparent and 
prudent 
services 

• MFIs will 
provide 
transparent, 
respectful, 
prudent 
financial  
services 

Full integration 
of client 
protection 

• Client 
protection 
principles will 
be fully 
integrated into 
all 
microfinance 
operations 

Gain pro-
consumer 
reputation 

• The 
microfinance 
industry will be 
distinguished 
as leader in 
responsible 
finance 
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Timeline for better client protection practices 

Pocantico Declaration 
emphasizes client 
protection failures.  

Industry starts a client 
protection campaign 
and defines 6 client 
protection principles. 

CFI Beyond Codes 
project produces 
learning on client 
protection. 

Smart Campaign 
officially launched in 
September 2009. 

Focus on 
outreach and 
developing 
assessment 
methodology. 

Client Protection 
Principles updated to 7. 

ToT and assessors 
trainings. 

Tools development 

Certification proposal 
developed. 

Focus on tools 
training, piloting 
Certification 
standards 

Certification 
Program launch: 
January 24, 2013 

2008 

2009 

2010 

2011 

2012 

Industry comment on 
guidance document and 
Certification Program  
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The Smart Campaign… 

…represents a global, industry-wide effort: 

…has an international steering committee 

…collaborates with the Social Performance Task 

Force (SPTF), MIX Market Social Reporting, 

MF Rating Agencies, MFTransparency etc,  

…is housed at the Center for Financial Inclusion 

at Accion International 
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Campaign Endorsers Globally 

http://maps.smartcampaign.org/  

http://maps.smartcampaign.org/
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Strategic Partners and Sponsors   

http://www5.iadb.org/mif/Home/tabid/87/language/en-US/Default.aspx
http://www1.ifc.org/wps/wcm/connect/corp_ext_content/ifc_external_corporate_site/home
http://www.sidbi.com/
http://www.usaid.gov/
http://mastercardfdn.org/
http://www.oikocredit.org/rm/in/welcome
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1. Introduction to the Smart Campaign 

2. Principles, Standards and Indicators 

3. What we do 

4. Get Involved! 

 

Agenda 
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1. Appropriate product design and delivery  

2. Prevention of over-indebtedness 

3. Transparency 

4. Responsible pricing 

5. Fair and respectful treatment of clients 

6. Privacy of clients data  

7. Mechanisms for complaint resolution 

 

Principles of client protection 
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Assessment & Certification Standards 

7 Principles 
30 

Standards 
95 

Indicators 
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Matching  Client Protection Principles - Standards Test  

You have 10 Minutes !! 

http://www.google.co.in/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=fQWGpRxhvgxYzM&tbnid=0E2uU-z9HkGNoM:&ved=0CAUQjRw&url=http://www.123rf.com/photo_14767061_two-person-matching-puzzle-pieces-this-is-a-3d-render-illustration.html&ei=_xREUvixDcSPrgei_4CwAQ&psig=AFQjCNGbQZyAptI1PfHxj9xQAnSUnOk28g&ust=1380279875715270
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1. Appropriate product design and delivery  

2. Prevention of over-indebtedness 

3. Transparency 

4. Responsible pricing 

5. Fair and respectful treatment of clients 

6. Privacy of clients data  

7. Mechanisms for complaint resolution 

 

Principles of client protection 

1. Appropriate product design and delivery 
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Appropriate product design and delivery 

The Principle in Practice: 

 

•Providers take adequate care to design products and 

delivery channels in such a way that they do not 

cause clients harm.   

 

•Products and delivery channels are designed with 

client characteristics taken into account. 

 

Consider this: 

 

Appropriate products and services not only provide 

access to clients, but they also create value for 

clients. 
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Suitable 
Products 

 

 

Suitable 
Design 

 

 

Suitable 
Delivery 

 

Multiple and/or flexible loan products 
address different business and 
family needs. 

Repayment schedules are flexible 
and match cash flows. Loan size 
matches financial need. 

Services are reliable, convenient, 
and function as advertised. 

The Principle in Practice 
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Simple 
Products 

 

 

Affordable 
Products 

 

 

Minimum 
Changes 

 

Product terms and conditions are 
easy for clients to understand and 
compare. 

The product cost, size (or coverage), 
and frequency of payment fit within 
the client’s capacity to pay. 

Changes to the product (cost, terms, 
conditions) are minimal/ infrequent. 

The Principle in Practice (Continued) 
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Beyond credit 

 

Service provider 
covers costs but 
does not deplete 
small savings 
through excessive 
fees.  

 

Clients are not 
excluded from 
savings, nor are 
gradual savers 
penalized. 

Savings 

Service provider 
makes payments in a 
reasonable amount of 
time. 

Clients know when to 
expect the payment 
and have access to 
their money quickly. 

Payments 
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CPP#1: Adequate standards of care  

The FI designs products that are 

appropriate to client needs and do 

no harm  

The FI seeks client feedback for 

product design and delivery 

The FI does not use aggressive 

sales techniques  

✔ Doesn’t produce negative value 

✔ Acceptable collateral policy 

✔ Investigation of drop outs 

✔ Use of client feedback 

✔ No aggressive sales 
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1. Appropriate product design and delivery  

2. Prevention of over-indebtedness 

3. Transparency 

4. Responsible pricing 

5. Fair and respectful treatment of clients 

6. Privacy of clients data  

7. Mechanisms for complaint resolution 

 

Principles of client protection 

2.  Prevention of over-indebtedness 
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Identifying the Causes of Over-indebtedness 

Multiple loans 

Poorly designed 

repayment 

schedules 

Inadequate 

capacity 

analysis 

Unpredictable 

events 

•Accidents, disease, or natural disasters 

•The institution relies on guarantees as a 

substitute for adequate capacity analysis 

•Repayment schedule does not match the 

client’s business cycles (e.g., agriculture) 

•Multiple loans are issued to client, by one or 

more institutions, due to: 
−Lack of information on the client’s liabilities 

−Incentives for loan staff to oversell credit products 
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Prevent Over-indebtedness 

MFI 

• Carefully establishes the 

borrower’s ability to afford the 

loan and repay it. 

 

• Are able to handle debt 

service requirements 

without sacrificing their 

basic quality of life. 

Borrowers 

Consider this: 
 

Research and practical experiences shows that borrowers 

consistently overestimate their own capacity to repay debt. 
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CPP#2: Adequate standards of care  

The FI conducts appropriate client 

repayment capacity analysis before 

disbursing a loan 

The FI incentivizes quality loans  

FI uses credit bureau and 

competitor data, as feasible in local 

context  

✔ Repayment capacity analysis  

✔ PAR reporting 

✔ Portfolio quality 

✔ Productivity targets/incentives 

✔ Credit bureau consultation 

✔ Policies on sharing/reporting data 

to competitors 

✔ Use of data 
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CPP#2: Adequate standards of care  

The FI Management and Board are 

aware of and concerned about the 

risk of over-indebtedness  

The FI's internal audit department 

monitors that policies to prevent 

over-indebtedness are applied  

The FI avoids dangerous 

commercial practices 

✔ Management awareness  

✔ Definition of high risk markets 

✔ Internal audit monitoring 

✔ Client visits 

✔ Information on rescheduled loans 

✔ Avoids parallel loans 

✔ Prudent renewal limits 

✔ Willingness to accomodate clients 
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Example of Good Practices from Bosnia-Herzegovina 

Practice Outcome 

Good Practice: Interview delinquent clients. 

Internal audit department conducts 

regular interviews of a sample of 

clients who have fallen behind on 

their payments.   

Two main areas of investigation: 

•Did loan officers follow proper 

procedures to avoid over-

indebtedness when issuing credit? 

•What are the causes of the client’s 

repayment challenges?  

The MFI uses the 

information to improve its 

credit procedures and to 

monitor risk. 
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Tools available from the Smart Campaign 

Examples from MFIs 
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1. Appropriate product design and delivery  

2. Prevention of over-indebtedness 

3. Transparency 

4. Responsible pricing 

5. Fair and respectful treatment of clients 

6. Privacy of clients data  

7. Mechanisms for complaint resolution 

 

Principles of client protection 

3.  Transparency 
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Transparency 

 

 

The Principle in Practice: 

 

Providers will communicate clear, sufficient, and 

timely information in a manner and language that 

client can understand, so that clients can make 

informed decisions.  

 

Consider this: 

 

Transparency is a pre-condition to many of the other 

principles—foremost, responsible pricing.  
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I can easily understand the interest rate and compare it to other 
institutions. 

I know my installment amounts and when payments are due. 

I’ve 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 MFI clients agree with the following? 
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CPP #3: Adequate standards of care  

The FI fully discloses cost and 

non-cost information 

The FI communicates proactively 

with clients in a way that clients 

can easily understand 

The FI uses a variety of disclosure 

mechanisms 

✔ At least 2 different communication 

channels 

✔ Disclosure of pricing in public 

domain 

✔ Complete cost disclosure 

✔ Trained staff  

✔ Simple language 

✔ No fine print 
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CPP #3: Adequate standards of care  

✔ Clear, timely and accurate 

information  

The FI leaves adequate time for 

client review and discloses at 

multiple times 

The FI provides accurate and 

timely account information 

✔ Communicates prices, terms & 

 conditions 

✔ Staff available to answer client’s 

 questions 

 



36 

Good Practice: Increase client understanding 

Good practice: Make communication  

meaningful to the client. 
 

 

• Don’t use fine print. Can you read the bottom of this slide? 

• Use plain language. Which statement is more meaningful? 

• A. Non-repayment will result in action on the part of the 

institution at the immediate outset of the delinquency. 

• B. The institution will begin the loan collection 

procedures on the first day the client is late. 

• Fit the communication method to the client. Are your 

documents written in the local language? How would a blind 

person access your important contractual information? 

 

 

 

Fine print is often overlooked by clients. Minimize the use of fine print. 
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Good Practice: Confirm client understanding 

Good practice: Confirm client understanding. 

 

 

Use:  

•Call backs 

•Check lists 

•“Key facts” or FAQ 

document 

•Glossaries for key 

terms 

•Analysis of common 

complaints/questions to 

improve communication 
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Financial 
Literacy: 

Client gains 
basic financial 
knowledge. 

Product 
Information: 

Client makes 
decisions based 
on information 
from the MFI 
and his/her own 
knowledge. 

Transparency: 

The client is 
always aware 
of his/her rights 
and 
responsibilities 
associated  
with use of the 
financial 
product or 
service. 

 

Good Practice: Financial Literacy for Improved Transparency 
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Tools available from the Smart Campaign 
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Tools available from the Smart Campaign 
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1. Appropriate product design and delivery  

2. Prevention of over-indebtedness 

3. Transparency 

4. Responsible pricing 

5. Fair and respectful treatment of clients 

6. Privacy of clients data  

7. Mechanisms for complaint resolution 

 

Principles of client protection 

4.  Responsible pricing 
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Responsible Pricing 

 

 

The Principle in Practice: 

 

Pricing, terms, and conditions are set in a way that is 

both affordable to clients and sustainable for the 

financial institution.  

 

Consider this: 

 

Financial sustainability is required to continue 

serving clients, but is not an end in itself.  
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CPP #4: Adequate standards of care  

✔ Pre-payment penalties, account 

closure, transaction fees, are not 

excessive 

The FI offers market-based, non-

discriminatory pricing 

The FI’s efficiency is in line with its 

peers 

✔ Market-based pricing 

The FI does not charge excessive 

fees 

✔ Efficiency ratios aligned with 

peers 
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Exercise 

MFI 1 MFI 2 MFI 3 MFI 4 MFI 5 

POS (Rs  Cr) 93 18 30 80 72 

Clients (1000s) 81 10 23 68 63 

Region South N.East North South South 

Product (int rate) 
-JLG 
-Education 
-Housing 

 
25% 
22% 
24% 

 
-N/A- 
-N/A- 
26% 

 
26% 
22% 

-N/A- 

 
26% 

-N/A- 
-N/A- 

 
24% 
25% 

-N/A- 

RoA 2.5% 0.8% 2.8% 4.7% 1.2% 

RoE 10.4% 2.3% 8.2% 18.9% 2.1% 

Yield on Portfolio 23.2% 27.1% 23.5% 28.2% 22.1% 

OER 11.2% 16.3% 11.8% 8.4% 18.1% 

Offer ‘credit plus’ svcs •      •  •  

Common assumptions: 

• All MFIs are 3 – 5 years old 

• Repayment rates are healthy; in the range of 98 – 99.5%  
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Questions 

• Are all the institutions directly comparable? Which of them 

would you consider ‘peers’? 

 

• Identify which MFI is most efficient? Does any institution appear 

inefficient? 

 

• Do you think any institution is generating more than desirable 

levels of profits? Explain ways to prevent / avoid this? 
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Feedback from Participants 

Do MFIs train staff on what constitutes 

responsible pricing? 

What effect does the competitiveness of 

the local microfinance market have on 

pricing?  

Have you seen examples of irresponsible 

pricing?  

What pricing procedures do MFIs 

commonly use? 
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1. Appropriate product design and delivery  

2. Prevention of over-indebtedness 

3. Transparency 

4. Responsible pricing 

5. Fair and respectful treatment of clients 

6. Privacy of clients data  

7. Mechanisms for complaint resolution 

 

Principles of client protection 

5.  Fair and respectful treatment of clients 
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Effects on the client and the institution 

Clients mistrust 
the institution, 
and tell others. Inappropriate 

Collections 
Practices 

Clients 
mistrust the 
institution, 

and tell 
others. 

Staff rely on 
coercion for 
repayment, 
rather than  

good portfolio 
management. 

To avoid 
humiliation, 
clients go to 
extremes to 
repay their 

loans. 
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Fair and respectful treatment of clients 

 

 

The Principle in Practice: 

 

Providers and their agents treat clients fairly and 

respectfully. They do not discriminate and will ensure 

safeguards are in place to detect and correct 

corruption. 

 

Consider this: 

 

Most abuses happen during the loan sales and debt 

collection processes—these need special attention 

by providers.  
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CPP #5: Adequate standards of care  

✔ Collection practices defined 

✔ No zero PAR policy 

✔ Collateral policy respects clients’ 

rights 

The FI culture raises awareness 

and concern about fair and 

responsible treatment of clients 

The FI has defined in specific detail 

what it considers to be appropriate 

debt collection practices 

✔ Code of Conduct 

✔ Code reviewed and approved            

 by Board 

✔ Code signed by staff 

✔ Recruitment and training in line 

 with Code of Ethics 

✔ Collections staff trained 

The FI's HR policies (recruitment, 

training) are aligned around fair 

and responsible treatment of 

clients 
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CPP #5: Adequate standards of care  

✔ Non-discrimination policy 

✔ Consistent rescheduling 

✔ Performance evaluations 

✔ Sanctions exist and are enforced 

✔Monitoring 

✔ Living wage 

The FI implements policies to 

promote ethics and prevent fraud 

In selection and treatment of 

clients, the FI does not discriminate 

inappropriately against certain 

categories of clients  
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CPP #5: Adequate standards of care  

The FI informs clients of their rights 

✔ Main aspect of the Code of 

Conduct 

✔ Collateral procedures 

✔ Rescheduling procedures 

In-house and 3rd party collections 

staff are expected to follow the 

same practices as the FI staff  

✔ Same training provided to 

subcontractors 
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The role of management 

 Creating a Code of Ethics for the institution. 

 Communicating the importance of ethics to staff on a regular 

basis. 

 Training staff to respond to ethical dilemmas tailored for their 

position. 

 Empowering managers to follow up on ethical complaints. 

 Establishing an Ethics Committee that rewards ethics and 

sanctions violations. 

 

Training today: 

Handling 

delinquent clients 
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The code at the center 

Code of 
Ethics 

Management 

Internal 
Audit 

Human 
Resources 
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• Credit staff uses offensive or abusive language. 

• Collections agents threaten clients or harass them at 

work, home, or their places of worship. 

Examples of inappropriate practices 

Offensive 

language and 

threats 

• Collections agents enter a client’s home and/or seize 

property without a judicial order. 

• The institution accepts collateral that may deprive 

borrowers of their basic survival capacity. 

Unethical 

seizure of 

property 

• The institution subcontracts collections to businesses 

that are not subject to the same ethical standards as 

the institution. 

Subcontracting 

to unethical 

businesses 

Careless debt 

extension 
• The institution issues automatic debt extensions. 
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Tools available from the Smart Campaign 



57 

1. Appropriate product design and delivery  

2. Prevention of over-indebtedness 

3. Transparency 

4. Responsible pricing 

5. Fair and respectful treatment of clients 

6. Privacy of clients data  

7. Mechanisms for complaint resolution 

 

Principles of client protection 

6.  Privacy of client data 
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The Client Perspective: Will MFI clients agree to the below? 

I know for what purposes can the Institution use my data 

and I have authorized the institution the use of my 

data for specific purposes. 

 

I am aware of the risks of sharing my loan card, filled 

application form with others and hence keep my data 

confidential. 

  

But….. 

 

Can the institution use / share my photographs apart 

from data?  
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Feedback from Participants 

Do clients care about data security? If 

something went wrong and their personal or 

financial information was compromised, would 

it affect your business? 

Have you witnessed privacy or security 

lapses?  How do institutions respond? 
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Privacy of Client Data 

 

 

The Principle in Practice: 

 

The provider complies with all local data privacy 

laws. Client information is only used in the ways 

agreed upon at the time of data collection. 

 

Consider this: 

 

Clients trust financial service providers with very 

sensitive personal and financial information.  
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CPP #6: Adequate standards of care  

✔ Policy to discuss confidentiality 

with clients 

✔ Staff training 

✔ Policy read outloud 

✔ Data privacy clause in contracts 

✔ Written consent for sharing 

✔ Written privacy policy 

✔ Sanctions in event of violation 

✔ Systems to protect client data  

The FI has a privacy policy and 

appropriate technology systems 

The FI informs clients about when 

and how their data is shared and 

gets their consent 
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Good practices for privacy and security 

Ask employees to sign a 
confidentiality 

agreement at the same 
time as their 

employment contract. 

Establish a clearly 
defined “user access 

hierarchy” for staff 
accessing sensitive 

data. 

Hold periodic campaigns 
for clients to update their 

data and incentivize 
them to participate. 

Don’t allow information 
available on the 

‘intranet’ to be printed 
or downloaded  for use 

outside the office. 
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Good practices for privacy and security 

Spot check the security 
of physical files in 

branches (e.g. using 
internal auditors).  

Train clients on how to 
keep group information 

private. 

Describe the sanctions 
for the misuse of client 
data in the staff book of 

rules. 
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Tools available from the Smart Campaign 
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How have data management practices and 

systems evolved? Your experience? 
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1. Appropriate product design and delivery  

2. Prevention of over-indebtedness 

3. Transparency 

4. Responsible pricing 

5. Fair and respectful treatment of clients 

6. Privacy of clients data  

7. Mechanisms for complaint resolution 

 

Principles of client protection 

7.  Mechanisms for Complaint Resolution 
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Mechanism for Complaints Resolution 

 

 

The Principle in Practice: 

 

Providers have a mechanism for collecting, 

responding in a timely manner, and resolving 

problems for customers.  

 

The mechanism is used to resolve individual 

complaints and improve products/services. 

 

Consider this: 

Suggestions boxes are not effective for responding 

to specific problems in a timely way. 
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CPP 7: Standards of care  

✔ Staff is trained 

✔ Clients informed The FI's clients are aware of how 

to submit complaints 

The FI's staff is trained to handle 

complaints 

✔ Incorporation of feedback 

✔ Complaints policy 

✔ Appropriate system in place 

✔ Actively used by clients 

✔ Audit verification 

The FI's complaints resolution 

system is active and effective 

The FI uses client feedback to 

improve practices and products 
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Examples of complaint mechanisms 

     Email the MacroDreams Customer   

   Response Department: customers@md.info 

 

     Call the MacroDreams Customer Response 

     Line: 555-555-555 

 

     Send an SMS to the MacroDreams   

   Customer Response Line: 555-555-555 

 

     Leave a comment card in the Suggestion 

     Box at your local branch 

 

     Visit a Customer Service Desk.   

   Call for locations: 555-555-555 

 

      

mailto:customers@md.info
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Good Practice:  Using Multiple Complaints Channels 

Suggestion/ 
Complaint 

on-site 

Branch 
Teller 

Written   
suggestion 
/ complaint 

Branch 
Manager 

Suggestion/ 
Complaint    

via 
feedback 

mechanism 

Complaints  
Agent 

Immediately   Up to 14 days 

 

 

Source:  Adapted from Banco Solidario 

Good practice: Assess the complexity and urgency 

of the complaint then use an appropriate 

mechanism. 
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How Dissatisfied Clients Affect the Institution   

A very satisfied client will talk about 
his/her experiences with 3-4 people, but 
a dissatisfied client will tell 8-9 people.  

When a client’s complaints are 
received, answered, and solved, 
there is a 90% chance that s/he will 
return to the institution. 

90% of dissatisfied clients whose 
problems are not resolved will never 
return to do business with the institution 
again. 
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No Complaints       Completely Satisfied Customers 

 

If your institution does not receive concerns or complaints, 

be careful: 

 

 • Clients could be 
happy with your 
products and 
customer service, or 

  

• Clients might not feel 
empowered to share 
their concerns and 
complaints or 

• They might not know 
how to do so, or 

  

• Clients might not feel 
like they can 
complain without this 
affecting their 
business relationship 
with the institution. 
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Tools available from the Smart Campaign 
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Tools available from the Smart Campaign 
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1. Introduction to the Smart Campaign 

2. Principles, Standards and Indicators 

3. What we do 

4. Get Involved! 

 

Agenda 
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Findings from the State of Practice Report 

In short… 

• Client protection in 

microfinance is still 

relatively new, but 

thriving. 

• Organizations are at 

different levels of 

implementation. 

• The state of practice is 

improving. 
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Your Participation  

Main objective of the assessment :  
 
•Identify good practices and challenges in the principles’    
implementation   
 
•Provide the institution with a useful recommendations on how to 
improve practices and reduce the risk of harming clients. 
 

• Prepare institution for Certification! 

External Client Protection Assessment  
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External Smart Assessment Methodology 

• On-site analysis at three broad levels:  

1) Market and regulatory context  

2) MFI policies, procedures, and practices 

3) Organizational culture and how policies are reflected in staff 

behavior 

 

• Evidence: 

1) Review of manuals, policies, other documentation 

2) Interviews with Board, staff, clients 

3) Observations of field operations and credit process 
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Information Used: People, Paper, and Process 

MFI Manuals on 
Procedures 

Secondary Source 
Data 

Branch visits 

Client 
information 

 

Written Sources 

Board of Directors 

MFI Management 

General Staff 

Clients 

Interviews 

Minutes from  

Board 
meetings 

Strategic plan/ 
business plan 
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Assessment & Certification Standards 

7 Principles 
30 

Standards 
95 

Indicators 
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Scoring 

Does not meet 
the indicator 

• Does not 
meet any part 
of the 
indicator 

• Absent 
practice 

Partially meets 
the indicator 

• Does not fully 
meet all parts 
of the 
indicator 

Meets the 
indicator 

• Meets all 
parts of the 
indicator 

Not applicable 

• This does not 
apply to the 
organization 

2 1 0 -n/a- 



85 

The Process  

To be Completed:  

1. Head Office and Field Assessment 

2. Debrief (Last Day) 

3. Draft Report 

4. Finalized Report 

5. Identification of Pilot Projects 

 

Optional/Follow-up to Assessment:  

7. Identify Best Practices - Smart Notes 

8. Collaboration/Technical Support for Pilot Implementation 

9. Certification 
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Preparing for Certification 

Step 1:  Orient Yourself with the Certification Standards  

Step 2:  Download the Getting Started Questionnaire and  

conduct self-assessment 

Step 3: If ready, go for a Certification mission.  If not ready 

take necessary steps to diagnose and improve areas of 

weakness   

3rd Party or 
Self 

assessment 

http://smartcampaign.org/certification/certification-standards
http://smartcampaign.org/tools-a-resources/2/41
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• Client protection assessments – Covered 

20 institutions with outreach of 15 Million+ 

– across MFIs, Cooperatives, Banks, Non-

profits 

 

• Tool / Smart Note development 

 

• Pilot projects with practitioners 

 

• Trainings  
 

 

Focus on India 
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• Documents best client protection practices 

in a given function or methodology 
 

• May emerge from: 

• Best practices noticed during assessment  

• Industry need / gap  

• Collaborate with a technical partner 

• Workshop model – collaboration with multiple stakeholders 

 

 

Smart Note / Tool 

Tool / Smart Note Partner organisation 

Member Protection in SHG model APMAS 

Client protection in CGT (Compulsory Group Training) Ujjivan, Equitas, SKS, Swadhaar, 
Grameen Koota 

Exercise of group guarantee at client level  MBK (Indonesia), Utkarsh 

Product diversity Sewa Bank, IFMR – KGFS 

Non-financial incentives for staff retention Bandhan 

Complaint Resolution Mechanism – a case study Ujjivan 
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• Work with an institutions to strengthen 

specific areas of client protection 
 

• Typically a follow up to an assessment 

 

• Technical assistance (limited) to 

operationalise projects 
 

• Examples: 

• Strengthening Greivance Redressal Mechanism 

• Preparing institution to achieve certification – based on 

gaps identified in the assessment 
 

 

Pilot projects 
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• Client Protection Principles’ training 
  For microfinance practitioners – an introduction to the seven client protection 

principles. Covered nearly 100 institutions across India through 10 trainings. 

Partnered with industry networks Sa-Dhan & MFIN, Access and social investors 

such as Oiko Credit. 

 

• Smart Assessors’ training 
  For raters, consulting agencies, investors who wish to independently conduct 

client protection assessments. Trainings in Delhi & Mumbai with participants 

from banks, social investors apart from rating agencies and consultants. 

 Refresher training (on new methodology) conducted in Cambodia. 

 

• Technical assistance training 
   For consultants / technical assistance providers to take up TA / Pilot projects on 

client protection with microfinance practitioners. Scheduled in Nepal, 

November’13 

 

Trainings 



91 

Certification Program 

    The Client Protection Certification 

program is important:  
 

• To enable financial institutions worldwide to 

demonstrate their adherence to the Campaign's 

client protection principles as verified by third-

party assessors. 

 

• To highlight publicly financial institutions who 

meet the minimum standards for client protection.  
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• Client Protection Certification is an independent, third-

party evaluation to publicly recognize institutions that meet 

adequate standards of care in client protection.  

 

• The Certification program was launched in 2013 to set 

global standards around client protection in the 

microfinance industry.  

 

• The program is designed for retail financial institutions that 

provide services to financially excluded or underserved 

populations.  

Monitoring progress: Certification 
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Who is eligible for Certification? 

Retail Financial 

Institutions Who Serve the 

Poor Including: 

 

• NGOs 

• Banks 

• Consumer Finance 

Companies  

• Credit Unions  

• Non-Bank Financial 

Companies  
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What are organizations Certified Against?  

In order to be Certified a financial institution 

must meet all 30 standards based on the 7 

Client Protection  Principles  

 

-  Standards (English) 

- Standards (Spanish) 

- Standards (French) 

 

http://centerforfinancialinclusionblog.files.wordpress.com/2013/01/certification_standards_english_final.pdf
http://centerforfinancialinclusionblog.files.wordpress.com/2013/01/certification_standards_english_final.pdf
http://centerforfinancialinclusionblog.files.wordpress.com/2013/01/certification_standards_english_final.pdf
http://centerforfinancialinclusionblog.files.wordpress.com/2013/01/certification_standards_spanish_final.pdf
http://centerforfinancialinclusionblog.files.wordpress.com/2013/01/certification_standards_spanish_final.pdf
http://centerforfinancialinclusionblog.files.wordpress.com/2013/01/certification_standards_spanish_final.pdf
http://centerforfinancialinclusionblog.files.wordpress.com/2013/01/certification_standards_french_final.pdf
http://centerforfinancialinclusionblog.files.wordpress.com/2013/01/certification_standards_french_final.pdf
http://centerforfinancialinclusionblog.files.wordpress.com/2013/01/certification_standards_french_final.pdf
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First batch of certified organizations!  
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Certification Important to Financial Providers 
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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 
 
 
 

 

Why Now? 
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1. Introduction to the Smart Campaign 

2. Principles, Standards and Indicators 

3. What we do 

4. Get Involved! 

 

Agenda 
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Smart Campaign Encourages MFIs to “REACT” 

Respond – endorse the Campaign  

Educate – learn, train, and self-assess 

Assess – commission an external evaluation 

Change – pilot projects, share experience, 

utilize available technical tools  

Track – report and receive certification 
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 Endorsing is very easy! 

 
Go to our website (smartcampaign.org) 

to find: 

•A diverse set of ways that you can support 

the Campaign 

•Options to recieve more information, tools, 

and other instruments to implement the 

Client Protection Principles. 

Respond: Endorse the Smart Campaign 
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“How to” 
Guides 

Case studies 

Technical 
guides 

Example 
forms 

Training 
presentations 

Strategic 
planning 
guides 

Tools to Improve Practice Include  
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“My institution believes that client protection is 

important—but we need help improving 

practice!” 

• The Smart Campaign offers over 60 practical 

tools to help financial service providers 

implement the client protection principles. 

• All of the tools are available for download 

free of charge. 

• New tools are added regularly. 

Improving Client Protection Practice 

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


Thank you! 
 

For your interested in  
The Smart Campaign 

 

 

For more information, please visit: 

www.smartcampaign.org 

http://www.smartcampaign.org/

