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Standard 3A 

The provider understands the needs and 
preferences of different types of clients.

> Essential Practice 3A.1 The provider seeks information on clients’ needs, preferences, and 
experiences for product design and delivery. 

> Essential Practice 3A.2 The provider monitors the suitability of products, services, and delivery 
channels. (Client Protection standard 1.2.0)
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Regardless of the product or delivery mechanism, client research should 
examine: 

• Characteristics of your target clients (e.g., business type, female/male, 
income);

• Behaviors of your targets that affect their economic situation (e.g., 
savings habits);

• The day-to-day and life-cycle financial needs of your target clients (e.g., 
home improvements, school fees);

• The economic and social opportunities and constraints facing your 
clients;

• Barriers that target clients face to accessing your products (e.g., distance 
from branch offices, language barriers, lack of financial education, 
behavioral/psychological barriers such as only focusing on short-term 
needs);

• Risks and common emergencies that target clients face (e.g., lack of 
health insurance, vulnerability to natural disasters);

• The extent to which your current products and services meet these 
above needs; and

• How products could better address the above opportunities and 
constraints.

Your institution can use multiple sources for client data,60 including client 
interviews, focus groups, surveys, field observations of target client behavior, 
participatory rapid appraisal, and data mining of the management information 
system (MIS). You can also glean insights on clients by interviewing field 
employees and managers who have regular contact with clients. Table 19 provides 
a comparison of the uses of various types of market research techniques.

THE PROVIDER UNDERSTANDS THE NEEDS AND PREFERENCES OF DIFFERENT TYPES OF CLIENTSSTANDARD 

3A.1 CONDUCT CLIENT RESEARCH

In addition to data collected to understand whether your institution is 
meeting its social goals, your institution should conduct market research 
on your target clients to gain a deeper understanding of their needs and 
preferences. 

Traditionally, market research starts with a provider’s products and services 
(current or potential) and investigates whether clients like or dislike the 
different features of these. However, client-centric market research starts 
with the client, not the product. This means first understanding the lives 
of your target clients, and then designing or modifying products to satisfy 
their needs and priorities. This type of market research requires that you 
investigate multiple facets of target clients’ lives—not just the purely financial 
aspects. You want a holistic picture of the challenges and opportunities your 
clients face throughout their lifecycle so that your products fit into their lives. 

For example, in order to understand the needs and preferences of clients 
living in rural areas, you would need to collect financial information such as 
agricultural business types, monthly profit generated from these businesses, 
variations in seasonal income flows, and client demand for various financial 
services. In addition, you would want to understand their “non financial” 
priorities: What are their goals for their families? What are their most 
significant vulnerabilities? What is their social status and how does that 
affect their ability and willingness to engage with service providers? 

For users of digital payment services, you would want to understand their 
comfort level with a mobile interface, the types of transactions they prefer 
to do digitally as opposed to face-to-face, and which user errors might affect 
the safety of the mobile product. You might also look at their short- and long-
term goals as determinants of the types and sizes of digital transactions that 
they value. 60  The guidance for standard 1b discusses social data collection. 

STANDARD 3A 
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When choosing your research technique(s), check that 
they:

• Allow for segmentation by the characteristics of 
the target population; 

• Cover a representative sample of clients and 
non-clients61 who belong to the target population 
(i.e., sample composition is similar to the target 
population and of reasonable size62); and 

• Use neutral parties to collect and analyze the 
data (e.g., avoid involving employees who might 
conceal negative responses).

The first three market research techniques in Table 19 
are “rapid appraisal” techniques that can be deployed 
quickly and inexpensively. These might be used as a first 
step, to understand which data will help you to better 
understand clients’ lives and experience with your 
institution.

STANDARD STANDARD 3A THE PROVIDER UNDERSTANDS THE NEEDS AND PREFERENCES OF DIFFERENT TYPES OF CLIENTS

61 “Non-clients” refers to people in the provider’s target group who are not 
currently accessing the provider’s products/services.
62 The correct sample size is a factor not of the size of population but the degree 
of variation within the population. The appropriate number can be derived from 
a binomial (statistical) theorem that combines confidence level, error margin, an 
estimate of the incidence of what is being measured, and the sampling method. 
Based on this theorem, the minimum sample size is around 100—for a simple 
random sample, confidence level of 95% and error margin of 10%. Reducing the 
error margin to 5% at the same confidence level and random sampling requires 
a sample of around 400. See EDA Rural System’s Technical Note on estimating 
sample size for additional guidance.

TABLE 19. MARKET RESEARCH TECHNIQUES

TECHNIQUE USE THIS TO…

Shadow frontline staff: 
Spend a few hours following a field 
employee as s/he interacts with clients and 
completes typical processes.

Understand client-staff interactions; reveal inefficiencies or 
frustrations on the part of staff; generate ideas for ways to 
improve clients’ experiences with staff.

Household/workplace interviews: Visit 
clients where they live or work to observe 
their daily activities.

Understand how customers conduct business, interact with 
their own clients, and use money. Observe household and 
business assets.

“Fly-on-the-wall” observations: 
Unobtrusively listen and watch the way 
customers interact with staff, points of 
service, and even other customers. 

Gain insights into customer behavior without influencing it. 
Sometimes clients behave differently when they know they 
are interacting with their FSP  (e.g., provide overly positive 
feedback). Using this technique removes that bias.

One-on-one interviews: Talk directly with a 
specific type of client.

Get answers to questions about a certain type of client or gain 
insights into multiple areas of a single customer’s life (e.g., 
spending several hours with one person to observe and talk 
about their business).

Focus groups: Conduct short, targeted 
discussions or longer workshops with groups 
of clients.

Gather feedback on a specific research question— “do you 
understand our insurance product?”—or explore a set of ideas 
to uncover customers’ beliefs, biases, habits, and goals.

Written surveys (paper, SMS, online): Gather 
written feedback to multiple choice (e.g. “rate 
this experience”) or open-ended questions.

Gather feedback on specific questions (e.g.,  “how was 
your branch experience on a scale from 1 to 5?”) or allow 
customers to leave general feedback (e.g., suggestion box).

Mystery shopping: Managers or external 
consultants interact with the institution 
by purchasing a product, asking questions, 
registering complaints, or behaving in a certain 
way, and then report on the experience.

Understand a real customer’s experience with the institution. 
If staff know they are interacting with a researcher or manager, 
they may act differently (usually better). This technique 
removes that bias.

http://www.edarural.com/sites/default/files/EDA Technical Note  1 - Sampling.pdf
http://customersguide.cgap.org/sites/default/files/resource/2017/06/Experiment%208%20-%20Follow%20Front%20Line%20Staff.pdf
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•  CGAP’s Customer Experience Toolkit contains 
a comparison of qualitative, quantitative, and 
blended research methods, explaining their uses, 
pros, and cons. See page 35 (English version).
•  Acumen's Lean Data Field Guide: Tips For 
Collecting Customer Data to Build More 
Impactful Businesses describes how to use low-
cost technology to communicate directly with end 
customers, getting high-quality data quickly and 
efficiently.
•  The IDEO Human-Centered Design Kit 
explains how to use various research methods to 
understand customers. 
•  The Feedback Loop: Responding to Client 
Needs provides practical guidance on collecting 
data on clients’ needs, and using it to design 
products and services. 
•  Understanding Clients Through In-Depth 
Interviews describes the methodology and how to 
get useable information from clients. 
•  Using Mystery Shopping to Understand Clients 
documents Arvand Tajikistan’s experience using 
the mystery shopping methodology to gain insights 
into the customer experience.
•  Resources for choosing the appropriate sampling 
strategy include Grameen Foundation’s Confirming 
the Sampling Strategy (written for the PPI but 
applicable to any social data) available in Spanish 
and French; the National Statistical Service 
for Australia’s online calculator, and M-CRIL’s 
Technical Note on Estimating Sample Size.

The study of a recent microinsurance initiative of MicroFund for Women (Jordan), in collaboration with 
Women’s World Banking, demonstrates how mixing qualitative and quantitative research methods 
creates richer data. 

In 2008, MicroFund for Women (MfW) introduced a microinsurance product called “Caregiver,” 
designed to provide backup funds to women in case they or a member of their family were hospitalized. 
In 2015, (seven years after product launch), MfW tested the outcomes of this product. The approach 
involved both quantitative data from the MIS and qualitative data from direct interviews.

Quantitative data collection/mining included: Analysis of 2008-2015 transactions data for loans, PAR, 
and 25,000 Caregiver claims to capture the demographics (e.g., age) of clients making the claims, and 
trends in claims behavior mapped against loan repayments. 

Qualitative research included: Exploratory focus groups and interviews with 78 female claimants, 
exploring the following questions: 

• To what extent clients had used the Caregiver payout to cover outstanding medical 
expenses 

• Whether clients had been able to avoid additional debt and maintain basic consumption 
during times of hospitalization (as the product was designed to do)

• How well clients understood insurance cost and its effect on loan cost
• How clients perceived the benefits of Caregiver
• How Caregiver contributed to clients’ decision-making in the family.

In this mixed methods approach, the quantitative and qualitative research methods each provided 
different but very useful insights. Specifically, the analysis of transactions data (quantitative) showed 
evidence of clients maintaining loan repayments as a result of Caregiver. Data from focus groups 
(qualitative) captured client feedback that allowed MfW to better understand the product’s effects on 
clients and how it could be improved.

FIELD EXAMPLE 27. MICROFUND FOR WOMEN USES MIXED RESEARCH 
METHODS TO EVALUATE MICROINSURANCE PRODUCT63

63 SPTF, Guidelines on Outcomes Management for Financial Institutions, page 18.

https://www.cgap.org/sites/default/files/Customer%20Experience%20Toolkit.pdf
https://sptf.info/images/RC-1b-Acumens-Lean-Data-Field-Guide-Nov2015.pdf
https://sptf.info/images/RC-1b-Acumens-Lean-Data-Field-Guide-Nov2015.pdf
https://sptf.info/images/RC-1b-Acumens-Lean-Data-Field-Guide-Nov2015.pdf
http://www.designkit.org/methods
https://sptf.info/images/pn1_fbl.pdf
https://sptf.info/images/pn1_fbl.pdf
https://sptf.info/images/pn2_quip.pdf
https://sptf.info/images/pn2_quip.pdf
https://sptf.info/images/arvand_sp_fund_eng.pdf
http://progressoutofpoverty.org/materials-piloting-and-implementing-ppi
http://progressoutofpoverty.org/materials-piloting-and-implementing-ppi
http://progressoutofpoverty.org/materials-piloting-and-implementing-ppi
http://progressoutofpoverty.org/materials-piloting-and-implementing-ppi
http://www.nss.gov.au/nss/home.nsf/pages/Sample+size+calculator
http://www.m-cril.com/wp-content/uploads/2017/06/Estimating-Sample-Size-2006.pdf
https://sptf.info/images/Guidelines-on-Outcomes-Management-for-FSPs.pdf
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Segment client data

Customer segmentation can help divide a heterogeneous market into a number 
of smaller, more homogenous markets based on one or more meaningful 
characteristics.64 Your institution should segment65 client data for all products, 
not just credit. Segmentation acknowledges that even among the “low income” 
population segment, peoples’ wants, needs, and behaviors are nuanced. Use 
segmentation to your advantage and to benefit clients. Table 20 is a menu of 
possible segmentation variables to use with existing and potential clients.

For example, to understand how savings clients experience your product, you 
might segment client use data by demographic data (if available), followed 
by in-depth interviews with a sample of users.66 This would tell you whether 
your product is reaching your intended target clients, how they are using 
the service, and how it could be improved. Take users of a savings product 
for example: segmenting savings data (e.g., deposit amount and frequency) 
by several relevant client characteristics (e.g., age, employment status, and 
gender) could provide valuable information on how savings habits vary among 
your clients. Combined with interviews with each of those segments, you might 
learn that young people prefer to save for specific goals (e.g., education, car 
purchase) and would respond well to goal-oriented savings products; salaried 
employees want an easier way to deposit their paychecks; men benefit from  
savings reminder SMS messages; and women business owners need to be able 
to to check their account balances from their mobile phones.

Identifying barriers to access 

Barriers to access are factors that prevent people in your target population 
from using your products and services. In addition to understanding how 
current clients and former clients use products and services, your institution 
should identify why non-clients from your target group do not use your 
products and services. 
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64  CGAP’s Customer Experience Toolkit, page 39
65  Guidance for standard 1b discusses how to segment client information using your institution’s management 
information system (MIS).
66  See Box 2 for guidance on sample sizes.

Examples of such barriers include product features that do not match client 
income flows, delivery channels that are not convenient or affordable for 
clients, product terms that are too complicated for your target population to 
understand, and collateral or fee requirements that are set too high. Barriers 
can also include clients’ own behaviors, such as an over-focus on short-term 
needs, leading to reluctance to save or purchase insurance. Market research 
should include non-client members of your target client, and it should seek to 
identify whether your product/service design unintentionally prevents certain 
people from accessing your institution’s products and services.

• Grameen Foundation’s Guide to Segmenting describes how segmentation 
can be used to better understand your clients. Though it focuses on poverty 
data collected by the Progress out of Poverty Index, the guidance is useful for 
other types of data as well.
• CGAP’s Segmentation of Smallholder Households and Understanding 
the Financial Service Needs of the Poor in Mexico provide great examples 
of the use of segmentation to understand clients’ needs.
• Women’s World Banking’s Gender Performance Indicators Manual describes 
a full suite of financial and social performance indicators you can use to analyze 
outreach to women, suitability of product design to meet women’s needs, 
product diversity, service quality, client protection, and staff gender diversity, as 
well as to understand how serving women clients contributes to your financial 
sustainability and generates positive social outcomes.

https://www.cgap.org/sites/default/files/Customer Segmentation Toolkit.pdf
http://www.progressoutofpoverty.org/materials-data-management-and-analysis
http://www.cgap.org/publications/segmentation-smallholder-households
http://www.cgap.org/publications/understanding-financial-service-needs-poor-mexico
http://www.cgap.org/publications/understanding-financial-service-needs-poor-mexico
http://www.womensworldbanking.org/publications/gender-performance-indicators-how-well-are-we-serving-women/
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TABLE 20. SEGMENTATION VARIABLES67

DEMOGRAPHIC LIFESTYLE

GENERAL

Age (younger, older, middle age) 

Location (urban, peri-urban, rural, deep 
rural)

Children (Yes/No)

Proximity to family members

Literacy/numeracy

Income/poverty level

International monetary transfer recipient 
(Yes/No)

Level of education

Employment status

Type of employment/source of income

Frequency of income (daily, monthly, 
unpredictable)

Has bank account (Yes/No)

Has mobile wallet (no, mini, standard)

Has national ID card (Yes/No)

Has structural barriers to using money 
transfers (access/convenience)

Level of responsibilities/relaxed vs. busy 
lifestyle

Spontaneous vs. planner

Stressed vs. relaxed

“Connected”/social (Yes/No)

Entrepreneur (Yes/No)

Homemaker (Yes/No)

Has many leisure activities/expenses (Yes/No)

Social standing

Leadership in community

BEHAVIORS ATTITUDES

SPECIFIC TO YOUR OFFERING

Financially proactive 

(saves, budgets)

Purchases frequency (personal and business)

Cell phone use: sends/receives SMS, calls, 
checks balance, uses USSD menu

Proficient with phone (commands, use)

Purchases phone recharge frequently (Yes/No)

Knowledge of money transfers (none, low, 
medium, high)

Frequency of sending money

Frequency of receiving money

Amount of transfers (low, medium, high)

Level of loyalty to money transfer products 
(low, medium, high)

“Stores” money vs. “saves”

Most frequently used transaction type (current 
money transfer users)

Use of internet

Use of phone games

Open to learning about new technology

Seeks/highly values cost savings with phone use

Seeks/highly values promotions with phone use

Concerned about safety of carrying money, in 
general

Associations with organization

Values convenience (speed) of money transfers

Values cost savings of money transfers

Has emotional barriers to using money transfers 
(trust, fear, etc.)

Has rational barriers to using money transfers 
(relevance, perception of benefits, etc.)

Optimist/aspirational (Yes/No)

Need/desire for prestige (Yes/No)

Perception and importance of social norms

The variables in the “general” column are relevant to any product or service. The variables 
in the “specific to your offering” column use mobile banking as an example offering.
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67 Table adapted from CGAP’s Customer Experience Toolkit, page 27.

http://Customer Experience Toolkit
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Guatemalan provider Friendship Bridge wanted to understand the diversity among 
their clients who are mostly rural, indigenous woman living in poverty. Using the 
Progress out of Poverty Index (PPI) as their primary data collection tool, they 
identified that the average client is a Guatemalan woman, 38 years old, with four 
children, two years of school, and a household that lives on between US $1.12-$4.51 
per day. In order to understand the data, they looked at three different segments of 
women within that range. Here are the three segments that they identified:

Segment 1: The most likely to be poor. The average client in this segment 
spends most of his/her earnings on basic food. S/he has mud floors, cooks 
over an open fire, depends on work activities with inconsistent income, 
and has very few assets. S/he sometimes skips meals, is probably illiterate, 
and rarely sends his/her children to school. 

Segment 2: Intermediate likelihood of being poor. The average client in 
this segment earns enough to have more than one set of clothing, a better 
house, improved food security, and a more consistent income, but it is very 
easy for him/her to fall deeper into poverty when s/he faces economic and 
health shocks, which are very commonplace. Some clients read and write, 
and they are more likely to be able to send some of their children to school.

Segment 3: Least likely to be poor. The average client in this segment earns 
enough to have a floor made of brick or better, and has improved nutrition, 
a refrigerator, and more consistent income. It is still easy for him/her to fall 
backward when they face shocks, which are still common. Most clients can 
read and write, and they are typically able to enroll their children in school.

Based on these three segments, Friendship Bridge developed three client 
personas. These were descriptions of three representative clients. Painting 
a picture of these clients and their associated characteristics helped the 
MFI to strategize on how to serve them in ways that are strategic and data-

FIELD EXAMPLE 28. FRIENDSHIP BRIDGE SEGMENTS CLIENTS TO CREATE PERSONAS68

68 Adapted from Grameen Foundation’s case study How Friendship Bridge Used Segmentation to Build Client Personas. Adapted with permission of the Innovations for Poverty Action. 
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driven, but also deeply humanized. Keeping their customer in mind as they began to 
develop different products allowed them to design for specific use cases that were 
actually relevant to their clients’ lives. 

The three personas are shown below. They include the educational, family, and 
household data that are correlated with each type of client (based on PPI data). Each of 
the variables listed in a persona affect that client’s preferences and decisions.

Read more on this case study here. 

STANDARD STANDARD 3A THE PROVIDER UNDERSTANDS THE NEEDS AND PREFERENCES OF DIFFERENT TYPES OF CLIENTS

http://www.progressoutofpoverty.org/how-friendship-bridge-used-segmentation-build-client-personas
http://www.progressoutofpoverty.org 
https://sptf.info/images/Guidelines-on-Outcomes-Management-for-FSPs.pdf
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•  CGAP’s Customer Experience Toolkit offers guidance for understanding cus-
tomer needs and behaviors, and designing products, channels, and experiences 
that bring value to customers. The accompanying workbook provides printable 
templates for the ideas discussed in the toolkit.
•  How the Poor Organize Their Money is a short brochure highlighting four 
common money management practices of poor people.
•  MicroSave’s Briefing Note, Behavioral Insights in Insurance discusses the 
behavioral aspects of low insurance uptake and how providers can understand 
clients’ motivations for insurance uptake.
•  Imp-Act’s SPM Practice Guide (Chapter 3) discusses how to create a strategy 
to achieve social objectives. This requires managers to use clients’ needs as a 
starting point, rather than the products themselves, or else risk missing an op-
portunity to effectively help clients. As part of this guide, the chapter discusses 
how to identify and overcome barriers that clients face in their economic lives, 
and how to reduce or mitigate risks. Also available in Spanish and French.

HCD is a process for designing products and services that respond directly to 
clients’ needs. It goes beyond typical market research to learn directly from clients 
in their own environments and test product ideas with immediate client feedback. 

The design process typically involves three steps:

1. Client observation and conversations: designers learn from clients 
by observing and recording what they do in real life (e.g., watching 
customers interact with a bank teller). 

2. Analysis and brainstorming: designers discuss their in-depth 
observations and brainstorm innovative design concepts, considering all 
ideas, no matter how unconventional. 

3. Prototyping and testing: A few design concepts are translated into 
simple prototypes that are tested with customers. As more feedback is 
gathered, the prototype is modified, responding quickly to client input. 

HCD requires more resources than typical market research, as designers must 
spend intensive time observing and talking to clients. However, experience has 
shown that the process is highly responsive to clients’ real lives, and it may lead to 
products that are better suited to clients’ needs.70

BOX 11. HUMAN-CENTERED DESIGN (HCD)

69 Guidance for standard 4e discusses mechanisms for complaint resolution. 
70  See CGAP’s Designing Customer-Centric Branchless Banking Offerings for more detail.

3A.2 MONITOR PRODUCT SUITABILITY

Understand client satisfaction

Collecting client satisfaction data is one specific type of market research. Your 
institution should use one or more methods for collecting satisfaction data, 
which could include a formal client satisfaction survey, client focus group 
discussions, or meetings between clients and employees to discuss client 
satisfaction (with the results of these conversations shared with managers). 

Collect satisfaction data on an ongoing basis or at least annually. Select a 
representative sample of clients to reduce bias. Remember that satisfaction is 
different from client complaints,69 and you should collect both types of data. 
In fact, the two can be complementary—for example, you can mine complaint 
data to better understand an area of low client satisfaction.

Regardless of the collection method you choose, client satisfaction data should 
investigate your institution’s ability to meet client needs, such as: reducing risks 

and coping with common emergencies, investing in economic opportunities, and 
addressing anticipated household needs. In order to investigate your institution’s 
ability to meet client needs, feedback from clients should address the following:
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https://www.cgap.org/sites/default/files/Customer%20Experience%20Toolkit.pdf
https://www.cgap.org/publications/customer-experience-toolkit
http://www.cgap.org/publications/how-poor-manage-their-money
http://www.microsave.net/resource/behavioural_insights_in_insurance
https://sptf.info/images/spm_practice_guide_english.pdf
https://sptf.info/images/spm_practice_guide_sp.pdf
https://www.microfinancegateway.org/sites/default/files/mfg-fr-outils-integrer-dimension-sociale-dans-gestion-performances-11-2008.pdf
http://www.cgap.org/sites/default/files/Brief-Designing-Customer-Centric-Branchless-Banking-Offerings-Dec-2013.pdf
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• Who is the actual user of the product, and what is the end use of 
services (e.g., business working capital, consumption smoothing, lump 
sums for asset building and life events);

• Overall satisfaction with the customer experience and value of the 
products; 

• Satisfaction with the convenience, safety, and reliability of delivery 
channels to access the services; 

• Satisfaction with the timeliness, ease of procedures, conditions, and 
guarantees to obtain the services;

• Satisfaction with the relationship with field officer and/or agent;
• Satisfaction with the adequateness of savings/loan/insurance services 

(amounts, costs, schedule flexibility) and with non-financial services; and
• Suggestions for product improvement.

Level of trust in the institution

Segment the above information by client characteristic. It would be unusual 
for all types of clients to experience your products similarly, and segmented 
satisfaction data uncovers ideas for how you could serve a particular client 
segment better. For example, your mobile banking interface might work well 
for younger clients but be entirely incomprehensible to older clients who did 
not grow up using mobile technology. If you did not segment your mobile 
banking users by a relevant characteristic such as age, you might trust that the 
“average” customer was well served by your current mobile interface. 

The results of client satisfaction surveys also allow your institution to determine 
whether products are used as expected. If there is a gap between how your 
products are designed to be used, and how they are actually used, then you are 
at risk of client exit, repayment problems, and/or not meeting your social goals. 

•  CGAP’s Customer Experience Workbook offers a sample customer 
satisfaction survey that guides the FSP through important factors to consider 
when conducting client satisfaction surveys, and it provides example questions 
about customers’ experiences at service locations.
•  Al Majmoua uses client satisfaction and client exit surveys to understand 
the client experience and make adjustments to products and services. This 
case study examines the technical aspects of the surveys, including sampling, 
training staff on survey use, and creating the questionnaires. Also available 
Spanish and French.
•  ASKI Philippines gathers client feedback on product features, non-financial 
services that complement microfinance, customer service, and how ASKI 
compares with key competitors. 

Analyze product usage

Product uptake refers to clients buying your product (e.g., purchasing insurance), 
signing up for a service (e.g., opting into SMS savings reminders), or entering into 
contract (e.g., opening a savings account). Product usage is different—it refers to 
actual transactions or interactions between the client and the products/services. 
The distinction is important, because many providers measure product success 
by uptake alone, measuring for example, the number of clients who purchase 
optional insurance or the number of savings accounts opened. Though uptake is 
an important measure of product suitability, product usage is a better indicator 
of how valuable your products are to clients.  

Monitor whether clients are using the products and services that they have 
purchased or signed up for—especially savings, insurance, and additional 
services designed to assist them in managing their finances. Low usage should 
prompt your institution to investigate the reasons that clients are not using the 
products over time.

https://www.cgap.org/sites/default/files/CX%20Workbook.pdf
http://customersguide.cgap.org/sites/default/files/resource/2016/09/Tool%209%20-%20Customer%20Satisfaction%20Survey.pdf
http://customersguide.cgap.org/sites/default/files/resource/2016/09/Tool%209%20-%20Customer%20Satisfaction%20Survey.pdf
https://sptf.info/dimension-3/standard-3a
https://sptf.info/images/sp fund_ al_majmoua_client_surveys_eng.pdf
https://sptf.info/images/sp_fund_al_majmoua_client_surveys_spanish.pdf
https://sptf.info/images/sp_fund_al_majmoua_client_surveys_french.pdf
http://www.microsave.net/files/pdf/BN_161_Developing_a_Tool_to_Measure_Client_Satisfaction_and_Protection.pdf
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Track client retention/exit

Client dormancy, cancellation, and exit are also good indicators of product 
appropriateness. Track client retention on a regular basis (at least annually) 
and by different segments (at least: client characteristics, products, 
branches/areas). Choose a retention formula,71 and use it consistently over 
time. Your institution should be able to use the information found in the 
MIS to calculate the client retention rate. However, first ensure that the 
MIS has a unique client identification system that allows the institution to 
distinguish between exit clients and clients who are simply resting between 
loans (and who eventually re-join), as well as any who have graduated to 
other institutions that offer larger loans. These important distinctions can 
affect the retention rate significantly.

As often as your institution calculates the retention rate, it should report the 
data to the board and senior management.72 Segmenting the data by branch, 
and even by loan officer, helps management focus their attention more 
precisely on problem areas. In addition to monitoring the rate for potential 
client and portfolio problems, the board and senior management should 
determine a level of client retention that they consider “unacceptable”—a 
level that prompts further action (e.g., interviews with clients to inquire about 
the problem; placing particular branches/managers on probation; offering 
emergency loans after a natural disaster).

One of the best ways to understand the reasons for client dormancy, drop-
out, and cancellation is to survey clients who have exited your institution, are 
dormant, or have canceled a benefit such as a voluntary insurance product. 
Choose survey questions that will provide management with information they 
can use to understand the reasons behind client exit, and take corrective action. 
Box 12 provides sample client exit survey questions and Box 13 demonstrates 
how exit data can be used to make operational and product adjustments.

Some providers chose to conduct exit surveys on a regular basis. Others have 
found that exit survey responses tend to be similar over time, so they conduct 
exit surveys on an annual basis and when they wish to investigate specific 
problem areas (e.g., low client attendance at group meetings). 

Finally, look for ways to augment survey data with other client information 
including portfolio and demographic information from your institution’s MIS 
and additional market research gathered from focus groups, client interviews, 
and other methods. Exit data alone may not be sufficient to make conclusive 
decisions, but combining exit survey findings with other information provides 
a more complete picture of the client experience.

71 The MIX social performance indicator for client retention uses the following formula to calculate client 
retention: Client retention rate = Active clients at the end of the period / (active clients at beginning of the 
period + new clients during the period). 
72 Guidance for standard 2b and standard 2c discusses management/board review of social performance data.

•  The Smart Campaign tool Collecting and Using Client Exit Data provides 
detailed guidance on creating and using an exit survey instrument. 
•  The SPTF's Learning from Exit Clients discusses how to collect and use exit 
client data. 
•  Grameen Foundation’s Deconstructing Drop-Out presents the results of 
interviews with drop out village banking clients, demonstrating the factors that 
contribute to drop out.   
•  CGAP's Business Challenges Booklet offers lists of “customer experience 
questions” that you can use to think through the experiences that lead clients 
to become dormant or exit your institution (see “Retention: Maintaining your 
customer relationships”).
•  M-CRIL’s Technical Note: Estimating Client Exit Rate suggests a working 
definition of “client drop out” and proposes a formula to calculate drop out 
from the simple records that most providers have.

http://www.themix.org/social-performance
http://smartcampaign.org/storage/documents/Tools_and_Resources/Collecting__Using_Exit_Data_2014_v1.0_EN.pdf
https://sptf.info/images/SPTF-Guidance-Note-Issue6-Learning-from-exit-clients.pdf
http://www.grameenfoundation.org/resource/deconstructing-drop-out-uncovering-reasons-behind-attrition-among-village-banking
http://www.cgap.org/sites/default/files/Business%20Challenges%20Booklet.pdf
http://www.m-cril.com/wp-content/uploads/2017/06/Technical-Note-1-Estimating-Client-Exit-Rate-2007.pdf
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• What is your most recent: loan size, savings deposit, on-time repayment/
late repayment, business type?

• How is your business doing now?
• During your most recent loan cycle, did you experience problems with: 

your loan officer; group members; business; family? 
• During your time with our institution did you have problems: 

understanding the terms and conditions of your product; making payments 
on time; getting the loan size you needed for your business? 

• Would you consider returning to our institution? If so, under what 
conditions?

• Do you have suggestions for how our institution can improve products; 
services; delivery channels; customer service?

• Are you currently using products/services from another financial 
institution?

• Would you recommend our institution to your friends or relatives?

BOX 12. EXAMPLE EXIT SURVEY QUESTIONS

Evaluate the use of technology

While technology such as mobile money may benefit clients through 
convenience and lower transaction costs, it is important to make sure the 
technology you employ is appropriate for your target clients. Use the same 
client-centered research methods discussed above, with a specific focus on 
client understanding of, and ability to use technology. For example, mobile 
money menus are often confusing to clients. They may have difficulty with 
the language or the number of steps required to complete a transaction. 
Observe how clients interact with the technology and explore ways to make 
it easier to use. 

Evaluate the value of insurance

It is often difficult for individual clients to assess the value of insurance, 
particularly if they do not have much prior experience with insurance or 
have never made a claim. Your institution has the responsibility to assess the 
overall usefulness of insurance. Record and analyze the data in Table 21 on a 
monthly or quarterly basis. The information should be available either from 
your system or that of the insurance provider.  

•  The Design Toolkit for Mobile Money describes how to use Human-
Centered Design to design a mobile money interface that works for low-
income clients. Though created for the Pakistani market, the principles of 
appropriate design apply more broadly.
•  CGAP’s blog series The Power of Smartphone Interfaces for Mobile 
Money includes a series of articles on the importance of interface design for 
client use and understanding of mobile money. 
•  Financial Services Apps in India reviews six smartphone apps currently 
available in India and highlights the design elements that are essential to client 
understanding. 

http://www.karandaaz.com.pk/toolkit/demo-tool-kit/
http://www.cgap.org/blog/series/power-smartphone-interfaces-mobile-money
http://www.cgap.org/blog/series/power-smartphone-interfaces-mobile-money
http://www.cgap.org/publications/financial-services-apps-india
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BOX 13. USING EXIT DATA TO INFORM PRODUCT DESIGN AND IMPROVE OPERATIONS73

RESEARCH 
QUESTION

FINDINGS MANGEMENT DECISIONS

What are the 
primary reasons 
for business failure 
among exit clients? 

• 35% of exit clients report some type of business failure as contributing to their exit. 

• The top three reasons provided are: 1) Needed additional capital and could not get it; 2) 
Sold goods on credit to customers and did not recover amount owed; 3) Profits were not 
reinvested in the business due to family needs.

• Over half of business failures occurred among “new” clients (tenure less than one year).

• Of clients reporting failure from selling on credit, over half also reported lack of knowledge 
about bookkeeping procedures.

Management will work to prevent exit due to business failure 
by:

• Investigating further the need for larger loan sizes;

• Providing financial education to small business owners, 
including the topics of selling on credit and bookkeeping; and

• Increasing monitoring of loan utilization among first-year 
clients.

Are loan 
repayment 
schedules 
problematic for 
clients?

• Of exit clients with unpaid loans, 85% mentioned problems with repayment.

• Of these, 70% reported difficulty paying on schedule.

• Of this group, the top two reasons provided were: 1) the business is seasonal but 
repayments are monthly, 2)  clients prioritized family expenses over on-time repayment.

• Data on loan use shows that at least 25% of exit clients used small business loans for 
agricultural activities.

Management will address the problem of exit due to 
repayment problems by:

• Increasing the time devoted to discussion of repayment 
schedules during client orientation;

• Improving staff training on how to match clients with the 
most appropriate loan product; and

• Developing a pilot agricultural loan product to test among 
rural clients.

Among clients who 
do not renew their 
insurance policy 
(exit), was the 
insurance policy 
well-understood? 

Data available from the MIS:

• Overall renewal rate on the insurance product is 37%.

• Of all non-renewal clients, 12% made a claim when their policy was active.

• Of these, 25% were denied.

Data available from the survey of exit insurance clients:

• 4% report they made a claim when their policy was active.

• 56% can recall receiving a verbal product explanation.

• 38% can recall receiving written product information.

• 75% exhibit low understanding of the product.

Management will work to increase the renewal rate of the 
insurance product by:

• Commissioning an external evaluation of client demand for 
different products;

• Monitoring how the product is explained to clients and what 
materials are made available to clients, and adjusting staff 
training accordingly; and

• Printing the institution’s customer service number on the 
insurance policy documents, with text encouraging clients 
to call if they have insurance questions.

STANDARD STANDARD 3A THE PROVIDER UNDERSTANDS THE NEEDS AND PREFERENCES OF DIFFERENT TYPES OF CLIENTS

73 Excerpt from the Smart Campaign’s Collecting and Using Client Exit Data, page 11

http://Collecting and Using Client Exit Data
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TABLE 21. INSURANCE DATA TO ASSESS PRODUCT VALUE74

RATIO HOW TO MEASURE IT WHAT IT TELLS YOU

Product uptake Number of new policies purchased in a time period
Client interest in the product and the success of your sales and marketing 
strategy. It is important to look at this number in the context of the renewal 
rate (below), as renewal is a better indicator of product value.

Incurred claims 
ratio

Claims/total (unsubsidized) premium collected by 
insurer

The average proportion of premium that is returned to the insured in the 
form of benefits. The higher the ratio, the more certain you can be that the 
product benefits clients.

Claims rejection 
ratio

Number of claims rejected/Number of claims in the 
sample

The proportion of claims that have been disqualified for benefit payment, for 
any reason. If this ratio is high, it can indicate that clients do not understand 
the product and/or that it does not cover scenarios that are common to your 
target clients—i.e., too many exclusions.

Renewal rate75 Number of renewals/Number of potential renewals76

The value of the product as perceived by the client. It applies specifically to 
term products (products with a fixed term of coverage such as one year). If 
the client is satisfied with the quality of the product and the services, and the 
product is well-adapted in terms of client capacity to pay, they are more likely 
to renew.

Coverage ratio Number of active insured clients/Target market77 
How difficult the product is to sell; how easily clients understand the product 
and desire to buy it.

Promptness of 
claims settlement 
ratio

The percentage of claims paid within each of the 
following intervals: 0-7 days; 8 to 30 days; 31 to 90 
days; more than 90 days

How quickly client claims are settled. Insurance should provide cash during 
clients’ time of need. If claims are not settled quickly, the product will not be 
as valuable for clients.  

Complaints ratio
Number of complaints registered/Total number of 
policies

Overall client satisfaction levels, as well as the ease with which clients can 
submit a complaint. If this number is too low, it is likely that clients do not 
know how to submit a complaint, or it is too difficult. Couple this indicator 
with client satisfaction data for a more complete picture of clients’ experience 
with insurance.

Reasons for lapses 
in coverage

Data from client interviews on reasons for non-
renewal. Gather this data on a sample of lapsed 
clients. 

Understand whether there are problems with the product that lead to clients 
dropping the product, and whether product changes could improve uptake 
and renewal.

Reasons for 
rejections of 
claims

Data from rejections database. This data should be 
recorded and analyzed by either the insurer or your 
institution.

Understand gaps in customer knowledge and gaps in coverage. Claim 
rejection generally decreases as customer understanding of coverage 
increases.

Demographics of 
those covered

Demographic data related to your target clients (e.g., 
gender, age, location, business type).

Compare demographic data to your targets to understand whether you are 
reaching your target clients.
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74 Much of the information in 
this table comes from Social 
Performance Indicators for 
Microinsurance: A Handbook for 
Microinsurance Practitioners. 
75Use a pre-identified time frame 
(usually one year) or a random 
sample. 
76 The number of potential 
renewals is the number of clients 
that could have renewed their 
coverage. This number excludes 
those who become ineligible due 
to old age, death, or due to other 
reasons that result in ineligibility 
during the period in question.
77 Your social strategy should 
define your target market (see 
Essential Practice 1A.2). Estimate 
the number of potential clients in 
your target market, using market 
information.

•  Social performance 
indicators for 
Microinsurance: 
A handbook for 
Microinsurance 
Practitioners describes 
the ratios found in Table 
21, and it discusses how to 
analyze each ratio, in order 
to improve the value of 
microinsurance for clients. 
Also available in Spanish 
and French.

http://www.microinsurancecentre.org/resources/documents/operations/managing-performance-kpis/social-performance-indicators-for-microinsurance-a-handbook-for-microinsurance-practitioners.html
http://www.microinsurancecentre.org/resources/documents/operations/managing-performance-kpis/social-performance-indicators-for-microinsurance-a-handbook-for-microinsurance-practitioners.html
http://www.microinsurancecentre.org/resources/documents/operations/managing-performance-kpis/social-performance-indicators-for-microinsurance-a-handbook-for-microinsurance-practitioners.html
http://www.microinsurancecentre.org/resources/documents/operations/managing-performance-kpis/social-performance-indicators-for-microinsurance-a-handbook-for-microinsurance-practitioners.html
http://www.microinsurancecentre.org/resources/documents/operations/managing-performance-kpis/social-performance-indicators-for-microinsurance-a-handbook-for-microinsurance-practitioners.html
http://www.microinsurancecentre.org/resources/documents/operations/managing-performance-kpis/social-performance-indicators-for-microinsurance-a-handbook-for-microinsurance-practitioners.html
http://www.microinsurancecentre.org/resources/documents/operations/managing-performance-kpis/social-performance-indicators-for-microinsurance-a-handbook-for-microinsurance-practitioners.html
http://www.microinsurancecentre.org/resources/documents/operations/managing-performance-kpis/social-performance-indicators-for-microinsurance-a-handbook-for-microinsurance-practitioners.html
http://www.microinsurancecentre.org/resources/documents/operations/managing-performance-kpis/social-performance-indicators-for-microinsurance-a-handbook-for-microinsurance-practitioners.html
http://www.microinsurancecentre.org/resources/documents/operations/managing-performance-kpis/social-performance-indicators-for-microinsurance-a-handbook-for-microinsurance-practitioners.html
http://www.microinsurancenetwork.org/sites/default/files/KPI_MI_Handbook_v2_SP_1.pdf
http://www.ungana.org/IMG/pdf/Ungana_1343_-_Annexe_2_-_Note_de_synth.pdf
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STANDARD 

In the past, Ujjivan (India) found it challenging to collect accurate client 
satisfaction data. Customers declined to fill out client satisfaction surveys or 
to use the customer help line.  If they were unhappy, clients would simply 
leave the FSP. When personally interviewed, they did not want to criticize or 
complain, unless a loan was disbursed late.
Ujjivan’s solution was to place a customer care representative in each 
branch. The representative talks with customers in-person to determine 
any issues and perform exit interviews if a customer leaves. At least once a 
year, representatives hold customer meetings with each group leader to get 
feedback on products and services and to determine which client needs are 
not being addressed. 
To keep its customer connection strong, all senior managers must attend a 
meeting with customers three to four times per year. Managers complete 
a meeting checklist that captures client feedback on products, operations, 
services, and grievances—all of which is reviewed by a Service Quality team. 
Ujjivan leaders are confident that the relationship among management, staff, 
and customers will grow stronger, allowing the FSP to get more accurate, 
straightforward feedback from clients.

FIELD EXAMPLE 29. UJJIVAN COLLECTS 
SATISFACTION DATA FACE-TO-FACE
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