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Why Outcomes Management ? 

Making the Case for Outcomes Management,  
SPTF Outcomes Working Group  

We use the term outcomes management to emphasise that 
this is part of an organisational process with a feedback loop to 
ensure that the information collected is relevant for the FSP 
and useful not only for reporting to external stakeholders but 
also for strategic decision-making.  
 
Once it identifies which data to measure, the FSP must set up 
systems to collect the data, both accurately and at an 
appropriate frequency, to store this data, and to combine data 
collection with regular analysis and communication of the 
results to decision makers so they can act on it. 



Work of the SPTF 
SPTF Outcomes Working Group Publications 



10 Steps for Outcome Management 

Guidelines on Outcomes Management for Financial Service Providers, 
SPTF Outcomes Working Group  



Outcomes Indicators 

Key Themes 
• Business Outcomes 
•  Poverty/Assets/Housing Outcomes 
• Resilience and Vulnerability Outcomes 
• Health Outcomes 



Outcomes Indicators 



Opportunity SPM Strategy 

•  40 partners, 20 developing countries, 4.7m loan clients 
•  Promoting best practices in SPM: 
▫  Client protection, Smart Certification, USSPM 
▫  Managing client outreach and outcomes  (PPI + other) 
▫  Using social data in our internal decision making 

•  Reporting and transparency (SPI4 reporting tool completed 
quarterly by 25 partners) 



What we’ll cover 

•  Introduction 
•  Your views on outcomes measurement  
• Case Studies on outcomes measurement  
▫  Friendship Bridge 
▫  Grameen Foundation 

•  Panel discussion on outcomes measurement 
•  Your questions  
• Where to go next  



Your Views  

1.  What priority does your organisation give to 
outcomes management?  

 Scale of 1-5. 1 is highest priority, 5 lowest.  
2.  How many of you are collecting outcomes 

data? 
3.  How many of you are reporting outcomes 

data? 
4.  How many of you are actively managing 

outcomes? 





Mission	
Crea+ng	opportuni+es	that	empower	Guatemalan	

women	to	build	a	be7er	life	
	

Vision	
Empowered	women	choosing	their	own	path	

	



Theory of Change 



Learnings 

1.  Use of outcomes data makes business sense 
2.  Expanded offering of products and services 
3.  Created Client Continuum strategy 
4.  Build commitment to social objectives 
5.  Measures need to be effective, highly aligned 

with the theory of change and have sufficient 
time  





Grameen Foundation  

Mission	
Grameen	Founda+on	India’s	mission	is	to	enable	the	
poor,	especially	women,	to	create	a	world	without	

poverty	and	hunger	
	



About GFI’s data initiatives around 
outcomes measurement: 
•  Triggered by DFID UK 

and SIDBI driven PSIG 
program in India 

•  Collection of large 
datasets for 
benchmarking, 
institutionalization and 
decision making 
purposes 

•  PSIG’s push for holistic 
MF services in low 
income states in India to 
boost Financial Inclusion 

25-30 Microfinance Institutions 
29,900 MF clients 

Poverty 
Benchmarking 

Capacity Building+ 
Institutionalization 

Outcomes 
measurement: 

Baseline 



Approach to the project: 

•  Project design included taking sign off from the donor on 
the outcome areas for the baseline 

•  Approached SPTF for their guidelines on outcome 
indicators 

•  Created survey instrument with the expanded set of 
outcome indicators 

•  Sought buy-in from the participating MFIs 
•  Created a sampling framework for the project 
•  External data collection agency hired and trained for the 

exercise 
•  Extensive third party audit put into place with well defined 

thresholds for tolerance 
•  Data collected on tabs and real time access to synced data 



Using data to map client ecosystem: 

Opinion Leaders – for 
any new financial 
product & services 

Financial Literacy – 
Training – Who does it? 

Availing the loan – 
Decision making 

Loan Usage – Decision 
making 

Loan Repayment – Who 
manages the 
transactions? 

Mode adopted for Loan 
Repayment 

Loan Repayment – 
Stress – Confidence of 
repayment, Argument 

with Spouse, food 
security 

Financial well being- 
savings, coping with 
emergencies, asset 

ownership 

Social well being- 
education, health, water 
and sanitation facilities 

 

Trigger Access Trigger transactional 
behavior 

A B C Outcomes of 
A and B 



Creating a storyline from outcomes data: 

88% seek opinions from 
male members; 53% from 
female HH members; 53% 

from FLWs 

92% have had some 
training on financial 

literacy 

62% of women surveyed 
decided to take the loan on 

their own 

64% of women surveyed 
did not decide utilization 

of loan  

54% of those surveyed, 
male members managed 

transactions 

77% repay at center and 
18% visit branches 

85% confident about 
repaying;8% of clients 

reported to have argued 
with spouses; 13.5% 

compromised on nutrition 
in the past year 

82% reported having cash 
savings; 36% had to 

borrow for emergencies;
41% have access to 

insurance 

61% have access to toilets 
and 33% use water 

cleaning methods; 25% 
practice open defecation 

4% of women own the 
houses they live in; 91% of 

households receive 
electricity; 39% HHs use 
firewood and chips for 

cooking 

64% women need 
permission to leave HH 
premises; 10%  feel OK 
about wife beating; 7% 

attend community 
meetings 

59% feel hopeful about 
future; 35% somewhat 

hopeful 

Trigger Access Trigger transactional 
behavior 

A B C Outcomes of 
A and B 



Context within which the data rests: 

•  Important to use data to create 
context within which outcomes data 
is being viewed 

•  Important to also segment outcomes 
data by factors that may influence 
behaviors- access, uptake, usage, 
adoption 

 



Theory of Change- Donor perspective: 
•  The project involves different entity types with varied missions, objectives 

and vision 
•  Data from the project to be used to inform customized Theories of Change 

for each of the 23 MFI partners who participated in the study 

130 contextual and 
outcome indicators 

•  What data is interesting for 
you to capture? 

•  What outcomes do you 
expect from your 
operations? 

•  Creating a Theory of Change 
•  Committing to 

implementing data 
collection 

Customized 
Implementation plan 



Panel Discussion 



Please find someone in the room and find out: 
1.  How far did they travel to get here? 
2.  Where are they in outcomes management? 
3.  What is the biggest challenge they face in 

outcomes management? – we will ask you 
to write up challenges on the sheets 
provided  



Question & Answer 



Wrap Up and Where Next? 

•  Guidelines on Outcomes Management for FSPs 

•  “Making the Case” for Outcomes Management  
https://sptf.info/working-groups/outcomes 

•  Friendship Bridge will publish results of the 
indicator pilot testing in Q3 2017.  

•  Grameen will publish initial results of the DFID/
SIDBI project by end-August.  



Appendix 



Principles of Outcome Management 
From: Guidelines on Outcomes Management for Financial Service Providers, 
SPTF Outcomes Working Group  



Primary Uses of Outcomes Management 

Making the Case for Outcomes Management to Financial Service Providers 
(FSPs), SPTF Outcomes Working Group 



SPTF Resources 
•  USSPM Implementation Guide  
    http://sptf.info/universal-standards-for-spm/the-implementation-
guide 
 
•  SPM Resource Center 
    http://sptf.info/resources/resource-center  
 
•  TA Provider Database  
    http://sptf.info/resources/find-a-ta-provider 
 
•  SPTF Newsletter and Spotlight  
    http://sptf.info/about-us/sptf-news 



Work of the Social Performance Task Force 

•  Developing and promoting best 
practices:  Universal Standards 
for SPM 

•  Providing Tools and Support   
•  Working with the sector 
▫  Working Groups 
▫  Online Trainings 
▫  SPTF Annual Meeting   



Opportunity Social Indicators 
Client 

Outreach 

• No. of active 
clients 

• % of clients 
living below 
$2.5/ day 

• % of clients 
living below 
$1.25/day 

• % of clients 
financially 
excluded 

• % of clients in 
vulnerable 
groups (rural, 
women, lower 
castes, disabled, 
etc…) 

• Change in 
poverty levels 

• No. of jobs 
created 

• Access to health 
services 

• Access to 
drinking water & 
sanitation 
facilities 

• Change in 
Vulnerability 

• Change in 
decision 
participation 
(household and 
community level) 

• School 
participation 

Client 
Transformation 

Economic 

Personal 

Social 

Spiritual • Change in 
spiritual freedom 



Friendship Bridge Social 
Indicators 


