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The Smart Campaign… 

…represents a global, industry-wide effort on 

client protection  

…has an international steering committee 

…collaborates with the Social Performance Task 

Force (SPTF), MIX Market Social Reporting, 

MF Rating Agencies, SEEP, MFTransparency 

etc,  

…is housed at the Center for Financial Inclusion 

at Accion International 



Client protection: 3 Pillars 

Regulation for 

client protection 

and supervision 

RESPONSIBLE 

FINANCE 

Healthy Client Protection 

Ecosystem  

Financial 

education and 

capability 

Standards and 

codes of conduct 

for the industry 



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 

 

Client Protection Principles  



2016-2019  Africa Program 

The Smart Campaign, with support from MasterCard Foundation 

will continue its work in the region with a focus on market level 

change in Uganda, Nigeria, Ghana, Rwanda, and Benin. 

 

There are four primary activity areas: 

  

 
Deepen regulatory 

know-how  
 

Research: digital 

financial services, 

agent banking 
 

Convenings: 

trainings, and 

workshops 
 

Elevate clients’ 

voice 
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Client Voices Research (2015)  



Key Findings from Client Voices 1.0   

1. Clients have a voice and want to express their opinion 

2. Clients face different issues in developed markets vs. 

developing markets  

3. There is a need for authentic transparency  

4. Shaming of clients causes lasting pain and suffering  

5. Credit bureaus, important but misunderstood  

6. Clients don’t know about (or believe in) recourse 

mechanisms  

 

My Turn to Speak: Voices of Microfinance Clients in Benin, Pakistan, Peru & Georgia  



#3 Need for Authentic Transparency  

My Turn to Speak: Voices of Microfinance Clients in Benin, Pakistan, Peru & Georgia  
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#5 Inadequate understanding of credit 

bureaus 



# 6 Clients don’t know about (or believe in) 

recourse mechanisms  
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“ “It is so expensive to complain, 
then sometimes it has no use.” – 

Woman,Telavi, Georgia 
 

“If you go to complain to [the MFP] 
office, or elsewhere, you won’t 

get another loan.”  
– Man, Parakou, Benin 

 





What happened next?  

• Peru: Regulators in Peru launched a 

credit bureau awareness Campaign  

• Pakistan Microfinance Network 

worked closely with members on 

identified issues and conducted 

further research  

• Parliamentary hearings and industry 

discussions in Georgia  

• The Benin National Microfinance 

Authority integrates Client Protection 

Principles into its supervision 

inspections  
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Collect/ Analyze/ Generate insights:  

 

• Qualitative and quantitative research  

• Focus groups  

• Surveys 

• Client Visits 

• Interactive Voice Response (IVR) 

How to listen to clients 



 How are you currently listening to clients? 

Audience Insight 
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Key Research Questions  

 

• What do clients view as their most important worries and most negative 

experiences in dealing with DFS providers? 

 

• How common are experiences of consumer protection problems within 

digital financial service? 

 

• What attributes are most important to DFS clients in determining a 

positive customer experience? 

 

• How do these priorities compare to assumptions the industry has made 

about what clients want, and what they should be protected from? 

 

Client Voices 2.0 



Uses of Mobile Money 



Directing Complaints 



Network Reliability 
How often do you have issues with the network or service being 
unavailable right when you are transacting over Mobile Money or when 
you would like to do so? 



Agent Interaction 



Mobile Money Fraud 



Trust in Mobile Money 



Thank you! 

Murakoze! 
 

Carmen Paraison 

Analyst, Africa 

 

cparaison@accion.org 

 

 

 



Panel Discussion 

Bernard Nsengiyumva, 
Principal Analyst, 
National Bank of 

Rwanda  

James Kwezi, Digital 
Financial Services Project 
Officer, Access to Finance 

Rwanda (AFR) 

Damien Ndizeye, 
Executive Director, 

ADECOR 

Carmen Paraison, 
Analyst, Africa, Smart 

Campaign 

Straton Habyalimana, 
Senior Program 
Manager, SEEP 

Network 


