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The purpose of this report is to present the social impact 

of the portfolio companies of Danish Microfinance Part-

ners K/S (DMP or the Fund) in 2016/2017. The report is 

based on the social impact reporting provided by the 

portfolio companies to the Fund and information pro-

vided through board participation. 

DMP is structured as a private equity fund and was 

established in October 2010. The Fund is managed by 

Maj Invest Equity A/S. The investors are IFU together 

with pension funds administered by PKA A/S and Pen-

sionskassen for Børne- og Ungdomspædagoger (PBU). 

Investment strategy 

Danish Microfinance Partners K/S is a closed-end pri-

vate equity fund investing directly in top tier financial 

institutions providing micro- and SME financial ser-

vices in Latin America, Asia and Africa. Through direct 

equity investments, the Fund acquires significant mi-

nority positions with board representation in the finan-

cial institutions together with trusted investment part-

ners. The Fund invests in top tier financial institutions 

of the sector, with a medium to large size loan portfolio 

of minimum USD 100 million. The target financial in-

stitutions must be mature and well-established, with ad-

vanced and efficient operational infrastructure, strong 

governance, highly qualified management, experien-

ced co-investment partners and attractive growth po-

tential. The targets must have the capability to bene-

fit from the growing sector, to become regulated banks 

through organic growth or consolidation, to reach a ROE 

of 20 per cent or higher and have a strong exit strategy 

for the Fund.

The microfinance sector

The financial inclusion market is of significant mag-

nitude and presents an attractive investment opportu-

nity. Companies in this sector provide financial ser-

vices to clients above extreme poverty levels, but below 

the middle class as well as to micro, small and medium 

sized enterprises (MSMEs). The Fund seeks to generate 

above market returns by investing in the financial infra-

structure and microfinance banking sector in develo-

ping markets such as Latin America, Asia and Africa.

Globally, financial inclusion is an ample and growing 

market. It is estimated that 2.3 billion people are un-

banked with no access to accounts, savings or payment 

mechanisms. Over 200 million MSMEs in developing 

economies are unserved or underserved, suffering a fi-

nancing gap of USD 2.1-2.6 trillion. In 2017, financial in-

stitutions in this market had a loan portfolio of USD 87 

billion and attended 111 million clients and grew at 10 

per cent and 16 per cent, respectively. In its Market Out-

look 2016, Zurich-based responsAbility estimated that 

the global microfinance market grew at 10-15 per cent, 

showing a stronger pace for Asia Pacific (30 per cent, 

mainly in India and Cambodia) and Sub  Saharan Africa 

(15-20 per cent on the back of low penetration levels) 

than for Latin America (5-10 per cent, given its mature 

market status). Albeit this fast growth pace, the ratio of 

private credit to GDP in countries with large microfi-

nance markets hovers around 40 per cent, whereas in 

INTRODUCTION
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developed countries this ratio is well above 100 per cent. 

There are vast opportunities for growth as evidenced by 

a pervasive financial exclusion landscape .

As a market grows, there is pressing need for new con-

ducive regulation, products, technologies and invest-

ments. According to the EIU Global Microscope 2016, 

four countries, out of 55, top the list for their favourable 

regulatory environment for financial inclusion: Colom-

bia, Peru, India and the Philippines. India’s addition to 

the top four is the result of its government’s efforts to 

provide wider access to its large unbanked population. 

Technology usage, such as e-payments or mobile mo-

ney, are expanding quite rapidly in India and Bolivia. 

Both countries show the highest scores on e-payments 

in the EIU report. Kenya takes the lead on mobile phone 

usage to receive money remittances with 67 per cent of 

the population using such means. Other developments, 

such as branchless banking or peer  to-peer lending are 

becoming more mainstream. In China alone, as of mid-

2016, a local paper reported the existence of 2,349 on-

line lenders with outstanding loans of USD 93 billion.

As a large and, to a point, unattended market keeps gro-

wing, sector participants need significant sums of ca-

pital to close the financial inclusion gap. Symbiotics, a 

financial intermediary, estimates that the private sec-

tor has invested around USD 11 billion in microfinance 

assets as of 2015. As structural changes take place, even 

more capital is needed. For instance, in March 2016, 

Cambodia increased the minimum capital requirements 

for deposit-taking MFls from USD 2 .5 million to USD 30 

million. In mature microfinance markets, such as Co-

lombia and Peru, equity positions owned by entities with 

no commercial focus, will seek to exit as their develop-

mental role comes to an end. These shifts have trans-

lated into average equity transaction tickets growing 

from USD 2-5 million to USD 15-20 million. The finan-

cial infrastructure and microfinance banking market 

presents an unparalleled investment opportunity. The 

imbalances between the size of the population deman-

ding these services and the small, albeit growing, cur-

rent offering, creates significant prospects for capital 

deployment. Moreover, the technological and regulatory 

advances in the countries where the Fund invests opens 

the possibility for operating efficiencies, value creation 

opportunities and demand of equity investments lea-

ding to outsized returns upon exit.

Social impact strategy

The Fund advocates the protection of social sustainabi-

lity to promote corporate social responsibility. In order 

to maximise positive social impact and minimise any 

such negative impact of the operations and of the inve-

stee companies, it is the Fund’s objective to be in com-

pliance with the International Finance Corporation’s 

(IFC’s) Policy on Social and Environmental Sustaina-

bility. The CSR Policy of the Fund considers the pro-

visos laid down in IFC’s Microfinance Exclusion List, 

Anti-Money Laundering Requirements, Anti-Corruption 

Guidelines and CGAP Client Protection Principles with 

the purpose of keeping track of activities of its investee 

microfinance institutions in identifying, assessing and 

managing social and environmental risks at the ground 

level. Through earnest implementation of the CSR Po-

licy, DMP strives to achieve its vision of generating a 

double bottom line return for its investors.

Maj Invest group

Maj Invest is a spin-off of the Danish pension fund LD 

(Lønmodtagernes Dyrtidsfond) and was independently 

established in 2005. Maj Invest has two core business 

activities: asset management and private equity. Maj 

Invest Asset Management provides advisory services 

on asset allocation and investment management in 

respect of listed equities, and Maj Invest Equity provides 

investment advisory services to private equity funds 

investing in unlisted equities in Denmark and abroad.  

In 2015, Maj Bank was established. 

In 2009, Maj Invest Equity International was established 

as a business activity of Maj Invest. Maj Invest Equity 

International provides investment advisory services to 

four private equity funds: Danish Microfinance Part-

ners K/S, Maj Invest Financial Inclusion Fund II K/S, 

Maj Invest Equity Vietnam I K/S and Maj Invest Equity 

Southeast Asia II K/S.



China, 
Microcred

India, 
Aavishkaar

Madagascar, Microcred

El Salvador, Próspero

Ecuador, Próspero

Peru, Credinka
Bolivia, 
BancoSol & Próspero

Senegal, Microcred
Nigeria, Microcred

Mali, Microcred

Ivory Coast, 
Microcred

Tunisia, Microcred

Zimbabwe, 
Microcred

Honduras, Próspero Burkina Faso, Microcred
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By June 2017, Danish Microfinance Partners K/S had 

five direct and indirect investments in Banco Solida-

rio, Credinka, Microcred Holding, Aavishkaar Goodwell 

and Próspero Microfinanzas Fund. The Indian micro-

finance institution Satin Creditcare was exited in July 

2016. As such, the Fund reaches out to clients in Latin 

America, Asia and Africa. 

In 2015, the United Nations launched the Sustainable 

Development Goals 2030 (SDGs) with the objective 

and goal to secure a sustainable economic, social and 

environmental development. The goals are to stimulate 

action during the next 15 years through 17 goals and 169 

targets. As part of the Fund’s further development in line 

with the sustainable development agenda, this year’s 

social impact report maps the initiatives of the portfolio 

companies according to relevant SDGs. 

The mapping of the results and initiatives of the portfo-

lio companies against the SDGs showed that the Fund’s 

results contribute to the implementation of four su-

stainable development goals. 

RESULTS AND CONCLUSION
These goals are: SDG 1 No Poverty; SDG 5 Gender Equa-

lity; SDG 6 Clean Water and Sanitation; and SDG 7 Affor-

dable and Clean Energy.

The Fund only invests in portfolio companies which ad-

here to internationally recognised social impact stan-

dards and client protection principles. 

All of the portfolio companies have either 
endorsed or been certified by the Smart 
Campaign and the Client Protection Prin-
ciples.

Further, the portfolio companies follow internal exclu-

sion and anti-money laundering  policies based on in-

ternational standards and local legislation.

The Fund’s reporting is based on six social indicators. 

The selection of these indicators is based on the Client 

Protection Principles of the Smart Campaign, the Uni-

versal Standards for Social Performance Management of 

the Social Performance Task Force and indicators used 

by social performance rating agencies.  
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The six indicators are:

1. Outreach

2. Prevention of over-indebtedness

3. Interest rates and responsible pricing

4. Product mix and range of service

5. Community development

6. Employment

Outreach
 

Outreach is a vital factor of social impact. The outreach 

indicator is constituted by a series of subindicators such 

as the number of clients, percentage of female clients,  

number of branches, the total loan and savings portfo-

lio and the portfolio at risk. On the next pages, an over-

view of the total outreach results is presented.  

Prevention of over-indebtedness

The companies have implemented extensive procedures 

on determining the risk level of their clients. The use of 

credit registers is widely integrated in the loan granting 

process and interviews with the spouse, gurantors and 

even neighbours are carried out prior to granting a loan. 

Additionally, some companies carry out tests to deter-

mine if clients have understood the loan terms. Through 

the endorsement or certification of the Smart Campaign, 

the portfolio companies have committed to ensure in all 

the credit processes that clients have the ability to pay 

back and not become overindebted. 

In general, prices, terms and conditions are displayed in 

the branches, detailed in leaflets and explained to cli-

ents prior to loan granting. 

Interest rates and reasonable pricing

The interest rates range between 12.8 per cent p.a. and 

37.1 per cent p.a. depending on the country and loan 

type. Only some of Microcred’s institutions in countries 

without caps have higher interest rates. The level of in-

terest rates is in line with the market and less expensive 

than most competitors. The rates may seem high, but 

the cost of distribution, capital and risk is significant in 

many of the countries in which the Fund invests. Loans 

are always in local currencies which sometimes is asso-

ciated with a high level of inflation, and usually the loan 

amounts are small with short tenure. In all cases, the fi-

nancial institutions of the portfolio engaged in lending 

represent a much cheaper and safer option than the tra-

ditional black market loan sharks.

Product mix and range of service

The portfolio companies offer a wide variety of services. 

In addition to the various credit types, they offer savings 

accounts, insurance, money transfers, credit cards, fi-

nancial education, mobile branches and small branch 

outlets. This is in line with the principle of the Smart 

Campaign on having an appropriate and relevant pro-

duct portfolio.

Community development

Along with financial services, the portfolio companies 

have extensive focus on developing and reaching out to 

their surrounding communities by providing both cli-

ents and non-clients with non-financial services. Focus 

is in particular on the empowerment of women, finan-

cial literacy and education and the provision of energy   

sources and access to clean water. 

In Africa, close to 35,000 homes and 
210,000 people have been provided with 
solar lamps through Microcred’s Bao-
bab+ programme. 

In Bolivia, more than 18,000 school children have bene-

fitted from BancoSol’s financial education programme. 

Via Aavishkaar Goodwell in India, 20,000 women have 

benefitted from Utkarsh’s financial literacy and women 

empowermen programmes, and nearly 4,000 people 

have participated in Arohan’s health camps, commer-

cial and IT training as well as benefitted from emer-

gency aid. 



2.9%
PAR>30*

Loan portfolio

3,093
USDm

5.5 million
clients

TOTAL OUTREACH

* Average is excl. Satin Creditcare.



2,500
Branches

Like Comment ShareLike Comment ShareLike Comment Share

Savings

1,380
USDm

63%
Female clients
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Employment

The portfolio companies create many jobs in their re-

spective countries and employ close to 20,000 people 

all together. The different initiatives for the employees 

vary from company to company but encompass policies 

on social and environmental practices, discrimination, 

compensation and medical care.

Investing in financial infrastructure in Latin America, 

Africa and Asia is a sound contribution to financial in-

clusion  of the poorest part of the population and can 

be a significant contribution to the prosperity of each 

individual and to the economic development of the de-

veloping countries in these regions. However, micro-

finance must be accompanied by other initiatives to 

alleviate poverty, including a stable political and eco-

Copenhagen, 8 June 2017

Kasper Svarrer

Managing Partner,

Financial Infrastructure

Maj Invest Equity A/S

David Paradiso

Partner,

Financial Infrastructure

Maj Invest South America S.A.

Regitze Makwarth Olsen

Manager - Sustainability Manager,

Equity International

Maj Invest Equity A/S

nomic environment together with investments in in-

frastructure, education and health, and other impor-

tant sectors. 

As such financial inclusion is not a gua-
rantee for prosperity for everyone with 
access to financial services, but it crea-
tes an important opportunity for each in-
dividual. 

It contributes to the financial infrastructure of develo-

ping countries to the benefit of the long-term social and 

economic growth. 

More information on the national and international 

standards mentioned in this report can be found in 

Appendix 2. 



The Urubamba Valley, also known as 

the Sacred Valley, in Peru. 
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closely linked to the social focus areas of the investments 

in Danish Microfinance Partners. Businesses are encou-

raged to contribute to a sustainable development through 

investments, among other things. As part of the Fund’s 

contribution, Danish Microfinance Partners has in this 

year’s social impact report begun to map the social im-

pact indicators of the Fund against the SDGs. 

THE SUSTAINABLE DEVELOPMENT GOALS 2030
In 2015, the UN launched the Sustainable Development  

Goals 2030 (SDGs) defining worldwide sustainable de-

velopment priorities. 17 goals including 169 targets have 

been established and are set out to stimulate actions du-

ring the next fifteen years. The goals are centered around 

the three dimensions of a sustainable development: eco-

nomic, social and environmental. Some of the goals are 

Sustainable Development Goal 1 

End poverty in all its forms everywhere.

Target 1.2: By 2030, reduce at least by half the proportion 

of men, women and children of all ages living in poverty in 

all its dimensions according to national definitions.

Target 1.4: By 2030, ensure that all men and women, in 

particular the poor and the vulnerable, have equal rights 

to economic resources, as well as access to basic services, 

ownership and control over land and other forms of pro-

perty, inheritance, natural resources, appropriate new 

technology and financial services, including microfi-

nance.

DMP contributes to these targets through all the Fund’s 

investments. The financial institutions provide small 

loans to people in the low income group in Latin Ame-

rica, Asia and Africa. Microfinance is not the silver bul-

let to end poverty, but it creates an opportunity for each 

individual to prosper and to get out of poverty. All to-

gether, the companies reach out to more than 5.5 million 

clients across 15 countries. As such, the Fund contri-

butes to creating easy access to financial services for all.

Sustainable Development Goal 5

Achieve gender equality and empower all women and 

girls.

On average 63 per cent of the clients are female, ranging 

between 45 and 99 per cent. Both Arohan, a portfolio 

company of the Aavishkaar Goodwell Fund, Credinka  

and Satin Creditcare have developed specific produ-

cts exclusively for women living in rural areas. In Sa-

tin Creditcare, nearly all clients are female. This gre-

atly contributes to the empowerment and independence 

of these women. 
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Sustainable Development Goal 6 

Ensure availability and sustainable management of wa-

ter and sanitation for all. 

Target 6.1: By 2030, achieve access to safe and affordable 

drinking water for all. 

The Fund contributes to this target through the invest-

ment in Microcred. Microcred has become the official 

distributor of the LifeStraw® in Senegal and the Ivory 

Coast through its Baobab+ programme. The LifeStraw® 

filters 99.99% of all bacteria and turns contaminated 

water into clean drinking water. Depending on the pro-

duct, each LifeStraw can filter up to 100,000 liters of 

water. The straw and other products can be bought in 

Microcred branches. Through the distribution of the 

LifeStraw®, Microcred significantly contributes to the 

mission of creating access to safe and affordable wa-

ter to all. 

In large parts of the areas in India in which Satin ope-

rates, safe and clean water and sanitation facilities are 

not available. To accomodate this issue, Satin Credit-

care has introduced a loan product for the establish-

ment of water and sanitation facilities. This loan type 

enables clients to improve their household significan-

tly and will in general also contribute to the health and 

safety not only of the clients, but also of other parts of 

the population. More than 300 loans have been disbur-

sed since the product was launched.

Sustainable Development Goal 7

Ensure access to affordable, reliable, sustainable and mo-

dern energy for all. 

Target 7.1: By 2030, ensure universal access to affordable, 

reliable and modern energy services.

Target 7.2: By 2030, increase substantially the share of re-

newable energy in the global energy mix. 

According to Microcred, two thirds of the African po-

pulation does not have appropriate access to electri-

city. The Baobab+ programme addresses this issue by 

making affordable modern solar lamps and domestic so-

lar systems available to everyone. The distribution of so-

lar lamps also contributes to the increase of the share of 

renewable energy. Solar products are available through 

Microcred’s branches and in Baobab+ stores. Since the 

launch of the programme in 2015, 35,000 homes have 

been equipped with solar solutions, and 210,000 thou-

sand people have benefitted from the programme. The 

lamps improve the people’s lives significantly and pro-

long the activity hours of the population enabling them 

to cook, study and work beyond the hours of daylight. As 

part of its social strategy, the Baobab+ programme has 

donated solar lamps to rural schools enabling the school 

children to study at home after nightfall. 

Satin Creditcare has developed a solar lamp loan pro-

duct. With the granting of this loan, clients that do not 

otherwise have access to lighting sources or use kero-

sene  lamps are able to afford sustainable energy. So far, 

more than 200,000 solar loans have been granted.  
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ABOUT

In February 1992 BancoSol was established with a cli-

ent base of 22,000 borrowers and a portfolio of USD 5.2 

million. At that time, there were only few institutions 

in Bolivia focusing on the development of the micro 

enterprise sector, and after a couple of years BancoSol 

more or less had a monopoly in the granting of loans to 

micro entrepreneurs. Today, BancoSol has become one 

of the main financial entities in the country.

CONCLUSION

BancoSol has a high level of social awareness and holds 

a Smart Campaign certification demonstrating that the 

institution upholds the Client Protection Principles. 

BancoSol offers a wide variety of products and is aware 

of the need for implementing mobile and online ser-

vices. BancoSol reaches out to more than 860,000 cli-

ents through its 436 branches, outlets and ATM’s in the 

main cities in Bolivia. Almost 50 per cent of the cli-

ents are female. BancoSol has reasonable pricing incl. 

average interest rates p.a. which are on par with mar-

ket rates and a well-developed system on preventing 

over-indebtedness. The surrounding community gre-

atly benefits from the initiatives of BancoSol, and the 

programmes include sport events, financial education, 

music lessons and a donation programme. Thousands  

of people have benefitted from these initiatives.

INTERNATIONAL STANDARDS AND POLICIES

Client protection principles

In January 2014 BancoSol was certified by the Smart 

Campaign for demonstrating high standards of client 

protection. The Smart Campaign’s Certification 

programme publicly recognises those institutions 

providing financial services to low-income households 

whose standards of care uphold the Smart Campaign’s 

seven Client Protection Principles. These cover areas 

such as pricing, transparency, fair and respectful 

treatment of clients and the prevention of over-

indebtedness.

 

Anti-money laundering and anti-corruption

The national legislation on anti-money laundering and  

internal policies of BancoSol serve as the legal frame 

BANCOSOL

ensuring that the bank carries out adequate control of 

its operations. All suspicious transactions are reported 

to the national unit for financial investigation (UIF).

SOCIAL IMPACT AND CREDIT RATING

BancoSol was rated by the global microfinance rating 

agency Planet Rating in March 2015, evaluating the so-

cial impact results of 2014. It was rated a ”4+” on a scale 

of 1-5, expressing that BancoSol demonstrates a clear 

commitment to social goals, reasonable management of 

social performance and social responsibility risks,  as 

well as being likely to achieve its social goals.

SOCIAL IMPACT RESULTS

The results are based on selected key social indicators. 

A social indicator is used to assess an institution’s per-

formance on social impact. In the following six social 

key indicators for BancoSol are presented: 

1. Outreach

2. Prevention of over-indebtedness

3. Interest rates and responsible pricing

4. Product mix and range of service

5. Community development 

6. Employment

1. Outreach

The outreach indicator is composed of several subindi-

cators. On the pages 16-17, the outreach indicators are 

presented. 
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3. Interest rates and responsible pricing

The nominal interest rate p.a. of BancoSol ranges bet-

ween 19.5 per cent  and 24.0 per cent.

The legislation of Bolivia decrees that certain transacti-

ons and financial services must be free of charge. The-

refore, BancoSol offers differentiating prices on produ-

cts. The costs of loans are reasonable, competitive and 

on par with the market rates. 

4. Product mix and range of service

BancoSol offers a wide portfolio of products such as 

loans to microenterprises and agricultural activities, 

housing and car loans, savings accounts, fixed term de-

posits, life insurance, mobile banking services as well 

as debit/credit card and remittances services. 

BancoSol has an app, AppSol,  making it easier for cli-

ents to access their accounts from any place. Another 

2. Over-indebtedness

BancoSol has incorporated efficient policies on the pre-

vention of over-indebtedness. They include a complete 

analysis of the clients’ ability to repay loans and a check-

up in the central risk register, including the spouse and 

guarantor. According to the internal policy, neither the 

client nor the guarantor is allowed to have loans in more 

than two other institutions, and the client cannot have 

more than three current loans in BancoSol. 

The check-up process of clients begins with a systema-

tic enquiry with the central risk registers. This allows 

BancoSol to determine the risk level (low, medium or 

high) of the clients and their ability to repay loans. This 

process always includes a visit to the business and the 

residence of the clients together with an evaluation of 

the clients’ income, expenses and equity. All loans must 

be approved by the Credit Committee.

Street vendor in La Paz, Bolivia.



SAVINGS CLIENTS:  29%

Since 2015, the number of clients has increased by 8 per 

cent and reached 862,415 clients in 2016. Of the total 

amount of clients, 29 per cent have a savings account. 

BancoSol does not make up the number of clients living 

in rural areas. 

862,000
clients

Loan portfolio

1,305
USDm

Savings portfolio

1,024
USDm

BANCOSOL OUTREACH



Like Comment ShareLike Comment ShareLike Comment Share

48%
female clients

NUMBER OF BRANCHES

In 2016, BancoSol reached 234 branches including 

mobile branches and small shop agents. Additionally, 

BancoSol has 202 ATMs.    

PAR>30

PAR>30 is the percentage of loans which are overdue by 

30 days. For BancoSol PAR>30 has been at a very satis-

factory level since the Fund’s investment in 2015. There 

has been a small decrease in PAR>30, which is very po-

sitive and demonstrates a strong development.  

234
branches

0.9%
PAR>30
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ClaveSol is a music programme teaching children how 

to play instruments such as the violin, viola, cello and 

double bass in the ClaveSol workshops. BancoSol seeks 

to provide the children with values such as excellence, 

responsibility and punctuality. In 2016, BancoSol 

provided music teaching to 435 school children. 

AulaSol includes two separated programmes, one for 

school children and one for clients. Through workshops, 

BancoSol seeks to instil the importance of saving in 

school children. AulaSol for clients was initiated with 

the goal of developing the financial skills and creating 

knowledge on financial planning, savings and the re-

sponsible use of credit products. 18,478 school children 

and 8,498 clients participated in the programme in 2016.

CorreSol was created to initiate a healthy lifestyle 

through physical activity. The three most famous pede-

strian routes create the setting for three races: Cliza-Pu-

nata - 13 km in Cochabamba, El Torno - 11 km in Santa 

service is the the internet banking system Solnet en-

abling clients to make transactions and other banking 

activities online. Additionally, BancoSol has six mobile 

agencies in the form of specially designed trucks.

5. Community development

BancoSol has developed several programmes for the be-

nefit of clients and the surrounding community. The pro-

grammes are: Milla Extra, CopaSol, ClaveSol, AulaSol, 

CorreSol and AccionSol, each with a different focus area.

Milla Extra is a volunteer programme aimed at the 

employees of BancoSol which seeks to promote the va-

lues of the bank through voluntary initiatives focusing 

on both the internal and external community. 

CopaSol provides soccer training to school children 

through which the bank seeks to strenghten and provide 

healthy values in school children. 364 school children 

participated in the CopaSol programme during 2016.

Street vendor and women carrying children in traditional clothing, La Paz, Bolivia.
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BancoSol has established internal policies which en-

sure an appropriate level of equal rights. The policies 

prohibit any type of discrimination in relation to gender, 

race, religion, age, civil status and disability during the 

employment process and towards current employees.

The wages are regulated according to official salary 

scales, and the annual minimum increase is regulated by 

law. The employees benefit from a social security system 

of the bank adherent to the law. This includes the required 

days off, health camps, education on work-related hygiene 

and safety as well as recreational activities.

ALSO VISIT

www.bancosol.com.bo  

www.facebook.com/BancoSolidarioBolivia

Cruz and El Alto - 11 km. In 2016, a total of 20,363 people 

participated in the races. 

AccionSol is a donation programme directed at the part 

of the population with limited resources and who needs 

economic support to cover medical help. 

Additionally, BancoSol has increased its focus on the 

environment, especially on the areas of the use of wa-

ter, lighting and recycling. For example, the bank has 

installed timers in outside lighting and air condition 

systems reducing the use of energy. BancoSol has also 

implemented video conference systems to reduce trave-

ling and contributing to reduce pollution and has redu-

ced the number of printouts and photocopies. 

6. Employment at BancoSol

BancoSol employs 2,810 people of which 48 per cent is 

female. 

City view, La Paz, Bolivia.
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ABOUT CREDINKA

Credinka was formed in 1994 as a rural co-op as a re-

sponse to the great need of easily accessible financial 

services, primarily aimed at the population of the rural 

sector with the objective of improving their way of life. 

Credinka is a financial institution which is regulated 

and supervised by the SBS (Peruvian Financial Regu-

lator) and the Central Reserve Bank of Peru.

Credinka is specialised in offering financial services 

within microfinance and to small and medium enter-

prises. Furthermore, Credinka provides access for the 

Andean community to financial services. 

 
CONCLUSION

In 2016, Credinka continued to expand its outreach 

throughout the country and is now present in 12 re-

gions of Peru with 85 agencies. The institution ser-

ves more than 130,000 clients of which 48 per cent are 

female. 35 per cent of the clients live in rural areas. 

The institution is an endorser of the Client Protection 

Principles of the Smart Campaign and follows 

Peruvian legislation on anti-money laundering and 

anti-corruption. The institution has well-established 

procedures on the prevention of over-indebtedness, 

a reasonable interest rate on par with the market and 

good employment terms. Furthermore, Credinka has 

been rated by two credit bureaus and received a positive 

rating in both.

In 2016, Credinka increased its focus on financial edu-

cation significantly. Credinka initiated a collaboration 

with two financial education service providers. Both 

employees and clients have benefitted from financial 

education classes.

INTERNATIONAL STANDARDS AND POLICIES

Client protection principles

Credinka is an endorser of the Smart Campaign show-

ing its commitment to the Client Protection Principles. 

Anti-money laundering and anti-corruption

Credinka has an ethical code of conduct which outli-

nes the obligations for the employees in order to pre-

vent money laundering and the financing of terrorism. 

Additionally, through the policy on loan granting 

Credinka has established that it does not provide loans 

for activities that presumably are illegal or for political 

activities. Credinka continuously trains its staff on the 

identification and verification of activities that could 

be illegal. In Peru, the Unidad de Inteligencia Finan-

ciera (UIF - financial intelligence unit) is the legal unit 

that analyses, treats and provides information in order 

to prevent and detect money laundering. As adherent 

hereto and through its policy on good corporate gover-

nance, Credinka follows processes and a series of me-

asures in order to prevent money laundering. 

SOCIAL IMPACT AND CREDIT RATING 

Credinka was rated by the credit rating bureaus Class 

& Asociados and Pacific Credit Rating. Credinka was 

rated ”B-” and ”B”, respectively. The ratings signify 

that Credinka is a solvent institution with great finan-

cial value, a strong position within the financial sy-

stem, full coverage of current risks but somewhat vul-

nerable towards external risks. 

SOCIAL IMPACT RESULTS

The results are based on selected key social indicators. 

CREDINKA

Credinka is present in 12 
regions in Peru. 
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as debit cards, money transfers and the possibility to 

carry out investments through a mutual fund. With 

the objective to provide the best service possible to 

the many clients who speak Quechua and Aymara as 

their native language, Credinka has employed staff in 

selected agencies who speak these languages, making 

the clients more comfortable carrying out their financial 

transactions. Thanks to this initiative, Credinka was 

honoured as the institution with the best savings 

product with a specific intention in October 2015 at the 

Foromic, a financial inclusion conference. Credinka’s 

product ”Microahorro Mujeres”, a product aimed at 

women living in rural areas difficult to access, received 

the honour. Credinka is the only recognised Peruvian 

institution.

A social indicator is used to assess an institution’s per-

formance on social impact. In the following, six social 

key indicators for Credinka are presented: 

1. Outreach

2. Prevention of over-indebtedness

3. Interest rates and responsible pricing

4. Product mix and range of service

5. Community development 

6. Employment

1. Outreach

The outreach indicator is composed of several subin-

dicators. On the following page, the 2016 outreach re-

sults are presented. 

 

2. Prevention of over-indebtedness

Credinka has implemented relevant measures to prevent 

over-indebtedness. The institution verifies the credit hi-

story and the debt of potential clients, their spouse and 

guarantors. Information is gathered from the central 

register of risk of SBS and the private credit bureau IN-

FORMA Peru. In Peru, it is mandatory for all loan cli-

ents to have insurance when taking a loan. As such, all 

clients in Credinka are obligated to take a payment pro-

tection insurance. The porfolio at risk indicator PAR>30, 

which is an indicator for loans overdue by 30 days, is 5.5 

per cent for Credinka. The average for financial insti-

tutions in Peru is 6.7 per cent. As such, the percentage 

of Credinka’s non-performing loans is lower than the 

amount of bad loans in Peru in general. 

3. Interest rates and responsible pricing

The average nominal interest rate is 29.0 per cent p.a. for 

small  enterprises and 30.6 per cent p.a. for micro enter-

prises. The interest rate on loans is levelled with the in-

terest rate of the market, and costs are competitive. Cli-

ents can at all times access information related to costs 

displayed in the branch offices as well as on Credin-

ka’s webpage.

4. Product mix and range of service

Credinka provides loans, savings accounts, insurances, 

investment services and other financial services such Credinka client in branch. 



SAVINGS CLIENTS:  48%

RURAL CLIENTS:  35%

Since 2015, the number of clients has increased by 33 

per cent. Of the total amount of clients, 48 per cent have 

a savings account and 35 per cent live in rural areas.

Like Comment Share

LOAN AND SAVINGS PORTFOLIO

The loan portfolio of Credinka is USDm 206. It has incre-

ased by approx. 8 per cent since 2015. The total savings 

portfolio constitutes USDm 163, an increase of 12 per 

cent since 2015. 

134,000
clients

Loan portfolio

206 
USDm

Like Comment Share

48%
female clients

CREDINKA OUTREACH



NUMBER OF BRANCHES

In 2016, Credinka reached 85 branches. This is an in-

crease of 9 per cent since the fund’s investment in 2015. 

85 
branches

5.5%
PAR>30

PAR>30

PAR>30 is the percentage of loans which are overdue 

by 30 days. For Credinka PAR>30 has been at a satisfac-

tory level since the fund’s investment in 2015. There has 

been a small decrease in PAR>30 which shows a posi-

tive development.

33%
clients



24    DANISH MICROFINANCE PARTNERS K/S • SOCIAL IMPACT REPORT 2016/2017

In general, Credinka is focused on making products 

which empower the population in rural areas, and wo-

men in particular. The product Credi Warmi is exclu-

sively aimed at female micro business owners in rural 

areas. In 2016, 3,555 new clients benefitted from this 

product.  

Financial education

Credinka has increased its focus on financial education 

and has initiated new programmes. In 2016, Credinka 

formed an alliance with the Fundación Alemana 

Servicios. This organisation has provided tools and 

education to the employees of Credinka on the principles 

of how to create a savings culture, responsible loan 

taking, managing a business and other areas focused 

on improving the lives of the population living in rural 

areas and on the growth of micro and small businesses. 

The employees working in rural areas then host work-

shops for relevant clients teaching these principles. 

Additionally, Credinka has initiated a collaboration 

with Elevate Business, a business management and fi-

nancial literacy training company. Elevate Business pro-

vides training to clients and empower small business 

owners with the tools needed to improve and grow a 

sustainable business. The goal is to provide training to 

5,000 clients during 2017 and 2018. Financial education 

classes are provided through loan granting. 

5. Community and environmental development

Credinka shows great interest in its surrounding 

community and Peruvian culture. As such, Credinka  

supports and participates in regional festivals in the re-

gions it is present with the objective of promoting the 

cultural identity of Peru. 

 

Environmental development

Credinka has initiated the campaign Ecoeficiencia Am-

biental to preserve the environment and improve the 

lives of employees, clients and the community in general 

in each of the locations where Credinka is present. The 

strategy is focused on minimising the effects of Credin-

Credinka client, owns a share of the salt mines in the Sacred Valley, Peru. 
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ka’s operations by using materials with the least effect 

on the environment; educate, involve and give a sense 

of responsibility to clients and the communities in gene-

ral on taking care of the environment; and comply with 

the existing environmental regulations applicable for 

financial institutions. 

Credinka is in general working on reducing its use of pa-

per, water, electricity etc. In 2016, Credinka also made 

a large investment in video conference equipment as to 

reduce the amount of traveling and thus contribute to 

reduce the emission of CO2.

6. Employment at Credinka

Credinka employs 1,301 people of which 49 per cent are 

female.

During 2016, Credinka has initiated a series of activi-

ties and programmes to improve the well-being of the 

company’s employees, not only the physical health but 

also the mental and social health for both the employees 

and their families. 

ALSO VISIT

www.credinka.com 

www.facebook.com/Credinka

The salt mines in the Sacred Valley, Peru. 
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ABOUT

Microcred was founded in 2005 through the initiative 

of Mr. Arnaud Ventura, founder and CEO, by Positive 

Planet (previously PlaNet Finance) and shareholders. 

Microcred Holding is an investment company that de-

velopes and manages responsible institutions and pro-

vides them with the technical assistance needed to be-

come leaders in their respective countries. Microcred 

has expanded and is now present in eight countries in 

Africa and in China.

CONCLUSION

As an endorser of the Client Protection Principles of 

the Smart Campaign, Microcred shows a high level of 

commitment to social impact. When establishing new 

institutions, Microcred ensures that these also endorse 

the Smart Campaign. As such, the two most recent 

established institutions in Zimbabwe and Burkina Faso 

have endorsed the Smart Campaign in 2016. As adherent 

to the IFC Exclusion List, Microcred is also taking the 

necessary measures in order to follow international 

standards on activities that should not be financed. 

Microcred demonstrates good results within all six so-

cial  indicators. In terms of outreach, Microcred is con-

tinuously expanding its presence and now has nearly 

1,000 branches and outlets in Africa and China. Close 

to 557,000 clients are served of which 45 per cent are 

female. 51 per cent of the loan clients also have a savings 

account. Additionally, the loan portfolio is very healthy 

with only a few bad loans.

Microcred is continuously focused on improving the 

range of services and has during 2016 established 

another mobile branch, a truck in the Ivory Coast. This 

ensures better outreach to clients living in remote areas. 

The Baobab+ programme launched in 2015 has had a 

successful first year. Close to 35,000 homes and 210,000 

people have been equipped with solar lamps or systems, 

and 3,000 homes have benefitted from the tablets pro-

gramme. The Baobab+ programme significantly impro-

ves the daily lives of the clients, providing them with 

easily accessible energy, clean water and important busi-

ness tools such as tablets.

INTERNATIONAL STANDARDS AND POLICIES

Client protection principles

Microcred and all of its institutions have endorsed the 

Client Protection Principles of the Smart Campaign. The 

endorsement of the campaign means undertaking all ne-

cessary procedures for the implementation of the prin-

ciples in operations and institutional culture.

Microcred’s Social Performance Management (SPM) Po-

licy is based on the Universal Standards for Social Per-

formance Management (USSPM) of the Social Perfor-

mance Task Force (SPTF). Since the beginning of 2016, 

Microcred has been using the social performance indi-

cators audit tool to evaluate the institutions and to ve-

rify the gap between their actual performance and what 

is considered optimal performance according to the 

USSPM. To ensure proper implementation of the SPM 

Policy, there is a social performance coordinator in each 

institution in charge of implementing the SPM Policy.

Anti-money laundering  and anti-corruption 

Each of Microcred’s institutions has a policy on the pre-

vention of money laundering and terrorism through 

which the institution prevents clients from paying their 

instalments with money proceeding from illegal sour-

ces of income. 

Exclusion list

Microcred is committed to complying with national 

MICROCRED
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and international laws. It is also committed to avoiding 

financing activities listed on the IFC Exclusion List. 

These include activities which are illegal or harmful 

to the health, safety, physical and moral integrity of hu-

man beings, or biodiversity.

Microcred wishes to limit the negative social and en-

vironmental impact of the financed activities by intro-

ducing a measuring and monitoring mechanism. Loan 

applications to finance activities present on the exclu-

sion list are rejected, and the proportion of moderately 

risky and risky activities in the portfolio is capped. 

All loans are classified into three categories: 

(A) loans causing harm to the environment in a direct 

way, with loose security and working conditions

(B) loans that cause indirect harm to the environment, 

with indirect impact on the security and working con-

ditions 

(C) loans with minimal impact. 

The financing of class A products is prohibited and the 

limit for financing class B products is 10 per cent of the 

total portfolio.

Commercial officers assess the social and environmen-

tal performance of activities in their initial information 

gathering. The rejection of loan applications for the fun-

ding of activities included on the exclusion list takes 

place at the end of the assessment, and as a last resort 

by the Credit Committee.

SOCIAL IMPACT AND CREDIT RATING 

Microcred Senegal was in 2015 credit rated for the first 

time and as the first institution by the West Africa Ra-

ting Agency (WARA) and acquired the rating ”BBB”. 

This reflects strong operational growth of the company, 

the financial performance, cautious management, con-

trol mechanism and a conservative funding policy. 

SOCIAL IMPACT RESULTS

The results are based on selected key social indicators. 

A social indicator is used to assess an institution’s per-

formance on social impact. In the following, six social 

key indicators for Microcred are presented: 

1. Outreach

2. Prevention of over-indebtedness

3. Interest rates and responsible pricing

4. Product mix and range of service

5. Community development 

6. Employment

1. Outreach

The outreach indicator is composed of several subin-

dicators. On the following pages, the 2016 outreach re-

sults are presented. 

Microcred set up the first mobile truck in the Ivory Coast in June 2016.



SAVINGS CLIENTS:  51%

Since 2015, the number of clients has increased 20 per cent. 

Of the total amount of clients, 51 per cent have a savings ac-

count in addition to a loan. Microcred has commenced the pro-

cess of making up the number of clients living in rural areas.

Like Comment Share

LOAN AND SAVINGS PORTFOLIO

The loan portfolio of Microcred is USDm 474. It has in-

creased by 27 per cent since 2015. The total savings port-

folio constitutes USDm 169. This has increased by 24 per 

cent since 2015. 

557,000 
clients

Like Comment ShareLike Comment ShareLike Comment Share

45%
female clients

Loan portfolio

474
USDm

MICROCRED OUTREACH



NUMBER OF BRANCHES

In 2016, Microcred reached 158 branches and 828 outlets 

which are small business owners conducting deposits 

and withdrawals for Microcred’s clients. The number of 

branches/outlets has increased by 7 per cent since 2015. 

PAR>30

PAR>30 is the percentage of loans which are overdue by 

30 days. For Microcred PAR>30 has been at a very satis-

factory level since 2015. 

986 
branches

2.2%
PAR>30

24%
savings portfolio
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are restructured if clients experience a significant re-

duction in income. 

3. Interest rates and responsible pricing

Microcred has developed a set of Price Definition Guide-

lines outlining the rules and guidelines on product pri-

cing and the effective interest rates (EIR) on loan pro-

ducts. All of Microcred’s institutions must implement 

and comply with these guidelines. The pricing policy 

and the interest rates are based on market studies, cli-

ent satisfaction surveys and local regulations, among 

other things. The pricing policy is reviewed on a regu-

lar basis, but minimum annually. 

The effective interest rates (EIR) on credit vary between 

the financial institutions according to their respective 

countries. Some of the institutions are subject to caps on 

interests. In Senegal, Mali, the Ivory Coast and Burkina 

Faso the cap on EIR is 24 per cent p.a. In China the cap 

is 4x PBOC lending rates. Madagascar, Nigeria, Tunisia 

and Zimbabwe do not operate with caps. 

The average nominal interest rates range between 12.9 

2. Prevention of over-indebtedness

In line with the Client Protection Principle Prevention of 

Over-Indebtedness, Microcred takes reasonable steps to 

ensure that credit will be offered only if borrowers have 

demonstrated an adequate ability to repay, and loans 

shall not put the borrowers in risk of over-indebtedness.

In the process, Microcred ensures that a maximum of 

70 per cent of the monthly repayment capacity is used 

for the repayment of the loan instalment, future indeb-

tedness of the business is less than 60 per cent and that 

future total indebtedness is less than 30 per cent. When 

available, credit bureau information is used and clients 

informed about the danger of over-indebtedness. 

Furthermore, loan sizes can only increase with a de-

monstrated repayment capacity for the larger loan, and 

no item intended to meet a client’s elementary needs can 

be accepted as a guarantee to the loan, i.e. beds, clothes 

(other than stock) etc. Regular client audits are com-

pleted, including validation of the consistency of the 

data, i.e. expenses and revenues collected by commer-

cial officers and validation of the use of the loan. Loans 

Microcred clients with one of the large LifeStraw filters.
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per cent p.a. on loan products to SMEs and 26.2 per cent 

p.a. on microloans. Only Microcred’s financial instituti-

ons in countries without a cap have higher average inte-

rest rates. This is due to the fact that they are greenfield 

in very difficult markets, and the cost of capital is sub-

stantially higher in these countries than in other mar-

kets. In addition, there is a high level of inflation and 

smaller loan sizes than average. Also, the infrastructure 

is poor, which all in all results in high operating costs. 

The interest rates are in line with the market and less 

expensive than most competitors. Microcred’s financial 

institutions also represent a safer and much cheaper al-

ternative to financing than the traditional black market 

loan sharks. Microcred is aware of the high interest rate 

and is aiming to lower it as soon as a sustainable busi-

ness has been established.

According to the Price Definition guidelines, the Client 

Protection Principles of the Smart Campaign are to be 

respected at all times. Consistent with the Client Pro-

tection Principles, the pricing, terms and conditions of 

Microcred products are set in a way that is both affor-

dable to clients and sustainable for Microcred. Additio-

nally, all prices, terms and conditions are displayed on 

posters in client waiting areas, detailed in leaflets avai-

lable in each branch and listed and explained to clients 

prior to the signature of the contract.

4. Product mix and range of service

The core business of Microcred was traditionally offe-

ring loans to micro, small and medium-sized enterpri-

ses. Gradually, however, the services of Microcred have 

been extended to all people not served or underserved 

by the traditional banking system. The institutions offer 

a wide variety of services within credit, savings, trans-

fer and insurance. 

Within credit products, the institutions offer credits 

to small entrepreneurs and SMEs to finance their 

working capital and investment requirements. Some 

institutions also offer credits to develop crops, fund the 

construction or renovation of real estate and prepare the 

return to school. Within savings, the institutions offer 

products such as current accounts, savings accounts and 

term deposits. Other products include life insurance, 

health insurance and inventory protection as well as 

Microcred’s solar lamps are very useful for school children when studying after sundown. 
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withdrawal cards, cheques and money transfers. Focus 

is on stimulating savings activities in Africa, as Chinese 

institutions are not allowed to collect savings. 

Microcred has previously launched a mobile branch in 

Madagascar. In June 2016, Microcred set up the first mo-

bile branch in the Ivory Coast. This ”on-wheels” branch 

is a specially designed truck offering the same services 

as a conventional branch and enabling agents to meet 

with people living in provinces and suburbs of the lar-

ger towns. 

5. Community and environmental development

At the end of 2016, the Baobab+ programme celebrated its 

first year. Through this programme, Microcred promo-

tes and distributes innovative non-financial products to 

improve the lives of the company’s clients. Microcred di-

stributes solar lamps in Senegal, Madagascar and Mali; 

tablets in the Ivory Coast; and the LifeStraw in Senegal 

and the Ivory Coast.

In Africa, two thirds of the population does not have ap-

propriate access to electricity. Baobab+ addresses this 

issue by making domestic solar solutions available and 

enabling people to have access to light. The lamps will 

improve the lives and prolong the activity hours of the 

population by being able to cook, study and work beyond 

the hours of daylight. Additionally, people can commu-

nicate more freely by being able to recharge their pho-

nes at any time, independently. 

One third of the world’s population does not have ac-

cess to clean water. Through Baobab+, Microcred is the 

official distributor of the LifeStraw in Senegal and the 

Ivory Coast. The LifeStraw filters 99.99% of all bacte-

rias creating easier access to clean water. 

Furthermore, Baobab+ focuses on education via digital 

content and tools by distributing and financing tablets. 

In cooperation with the Foundation Breteau, Baobab+ of-

fers a tablet with a selection of educational apps. Additi-

onally, Baobab+ provides a business tablet with tools en-

abling entrepreneurs to record sales, manage inventory 

etc. The plan is to extend the initiative to all its African 

subsidiaries. So far, close to 35,000 homes and 210,000 

people have benefitted from the solar lamp programme, 

and 3,000 homes have benefitted from the tablets pro-

gramme. 

Environment

Microcred is fully committed to preserving the en-

vironment and promoting awareness on environmental 

issues. The institutions do not finance activities harm-

ful to the environment according to a rating procedure 

carried out by commercial officers. Microcred has in-

troduced a strategy for 2013-2020 for creating products 

financing the production, distribution, sale or purchase 

of goods and services with high environmental value. In 

addition, various subsidiaries organise campaigns tailo-

red to the needs of the country in which they operate.

In February 2016, Microcred Madagascar participated 

in a reforestation event on the reforestation site of the 

Bongatsara - Ambatofotsy commune, in which a thou-

sand of seedlings have been planted. 

Additionally, Microcred Madagascar has solar panels on 

all its mobile branches. In addition, branches at which 

the electricity supply is insufficient have also been 

equipped with solar systems. Microcred Madagascar 

also organises an annual tree planting campaign. 

In Senegal, every new branch has since 2012 been equip-

ped with solar energy systems, and since 2014 the in-

stitution has been selling solar lamps to its clients in 

order to promote renewable energy. Furthermore, the 

branch has developed the credit product CleanTech fa-

cilitating access to solar-powered equipment such as 

solar panels, generators and compatible devices such as 

TVs and fridges etc. which can be acquired directly in 

the branches. In addition, Senegal also organises a gar-

bage collection day several times a year in areas where 

the need is most evident. 

6. Employment at Microcred

Microcred has a total of 3,396 employees of which 42 

per cent is female. 
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The group has great focus on staff training and has 

launched a training programme on management basics 

as well as an annual performance review which allows 

the employees to take an active part in their individual 

development in cooperation with the supervisor. 

Microcred’s HR policy prohibits any recruitment choi-

ces related to any form of discrimination. Employees 

are compensated in a fair manner and on a competi-

tive level, fairly defined by position and experience, 

structured according to position and experience and 

in line with the market. The financial compensation is 

determined by the transparent salary grid based on re-

sponsibilities, experience and skills. There is no discri-

mination based on gender, disability or physical charac-

teristic towards the compensation. Wages are adapted 

to the trend in the cost of living, and medical coverage 

is offered to all employees as a non-financial compen-

sation. Each affiliate provides its employees with addi-

tional non-financial compensation.

ALSO VISIT

www.microcredgroup.com

Microcred client and Baobab+ agent with a solar lamp.
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ABOUT

Aavishkaar Goodwill (Aavishkaar or the fund) is a for-

profit micro venture capital fund which provides equity 

finance and hands-on support to enterprises active in 

the microfinance sector. The investment strategy is to 

provide smart commercial long-term capital and active 

support to entrepreneurial microfinance institutions 

either at an early stage or at growth stage. The goal is to 

promote sustainable development by improving access 

to affordable financial services for the un(der)banked. 

Aavishkaar is present in 17 states in India. 

CONCLUSION

Aavishkaar continues to demonstrate a high commit-

ment level to social impact. Together and individually  

the portfolio companies have a large outreach in terms 

of clients and branches. One company was exited during 

2016 and as a result, the outreach is lower than last year. 

The portfolio companies now serve almost 2 million cli-

ents of which more than 95 per cent are female. Through 

the 671 branches and nearly 6,000 ATM’s in 17 states the 

clients are able to finance their activities and make their 

financial transactions. The average PAR>30 is 8.5 per 

cent. This has increased significantly due to the recent 

demonetization in India. Additionally, Aavishkaar and 

the portfolio companies employ more than 6,000 people. 

The fund requires that its portfolio companies pro-

mote sustainable development. Aavishkaar adheres 

to the Client Protection Principles of the Smart Cam-

paign, the UN’s Principles for Investors in Inclusive Fi-

nance (PIIF) and the Indian association MFIN’s credit 

bureau recommendations. Furthermore, the exclusion 

list of Aavishkaar is aligned with that of the Internati-

onal Finance Corporation (IFC). Thus, Aavishkaar de-

monstrates a high level of compliance with internatio-

nal recommendations in relation to social impact. 

Additionally, the portfolio companies have initiated va-

rious social programmes and initiatives for their clients 

with great  focus on on financial education, financial lit-

eracy and the empowerment of women. Healthcare pro-

grammes are also provided to clients. 

THE COMPANIES 

Utkarsh

Utkarsh is a microfinance institution providing finan-

cial and non-financial services to the unbanked po-

pulation in the northern states of India. Initially, the 

company offered loans under the joint liability struc-

ture and insurance, but now also provides micro enter-

prises loans and micro pension.

IntelleCash

IntelleCash is a Non-Banking finance Company (NBFC) 

that Intellecap launched in 2008 to provide incubation 

services to start-up MFIs. IntelleCash has provided who-

lesale lending and capacity building services to MFIs in 

India, Africa, and Asia. IntelleCash seeks to play an ac-

tive role in the consolidation of the microfinance indu-

stry in India. IntelleCash has taken a majority stake in 

Arohan and has consolidated the two businesses. Intel-

leCash has begun lending business on its own book from 

the current (2015) fiscal year.

Arohan

Arohan is a Non-Banking Finance Company and is one 

AAVISHKAAR GOODWELL
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of the leading and most transparent microfinance in-

stitutions in India. Arohan has been able to expand its 

range of service from being just a credit provider to a 

full financial inclusion service provider adding insu-

rance, pension and banking services to its product port-

folio. 

EPS - Electronic Payment Services

EPS is working on democratising the ATM business 

across India and has become the preferred partner of 

public sector banks (PBS) in the state of Maharashta.

Swarna Pragati Housing Microfinance

Swarna Pragati aims at creating access to affordable 

housing in rural India. Housing microfinance can be 

defined as a loan product taken by an individual or an 

individual as part of a self help group or joint liability 

group for housing purposes. Housing refers to repairs, 

up-grading and incremental housing.

INTERNATIONAL STANDARDS AND POLICIES

Client protection principles

Aavishkaar requires its investees to adopt and imple-

ment the Client Protection Principles of the Smart Cam-

paign or any acceptable alternative. Aavishkaar is it-

self an endorser of the Smart Campaign. IntelleCash is 

an endorser of the Smart Campaign while Arohan and 

Utkarsh received the Smart Campaign Client Protec-

tion Certification in May and June 2015, respectively. 

Additionally, Utkarsh is a member of the Social Perfor-

mance Task Force.

In India, all the microfinance institutions are expected 

to follow the Fair Practices Code (FPC) of the Reserve 

Bank of India (RBI) which defines the terms for loan ap-

plication and processing, loan appraisal and terms, dis-

bursement of loans, interest rates charged, Know Your 

Customer (KYC) guidelines, grievance redressal and in-

formation sharing with the customer. All Aavishkaar 

portfolio companies are compliant with RBI guidelines. 

Swarna Pragati has formulated a Fair Practice Code 

which is pursuant to the National Guidelines issued by 

the National Housing Bank (NHB) on fair practices for 

housing finance companies.

Utkarsh clients, India.
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experienced board, management team and strong inve-

stor profile.

In October 2016, Swarna Pragati was rated by CARE Ra-

tings and was grated CARE BBB- indicating that the in-

stitution is considered to have moderate degree of safety 

regarding timely servicing of financial obligations and 

carry moderate credit risk.  

SOCIAL IMPACT RESULTS

The results are based on selected key social indicators. 

A social indicator is used to assess an institution’s per-

formance on social impact. 

1. Outreach

The outreach indicator is composed of several subin-

dicators. On the pages 38-39, the 2016 outreach results 

are presented. 

2. Over-indebtedness

As an adherent to the client protection principles  of the 

Smart Campaign Aavishkaar has committed to taking 

adequate care in all phases of their credit process to de-

termine that clients have the capacity to repay without 

becoming over-indebted. In addition, the fund has im-

plemented and monitors internal systems that support 

the prevention of over-indebtedness and fosters efforts 

to improve market level credit risk management such as 

credit information sharing.

The Reserve Bank of India has made several regulatory 

changes such as the mandatory use of credit bureaus 

and debt ceilings which have restricted overleveraging 

for borrowers.

3. Interest rates and responsible pricing

In February 2014, the RBI stated that the average interest 

rate on loans should not exceed the lower of 2.75 times 

the average of the base rates of the top five commercial 

banks or the average borrowing cost during that finan-

cial year plus the margin (10% in case of GLP>USD 16m 

and 12% in case of GLP<USD 16m). Most MFIs use their 

own average borrowing rate in the calculation as this is 

typically the lower of the two options.

In addition to this, the majority of the portfolio compa-

nies are members of the Microfinance Institutions Net-

work (MFIN) and therefore follow the Common Code 

of Conduct developed by Sa-Dhan (the Association of 

Community Development Finance Institutions) and 

MFIN. This ensures that the clients’ rights are pro-

tected, and that they are treated in an ethical manner. 

Furthermore, Aavishkaar follows the UN-backed Prin-

ciples for Investors in Inclusive Finance (PIIF) with fo-

cus on sustainable and responsible investments. The  

PIIF are housed within the UN-supported Principles for 

Responsible Investment (PRI) initiative. 

Anti-corruption and anti-money laundering

Aavishkaar has developed its own anti-corruption guide-

lines and anti-money laundering (AML) guidelines. The 

purpose of these guidelines is to identify and avoid cor-

rupt, fraudulent, coercive, collusive and obstructive 

practices in operations. Aavishkaar has appointed an 

anti-money laundering officer who is part of the invest-

ment committee and responsible for the AML procedu-

res of the portfolio companies and the fund itself. 

Exclusion list

Aavishkaar has developed its own exclusion list which 

defines the types of projects that Aavishkaar does not 

finance. This list is aligned with the exclusion list of 

the IFC.

SOCIAL IMPACT AND CREDIT RATING

Arohan received a credit rating by CARE Ratings in De-

cember 2016 and was rated A minus/stable. This indica-

tes that Arohan is considered to have an adequate degree 

of safety regarding timely servicing of financial obliga-

tions and carry low credit risk.

In August 2016, Utkarsh was rated by ICRA, a Moody’s 

Investors Service Company and rating agency. Utkarsh 

received an MFI grading of M1 which indicates that Ut-

karsh’s ability to manage its microfinance activities 

in a sustainable manner is the highest. The grading is 

supported by Utkarsh’s good loan origination, internal 

audit, risk management and collection mechanisms, its 
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4. Product mix and range of service

Aavishkaar invests in institutions and companies which 

develop and extend the range of financial services in In-

dia to areas in which the population does not have ac-

cess to traditional financial services. The products and 

services include microcredit loans, insurance, income 

generation loans, micro enterprise loans, pension, ATM 

solutions and individual loans for house improvement 

and incremental housing finance.

5. Community development

Several of the portfolio companies provide non-finan-

cial services to their clients. Focus is in particular on 

financial education, financial literacy and the empo-

werment of women. Healthcare programmes are also 

provided to clients. 

Utkarsh

Utkarsh has initiated several activities to the benefit of 

their clients. Utkarsh has established the Utkarsh Wel-

fare Foundation with the aim of setting up initiatives 

improving the life of the clients. Through the founda-

At Utkarsh, the interest rate p.a. is 24 per cent. At Aro-

han, interest rates p.a. vary from 22 per cent and 24.99 

per cent depending on loan type. 

Portfolio companies are required to be transparent 

according to the client protection principles. Pricing, 

terms and conditions should be set in a way that is af-

fordable to the clients while allowing for financial in-

stitutions to be sustainable. Most of the portfolio compa-

nies of Aavishkaar have participated in the pricing data 

research of MFTransparency, a global initiative for fair 

and transparent pricing in the microfinance industry.

Arohan, for example, communicates the terms and con-

ditions and pricing information to the clients in local 

language during the compulsory group training. At 

the time of disbursement, clients receive an individual 

loan agreement and loan card including loan details, 

terms and conditions and a repayment schedule. Aro-

han furthermore displays pricing information inclu-

ding the interest rate, loan processing fees and the in-

surance premium in its branches. 

Arohan client, India.
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Within healthcare, more than 800 women participated 

in 11 health camps across the states of Orissa, Jhark-

hand and West Bengal. Also, Arohan has funded  an 

emergency relief shelter in Hyderabad city for victims 

of trafficking and hosted an awareness camp on traffick-

ing for 100 women in Joynagar, West Bengal.

In relation to women’s health in general, Arohan has also 

hosted camps focusing on the folk art patachitra with 

the intention of creating awareness on women’s health. 

Furthermore, Arohan provides aid in the areas of ope-

ration during times of natural disasters. The branches 

provided emergency aid to 1,166 families during the fi-

nancial year 16/17 and 1,100 families in 15/16.

Finally, Arohan has set up a set of employee voluntee-

ring guidelines developed and initiated through vari-

ous NGOs. Arohan’s employees volunteer to participate 

in collaboration with projects and events of NGOs. Du-

ring the financial year 16/17, more than 200 volunteer 

hours were executed. 

In May 2017, Arohan was awarded the Jury Award for 

CSR Practice of the Year 2017, which is part of the CSR 

Excellence Awards at The India International CSR Con-

clave and Awards held in Delhi. The CSR Excellence 

Awards acknowledges institutions for their responsi-

ble and sustainable practices. Companies are screened 

by a jury during two rounds. 

6. Employment at Aavishkaar

32 people are employed at Aavishkaar.

The total number of staff of the portfolio companies is 

6,229 of which a range between 5 per cent and 27 per 

cent are female.

ALSO VISIT

www.aavishkaar.in

www.facebook.com/AavishkaarVC

tion, financial education programmes have been initi-

ated, and since the foundation’s establishment in 2010 

123,523 clients have participated in financial education 

programmes. Additionally, in order to accomodate the 

financial illeteracy of many living in particular rural 

areas, Utkarsh has during 2016 implemented a financial 

literacy programme through which 13,214 people have 

participated in class room training, and 10,142 have 

been reached through a mass awareness programme. 

Utkarsh has also been part if the SIDBI (small industries 

development bank of India) programme Poorest States 

Inclusive Growth Programme (PSIG). The programme 

focuses on women’s empowerment through financial 

literacy  and capacity building programmes with focus 

on social, gender and legal rights as well as entitlement 

issues. At Utkarsh, the programme was implemented 

through 16 branches, and when the project closed in 

March 2016, close to 16,000 beneficiaries were trained 

on the concepts of financial literacy and women empo-

werment. The aim has been to scale up the project and 

during 2016 and the beginning of 2017. As of March 2017, 

the programme had been implemented in 23 branches 

reaching out to 19,456 beneficiaries.  

Other initiatives include healthcare programmes 

through which Utkarsh provides health care to low in-

come households in various areas. The programme is 

carried out in collaboration with selected and hospitals 

which provide diagnostic services including free medi-

cine. The initiative also includes mobile clinics, which 

are vans fitted with medical equipment and thus able to 

reach remote areas. Since the programme’s establish-

ment in 2013, more than 60,000 people have benefitted.

Arohan 

Overall Arohan focuses on education, healthcare and 

natural disaster emergency aid. In the financial year 

16/17, 500 young people in the states of West Bengal, 

Bihar and Assam have participated in training within 

retail and IT. In 15/16, 325 youths were trained within 

IT. Additionally, Arohan has provided free school bags 

which were distributed to 1,270 students across Bihar, 

West Bengal and Assam. 
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ABOUT

Próspero Microfinanzas Fund (Próspero or the fund) is 

designed to bring strong, regionally based equity ma-

nagement capabilities to the many parts of Latin Ame-

rica lacking well-established, high-performing micro-

finance institutions (MFIs). Próspero was formed by 

Grassroots Capital Management and Bolivian Invest-

ment Management (BIM) with the purpose of making 

equity and equity-like investments in early and inter-

mediate stage MFIs in Latin America and the Caribbean. 

Próspero has dual goals of providing a competitive finan-

cial return to its investors and contributing to positive so-

cial impact to microfinance clients through its portfolio 

investments. The fund achieves the objectives by focu-

sing on MFIs dedicated to serving the less penetrated mi-

crofinance markets and unbanked or under-served po-

pulations, and working with investee MFIs to enhance 

their social performance management and improve their 

ability to measure and report on social performance.

Próspero exited one company in 2016 and now has in-

vestments in seven institutions across Latin America. 

CONCLUSION

Próspero including all of the portfolio companies have 

endorsed the Client Protection Principles of the Smart 

Campaign. Additionally, Próspero actively follows the 

Universal Standards for Social Performance Manage-

ment of the Social Performance Task Force and encou-

rages the portfolio companies to apply this tool. This 

demonstrates a strong commitment to adhere to interna-

tionally recognised standards. The portfolio companies 

were rated by the social impact rating bureau GIIRS in 

April 2017 and received high scores on all parameters.

The seven portfolio companies of Próspero serve ne-

arly 136,000 clients of which 45 per cent are female and 

59 per cent live in rural areas. All together, the compa-

nies reach out through 138 branches in five countries. 

Próspero’s companies continue to be greatly involved in 

their surrounding communities with focus on financial 

education, in particular, health programmes and ma-

king donations.

PRÓSPERO MICROFINANZAS FUND

THE COMPANIES

ODEF Financiera, Honduras

ODEF Financiera was established in 1985 as a private 

organisation carrying out social activities within agri-

culture, environment and education for women. In 1989, 

the company began its first loan activities and has since 

then developed into a well-established financial insti-

tution providing financial services within credit and 

savings.

Optima Servicios Financieros, El Salvador

Optima was founded in 2009 and is well-established fi-

nancial institution providing a variety of loans for mi-

cro and SMEs, housing loans, agricultural loans and 

consumer loans.

 

Insotec, Ecuador

Insotec is a small microfinance institution established 

in 1994 with the goal to support the economic, social, 

technical and educational development in Ecuador. The 

company provides several credit types to its clients.

Faces, Ecuador

Faces is a small microfinance institution with focus on 

providing microcredit and non-financial services to 

agricultural producers and micro entrepreneurs. 

Honduras
El Salvador

Ecuador

Peru Bolivia
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Acceso Crediticio, Peru

Acceso was established in 1999 and began its operations 

in 2001. The company provides auto loans to both pri-

vate individuals as well as businesses. 

Cidre, Bolivia

Cidre is a small private organisation founded in 1981 

with focus on microfinance to agricultural producers as 

well as to micro and small rural businesses. Cidre pro-

vides a series of loan types and insurances. 

Sembrar Sartawi, Bolivia

Sembrar Sartawi is financial institution providing 

credit to the underbanked part of the Bolivian popula-

tion. It was established in 1991 with the goal to support 

and develop small agricultural producers. 

INTERNATIONAL STANDARDS AND POLICIES

Client protection principles

Próspero has committed to requiring investees to ad-

here to the Universal Standards for Social Performance 

Management by the Social Performance Task Force 

(SPTF Standards) and has already incorporated key 

aspects of the SPTF Standards into the due diligence 

process. Through the SPTF Standards Próspero is ac-

tively establishing and disseminating best practices. 

The SPTF Standards serve as a guide on how to define 

and strengthen social performance management and 

help MFIs refocus on the client. They require MFIs to 

have clear goals for client outcomes, to respond to cli-

ents’ needs and to measure and track progress toward 

client-outcome goals. They incorporate input from the 

Client Protection Principles of the Smart Campaign, MF-

Transparency and other industry initiatives.

Próspero itself is an endorser of the Client Protection 

Principles of the Smart Campaign, and all seven port-

folio companies have endorsed the Smart Campaign. As 

an endorser of the Smart Campaign an institution de-

monstrates its commitment to the seven principles and 

signals that it is ready to take the next step towards im-

plementing the principles in the daily operations. 

Anti-corruption and anti-money laundering

In April 2017, the portfolio companies of Próspero were 

rated by the credit bureau GIIRS. They all received high 

scores within governance demonstrating a high com-

mitment to a strong governance structure and a high 

level of overall transparency.

SOCIAL IMPACT AND CREDIT RATING

The GIIRS rating conducted in April 2017 comprises an 

”investment roll-up”, which is broken down into impact 

operations and impact business model, and a ”fund ma-

nager assessment”. The impact business model rating 

recognises business models specifically designed to 

solve social or environmental issues through company 

products, services, target customers, value chain, ow-

nership or operations. 

Funds receive a medal rating with platinum being the 

highest. The overall rating of Próspero is platinum. The 

impact operations rating evaluates the environmental, 

social and governance impact of the business. Funds re-

ceive a star rating, with 5 stars being the highest. The 

overall rating of Próspero is 4 stars. 

SOCIAL IMPACT RESULTS

The results are based on selected key social indicators. 

A social indicator is used to assess an institution’s per-

formance on social impact. In the following six social 

key indicators for Próspero are presented. They include: 

1. Outreach

2. Prevention of over-indebtedness

3. Interest rates and responsible pricing

4. Product mix and range of service

5. Community development 

6. Employment

1. Outreach

The outreach indicator is composed of a series of subin-

dicators. On the following pages, the outreach indica-

tors for Próspero are presented. 

2. Over-indebtedness

The portfolio companies follow the SPTF Standards and 



RURAL CLIENTS:  59%

Since 2015, the number of clients has increased by 5 per 

cent. The number of clients has increased even though 

one company has been exited. 
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are endorsers of the Smart Campaign which both ad-

dress over-indebtedness. This implies that the institu-

tions should conduct appropriate client repayment ca-

pacity before disbursing a loan, use credit bureaus when 

feasible, be aware of the risk of over-indebtedness in ge-

neral and monitor that policies to prevent over-indeb-

tedness are applied as well as avoid dangerous commer-

cial practices.

3. Interest rates and responsible pricing

The average nominal interest rate p.a. on loans vary 

from company to company. Both the Client Protection 

Principles and the SPTF Standards require that pricing, 

terms and conditions are affordable to clients, and some  

of the companies have also been awarded for their pri-

cing. Sartawi, for example, has been awarded the Seal 

of Pricing Transparency in 2014 by the organisation 

MFTransparency. Cidre was likewise awarded with 

the Seal of Pricing Transparency in 2015 for the period 

April 2014-April 2105.

The yield on gross loan portfolio which is the average 

rate that the companies charge ranges between 20.4 per 

cent and 34.6 per cent. 

4. Product mix and range of service

The portfolio companies of Próspero provide a variety of 

loans to microenterprises as well as small and medium-

sized companies, agricultural loans housing loans and 

in come cases consumer loans. Additionally, the compa-

nies offer various insurance products, money transfer, 

mobile payment, among other things. 

ODEF is currently the only institution accepting depo-

sits. The savings portfolio of ODEF constitutes USD 23.7 

million. 

5. Community development

The initiatives of the Próspero portfolio companies 

promote client well-being through financial education, 

health programmes and donations. 
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Sembrar Sartawi has developed an extensive plan for fi-

nancial education with the objective to protect and in-

form the clients in the best possible manner. The plan 

includes training the staff on handling the lacking fi-

nancial culture and knowledge of the clients; improve 

the knowledge of clients through simple and practical 

information; the development of learning tools and ex-

panding the range of information channels. The pro-

gramme provided financial education to thousands of 

clients throughout the year, and it will continue in 2017.

6. Employment

9 people constitute the team working on the Próspero 

Microfinanzas Fund. The total number of staff emplo-

yed by the portfolio companies is 1,977.

ALSO VISIT

www.biminvestments.com

In 2016, ODEF Financiera participated in a so-called te-

letón that takes place in many countries in Latin Ame-

rica every year and seeks to provide private funding 

through long televised transmissions where people, 

companies and institutions make donations. The tar-

get of these donations is one institution per country de-

dicated to help disabled children. ODEF is one of the 

many companies that donated on the teletón day. 

In the beginning of the year, ODEF also participated in 

the one-day event Financial Advisory for Women Day. 

ODEF set up a stand in a mall to provide financial ad-

vice to women.

Insotec has a series of initiatives aimed at both clients 

and potential clients. These include business advisory 

services, financial education, health camps, education 

on agriculture and an alliance with an NGO focused on 

diminishing hunger and poverty in the poorest areas 

of Ecuador. On a monthly basis, Insotec distributes do-

cuments that can help improve clients’ management of 

their business and includes information on sales, admi-

nistration, use of raw materials, personnel etc. The fi-

nancial education programme of Insotec includes clas-

ses for both clients and potential clients besides printed 

information material. The goal of the financial educa-

tion classes is to prevent over-indebtedness and that cli-

ents and non-clients turn to the unofficial loan chan-

nels. Insotec also hosts workshops within agriculture 

on how to improve the level of productivity and compe-

titiveness of the business. Additionally, Insotec has alli-

anced with public and private healthcare providers and 

hosts health camps in poor and vulnerable communi-

ties. On these days, people can receive health checks, 

nutrition advice, vaccination etc.  

Cidre has contributed to several projects. The institution 

has financed more than 100 irrigation projects which 

represent around 25 per cent of the irrigated acreage of 

Cochabamba, the third largest city in Bolivia. In addi-

tion, CIDRE has financed 16 projects creating basic sa-

nitation for 920 families in the suburbs of Cochabamba. 
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EXITED IN JULY 2016*

ABOUT

Satin Creditcare (Satin or the institution) was formed in 

1990 as a non-banking finance company (NBFC) with 

the concept of providing individual loans to urban 

shopkeepers to purchase generators for their busines-

ses. Since then, the company has expanded and evol-

ved into one of the leading microfinance institutions 

in North India. 

Satin provides loans to both the urban and rural poor 

to meet their productive requirements in starting new 

businesses or growing existing ones. The institution’s 

microfinance operation is based on a group liability 

model. 

In 2016, Satin began operations in five new states in-

crease presence to 16 states.

CONCLUSION

Satin has a high level of commitment to its surrounding 

community. The key focus is on the empowerment of 

women, especially through the unique programme cal-

led Women Self-Help Groups. The women participating 

in these groups benefit not only from having access to 

financial assistance but also by being able to partici-

pate in various skill training programmes.

At the time of exit, Satin reached out to 1.85 million cli-

ents in India of which 99 per cent are female. Satin has 

increased its number of branches to 431 throughout 16 

states in India. Also, Satin has introduced two new loan 

types. These are a solar lamp loan and a loan for estab-

lishing water and sanitation facilities. Both products 

significantly increases the possibility for improving 

the household and healthcare of the clients. In general, 

Satin shows great results on all key social indicators. 

Satin  was certified by the Smart Campaign in July 

2016. Additionally, the company is adherent to the IFC 

Exclusion List and the Anti-Money Laundering Act of 

India, Satin also demonstrates a strong commitment to 

complying not only with local regulations but also in-

ternational standards within microfinancing. 

INTERNATIONAL STANDARDS AND POLICIES

Client protection principles

In 2010 Satin endorsed the Client Protection Principles 

of the Smart Campaign, and in July 2016 Satin was cer-

tified by the Smart Campaign. Institutions which are 

certified have demonstrated the commitment and prac-

tice to treat their clients in a fairly manner. They con-

tribute to an industry which prioritises clients. 

Anti-corruption and anti-money laundering

Satin has elaborated an Anti-Money Laundering Policy. 

It states that the institution is committed to implemen-

ting adequate measures to prevent money laundering as 

well as report cash and suspicious transactions to the 

Financial Intelligence Unit-India (FIU-IND). 

This unit was established by the government of India 

in 2004 as the central national agency responsible for 

receiving, processing, analysing and disseminating in-

formation relating to suspect financial transactions. 

SATIN CREDITCARE

*All data is as of March 2016.
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Reporting to the FIU-IND is in accordance with the 

Prevention of Money Laundering Act of 2002 (PMLA), 

which forms the core of the legal framework in India 

on combating money laundering. The PMLA and ru-

les notified thereunder impose obligation on banking 

companies, financial institutions and intermediaries 

to verify the identity of clients, maintain records and 

furnish information to the FIU-IND. 

In addition hereto, the Reserve Bank of India (RBI) is-

sued the Know Your Customer (KYC) Guidelines in Fe-

bruary 2005. This anti-money laundering standard has 

become the benchmark for framing anti-money laun-

dering and combating financing of terrorism policies 

by the regulatory authorities. Compliance with these 

standards by banks, financial institutions and NBFCs 

in India has become necessary for international finan-

cial relationships.

Exclusion list

Satin has adopted the IFC’s Exclusion List and is thus 

required to ensure that the institution’s investments do 

not finance the activities listed here.

SOCIAL IMPACT AND CREDIT RATING

Satin was rated by M-CRIL Microcredit Ratings in July 

2016 and was cerfied  by the Smart Campaign and the 

Client Protection Principles.

Additionally, Satin received a certificate for being 

the best microfinance company in India from World-

wide Achievers at the Business Leaders’ Summit and 

Awards, 2016. 

SOCIAL IMPACT RESULTS

The results are based on selected key social indicators. 

A social indicator is used to assess an institution’s per-

formance on social impact. In the following six social 

key indicators for Satin are presented. They include: 

1. Outreach

2. Prevention of over-indebtedness

3. Interest rates and responsible pricing

4. Product mix and range of service

5. Community development 

6. Employment

1. Outreach

The outreach indicator is composed of a series of sub-

indicators. On pages 50-51, the outreach indicators for 

Satin are presented. 
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Satin has increased its number of branches by 18 per cent 

since 2015.
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3. Interest rates and responsible pricing

Satin charges an average nominal interest rate of 24.87-

24.97 per cent p.a. on group loans and an average no-

minal interest rate of 22.02 and 23.18 per cent on in-

dividual loans. Also, there is a 1 per cent processing 

fee. Loan insurance is charged on an actual premium 

paid basis. 

Satin is in compliance with the Reserve Bank of India’s 

(RBI) directions on pricing and margin, which is 26 per 

cent and 10 per cent above cost, respectively. 

All prices are revealed to clients during a compul-

sory group training programme and are mentioned on 

the clients’ loan cards. The interest rates are also dis-

played in the branches. Clients are issued receipts for 

all payments.

Satin’s policies should always be read in conjunction 

with the RBI guidelines, directives, circulars and in-

structions. The institution will apply best industry 

practices as long as they do not conflict with or violate 

the RBI regulatory guidelines. 

2. Over-indebtedness

Satin has a strategy for mulitiple lending and over-

indebtedness which is available on the institution’s 

webpage. 

A detailed repayment capacity is conducted prior to all 

loan granting. Satin verifies the clients’ annual house-

hold income, the total number of outstanding loans and 

current indebtedness prior to providing any loan. The 

client also self-attests the credit information provided. 

Satin’s good practices have resulted in a long-lasting 

good portfolio quality, and PAR>30 has never exceeded 

1 per cent. 

Satin is a member of Sa-Dhan (the Association of Com-

munity Development Finance Institutions) and the Mi-

cro Finance Institutions Network (MFIN), an associa-

tion of non-bank microfinance institutions. Satin also 

reports to the two credit bureaus High Mark Credit In-

formation Services Limited and Equifax Credit Infor-

mation Services and shares client data with them to 

prevent over-indebtedness. Satin does not grant loans 

to any client who has existing borrowing outstanding 

from more than two other institutions. 
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Satin was awarded with the certificate of pricing trans-

parency by MFTransparency for the period August 2013 

to August 2014. The institution was also previously 

awarded for the period April 2012-April 2013. MFTrans-

parency is an international NGO that represents an in-

dustry movement towards responsible pricing practice. 

It works with regulators and policymakers of microfi-

nance markets to support the development of effective 

policies for pricing disclosure and client protection.

4. Product mix and range of service

Satin offers an income generating loan provided as a 

joint liability group model. The clients are organised 

in customised groups and provided with compulsory 

group training by the field staff of Satin. The training 

programme covers product details, rules and regulati-

ons as well as policies and procedures. 

After the training, a group recognition test is conduc-

ted to test the group members’ understanding of Sa-

tin’s microfinance programme and to identify their ge-

nuine interest in sharing voluntary joint liability and 

credit-absorption capacity. Satin does not require any 

collateral for advancing loans to the clients as the mo-

del works on the concept of social collateral. Additio-

nally, Satin offers compulsory credit life insurance and 

health insurance.

In 2016, Satin expanded its product offer following a 

market research identifying which financial services 

were needed. Based on the findings, Satin launched 

two new loan products. Many people in India do not 

have access to electricity and rely on kerosene lamps for 

lighting purposes, Satin has begun to distribute small 

ticket size loans for the purchase of solar lamps. More 

than 200,000 loans have been disbursed during the first 

six months of the pilot phase. 

The second new product is a result of the low access to 

safe water and sanitation facilities in the areas in which 

Satin operate. Satin has initiated water and sanitation 

loans in the majority of the regions enabling the clients 

to establish these facilities within their households. 

More than 300 loans have been disbursed during the 

first 6 months of the pilote phase. 

5. Community development

Satin carries out a wide range of social activities and 

creates great benefits for its clients. The key focus 

areas are the empowerment of women, financial lit-

eracy, education, health and hygiene and other vari-

ous initiatives. 

In order to improve the economic and social life of wo-

men in India, especially in the backward districts, Sa-

tin is participating in a programme called Women Self 

Help Groups (WSHG), launched by the Indian Mini-

stry of Finance. The goal is to provide financial assi-

stance to the women living in the poorest districts of 

India with the support of leading banks of the district, 

NABARD (National Bank for Agriculture and Rural De-

velopment) and self-help promoting institutions. The 

programme is carried out in the Rewa and Anuppur di-

stricts in Madhya Pradesh. NABARD provides technical 

assistance to Satin and helps the institution promote, 

nurture and assist in the formation of self-help groups. 

During 2015-16, Satin organised 35 so-called micro 

enterprise development programmes through which 

more than 1,900 women self-help group members were 

trained in different skills, i.e. paper plate making, food 

processing, sewing and tailoring, making soft toys, ar-

tificial jewellery and handicraft items etc. Following 

the workshops nearly 200 micro entrepreneurs took 

up business activities. 

Satin also assisted more than 300 trained clients to 

set up their own business and helped them become 

successful entrepreneurs. Additonally, 690 women self-

help group financial inclusion and social awareness 

programs were conducted during 2015-16 in which 

awareness was created on various issues such as 

micro-insurance, government pension scheme, various 

savings and investment schemes, child education, 

sanitation, malnutrition, reproductive health, water 

conservation, plantation, gender discrimination, 

family planning etc.

Satin has a Financial Literacy Programme. Financial 

literacy is the ability to make informed judgements and 

take effective decisions regarding the use and manage-
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the environmental and social dimensions of sustaina-

ble development. The purpose of this policy is to identify 

effective social and environmental practices and pro-

vide guidance to Satin’s staff on undertaking activities 

in an environmentally responsible manner. Satin stri-

ves to avoid adverse impacts on its employees, commu-

nities and the environment, or if avoidance is not possi-

ble, to reduce, mitigate, or compensate for the impacts, 

as appropriate. Satin will make sure that working con-

ditions in the organisation meet (or exceed) internatio-

nal labour standards. Satin recognises the importance 

of implementing sound environmental practices throug-

hout its office-based activities and will continue to inte-

grate sustainable environmental practices into its daily 

office routines. 

ALSO VISIT

www.satincreditcare.com

www.facebook.com/SatinCreditcareNetworkLtd

ment of money and the knowledge as well as skills pas-

sed on by financial education. The main objective is to 

facilitate financial inclusion through creating aware-

ness and knowledge among clients about various pro-

ducts, educating on management of money, importance 

of saving and ensuring a 100 per cent utilisation of the 

loan amount in productive activities.

Furthermore, Satin hosts several so-called Center Lea-

der Workshops with the purpose of directly connecting 

with clients and ensuring that their problems and grie-

vances related to microfinancing activities are addres-

sed. The workshops are organised to reach out to all cli-

ents through their center leaders and thereby ensuring 

community participation in decision making.

6. Employment at Satin Creditcare

Satin employed 3,918 people at the time of exit. 

Satin has composed a Social and Environmental Policy 

that addresses the institution’s commitment regarding 
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CSR policy during pre-investment diligence

During appraisal, Danish Microfinance Partners eva-

luates the current CSR policy of the MFI and the state of 

awareness and compliance by all employees/officers. 

Such policy should clearly lay down the ’exclusion’ acti-

ons by the borrowers that will be disallowed by the con-

cerned MFI. In case the MFI has no CSR policy, DMP will 

advise the MFI on how to device such a policy and how to 

implement it. When assessing the activities of the MFI’s 

borrowers, DMP will primarily rely on secondary data 

available with the MFI to understand their CSR comp-

liance. This would include their past track record, the 

type of products offered, profiles of groups formed by the 

MFI, purpose of borrowing etc. This shall be further va-

lidated through discussions with the staff and field offi-

cers of the target MFI. DMP may also carry out a primary 

verification by visiting the field and directly meeting 

with a random sample of borrowers and learn about the 

activities they are involved in. 

In the event of such a CSR policy not being followed (or 

no CSR policy being in place at all), DMP will make due 

efforts to ensure that the MFIs adopt it and help them in-

tegrate it with their standard operating procedures, cou-

pling the CSR aspects to their loan cycle. It is commu-

nicated to the MFIs that adopting such a policy possibly 

can increase their operational efficiency and help im-

prove their own profile and standing in the field. The 

MFIs’ CSR policy will be prepared keeping in context 

the operations of the client, geographic and demogra-

phic profiles etc. In all cases, DMP strives to establish 

workable standards and help MFIs appropriately struc-

ture their policies.

CSR policy at time of investment finalisation

At the time of finalising legal documentation, DMP re-

quires the MFI (and its promoters) to abide by an overar-

ching code of conduct including compliance with IFC’s 

Microfinance Exclusion List, Anti-Money Laundering 

Requirements, Anti-Corruption Guidelines and CGAP 

client protection principles1, as well as annual repor-

ting requirements on social performance as stated in 

the ”Corporate Social Responsibility Compliance Certi-

ficate”. DMP issues written guidelines to the MFI on the 

exact requirements of such reporting, and such guideli-

nes are to be submitted to the Investor Board for infor-

mation at its first meeting.

CSR policy during post-investment monitoring

During the tenure of the investment DMP requires that 

the representative on the board of directors of the MFI 

reports on CSR aspects of the activities financed by the 

MFI. It will form an integral part of the performance 

reporting that Danish Microfinance Partners will seek 

from investees. Such reports would also include a noti-

fication from the MFI for the occurrence of any DMP so-

cial, labor, health and safety, security or environmen-

tal accident or circumstances and measures being taken 

to address them. DMP, being an engaged and long-term 

investor, is committed to ensuring CSR compliance of 

its investee MFIs. Based on the performance reports 

that it receives from its investees, DMP shall periodi-

cally interact, and to the extent possible and reasona-

ble, make provisions to that effect in agreements with 

the management of investee MFIs to seek clarifications 

or make field visits, if necessary. It also recommends 

that proper training regarding CSR aspects be provided 

to loan officers and other employees of the company. It 

will impress on the integration of the S&E requirements 

to the loan cycle at every stage of loan application, loan 

appraisal, contracting and disbursement, recovery, and 

monitoring and reporting.

Reporting to investors

It is required by DMP that a compliance officer of the MFI 

is responsible for CSR implementation and reports pro-

gress to DMP on a regular basis. An annual CSR perfor-

mance report shall be submitted to investors as per the 

guidelines prescribed by IFC, covering the performance 

and CSR compliance of all investee MFIs. During the 

term of the investment DMP will strive to raise aware-

ness about the S&E impacts, hazards and its measures.

APPENDIX 1
THE FUND’S POLICY ON CORPORATE SOCIAL RESPONSIBILITY MANAGEMENT

1) The Client Protection Principles which CGAP refers to are the Client Protection Principles of the Smart Campaign. 
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APPENDIX 2
INTERNATIONAL STANDARDS AND ORGANISATIONS

1. THE SMART CAMPAIGN

www.smartcampaign.org

The Smart Campaign is a global initiative to incorporate strong client protection practices across the microfinance 

industry. The Campaign was initiated as a response to a strongly recognised need to assure safe and responsible 

treatment of microfinance clients. Microfinance industry leaders from around the world came together in 2008 to 

launch a campaign to establish the Client Protection Principles. By incorporating client protection principles into 

their investment criteria and due diligence, microfinance investors can build a healthier, more client-focused in-

dustry that will foster a stronger portfolio and ensure healthy returns. To put the principles into action, the Smart 

Campaign was launched in October 2009 and today, it is a global effort with over 4,000 endorsers.

The core principles of the Smart Campaign set the minimum standards that clients should expect to receive when 

doing business with a microfinance institution. The principles are:

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 client data

7) Mechanisms for complaint resolution

2. SOCIAL PERFORMANCE TASK FORCE (SPTF)

www.sptf.info

The Social Performance Task Force was created in 2005 by leaders from various social performance initiatives in the 

microfinance industry and resulted in the Universal Standards for Social Performance Management. The Universal 

Standards apply to any financial service provider with one or more social goals. They do not dictate what specific 

social goals an institution should have, but identify the management practices that help an institution make pro-

gress toward its chosen goals. The standards are simple statements of what the institution should achieve and es-

sential practices which are the management practices the institution can implement in order to meet the standards.

The six overall dimensions are:

1) Define and monitor social goals 

2) Ensure board, management, and employee commitment to social goals

3) Design products, services, delivery models and channels that meet clients’ needs and preferences

4) Treat clients responsibly

5) Treat employees responsibly

6) Balance financial and social performance

The Universal Standards incorporate the Client Protection Principles of the Smart Campaign and is aligned with the 
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UN-supported Principles for Investors in Inclusive Finance (PIIF). While the Universal Standards are management 

practices for retail providers to implement, PIIF is a self-audit and public reporting tool which applies to investors. 

Today, the Social Performance Task Force (SPTF) consists of over 2,200 members from all over the world and every 

microfinance stakeholder group.

3. UN’S PRINCIPLES FOR RESPONSIBLE INVESTMENT

www.unpri.org

The UN-supported Principles for Responsible Investment (PRI) initiative is an international network of investors 

working together to put the six Principles for Responsible Investment into practice. Its goal is to understand the im-

plications of sustainability for investors and support signatories to incorporate these issues into their investment 

decision making and ownership practices. In implementing the Principles, institutions contribute to the develop-

ment of a more sustainable global financial system.

The Principles are voluntary and aspirational. They offer a menu of possible actions for incorporating ESG issues 

into investment practices across asset classes. Applying these Principles may better align investors with broader 

objectives of society. The principles are:

Principle 1: We will incorporate ESG issues into investment analysis and decision-making processes.

Principle 2: We will be active owners and incorporate ESG issues into our ownership policies and practices.

Principle 3: We will seek appropriate disclosure on ESG issues by the entities in which we invest.

Principle 4: We will promote acceptance and implementation of the Principles within the investment industry.

Principle 5: We will work together to enhance our effectiveness in implementing the Principles.

Principle 6: We will each report on our activities and progress towards implementing the Principles.

4. PRINCIPLES FOR INVESTORS IN INCLUSIVE FINANCE (PIIF)

www.unpri.org

The Principles provide practical guidance on responsible investment practices. The PIIF, aligned with the PRI, pro-

vide investors with a unique responsible investment framework, developed for investors, by investors. They ad-

dress key issues that stakeholders have collectively identified, ranging from the risks associated with client over-

indebtedness to the need for further transparency in inclusive finance.

The Principles for Investors in Inclusive Finance are signed by direct investors or fund managers and indirect in-

vestors investing via designated funds. By signing, direct investors or fund managers as well as indirect investors 

signal their intent to uphold the principles in their own investments, and to support the actions taken by other ac-

tors in the value chain to implement the principles. By signing up to the principles investors or fund managers in-

vesting in inclusive finance, commit to adhering to and promoting the following:

1) Range of services

2) Client protection 

3) Fair treatment
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4) Responsible investments

5) Transparency

6) Balanced returns

7) Standards

5. INTERNATIONAL FINANCE CORPORATION (IFC)

www.ifc.org

The IFC is a member of the World Bank Group and is the largest global development institution focused exclusively 

on the private sector in developing countries. Established in 1956, IFC is owned by 184 member countries, a group 

that collectively determines the policies. The IFC’s work in more than a 100 developing countries allows compa-

nies and financial institutions in emerging markets to create jobs, generate tax revenues, improve corporate gover-

nance and environmental performance, and contribute to their local communities. 

The IFC Exclusion List defines the types of projects that IFC does not finance and is a commonly acknowledged ex-

clusion list within the industry of microfinance. 

6. THE FINANCIAL ACTION TASK FORCE

www.fatf-gafi.org

The Financial Action Task Force (FATF) is an inter-governmental body established in 1989 by the ministers of its 

member jurisdictions.  The objectives of the FATF are to set standards and promote effective implementation of legal, 

regulatory and operational measures for combating money laundering, terrorist financing and other related threats 

to the integrity of the international financial system. The FATF is therefore a policy-making body which works 

to generate the necessary political will to bring about national legislative and regulatory reforms in these areas.

The FATF has developed a series of recommendations that are recognised as an international standard for the com-

bating of money laundering and the financing of terrorism and proliferation of weapons of mass destruction. The 

recommendations have been endorsed by the World Bank.

7. MFTRANSPARENCY

www.mftransparency.org

MicroFinance Transparency (MFTransparency) was established to promote the welfare of poor microentrepreneurs 

and to promote the integrity of microfinance as a poverty alleviation practice. It is a global initiative for fair 

and transparent pricing in the microfinance industry. MFTransparency is an international non-governmental 

organisation that promotes transparency by facilitating microfinance pricing disclosure, offering policy advisory 

services and developing training and education materials for all market stakeholders. Since MFTransparency’s 

launch in July 2008, 912 industry leaders, including MFIs and Apex Banks currently serving 60 million clients 

worldwide, have signed the endorser statement. 

8.  MFIN - THE MICROFINANCE INSTITUTIONS NETWORK

http://mfinindia.org



DANISH MICROFINANCE PARTNERS K/S • SOCIAL IMPACT REPORT 2016/2017    59 

The MFIN is a self-regulatory organisation (SRO) in the financial services sector recognised by the Reserve Bank 

of India (RBI). The MFIN regulates Non-Bank Finance Company-Micro Finance Institutions (NBFC-MFIs), and its 

primary objective is to work towards the robust development of the microfinance sector, by promoting responsi-

ble lending, client protection, good governance and a supportive regulatory environment. The MFIN works clo-

sely with other key stakeholders and plays an active part in the larger financial inclusion dialogue through the me-

dium of microfinance.

As an SRO, MFIN members adhere to a framework comprising external (RBI’s Fair practices code) and internal (in-

dustry code of conduct) measures to ensure responsible and transparent business practices. 

9. FINANCIAL INTELLIGENCE UNIT-INDIA & ANTI-MONEY LAUNDERING ACT, INDIA

http://fiuindia.gov.in/

The Financial Intelligence Unit - India (FIU-IND) is the central, national agency responsible for receiving, pro-

cessing, analysing and disseminating information relating to suspect financial transactions to enforcement agen-

cies and foreign FIUs.

The Prevention of Money Laundering Act, 2002 (PMLA) forms the core of the legal framework put in place by India 

to combat money laundering. The PMLA and rules notified thereunder impose an obligation on banking compa-

nies, financial institutions and intermediaries to verify the identity of clients, maintain records and furnish in-

formation to the FIU-IND. 

10. THE RESERVE BANK OF INDIA

www.rbi.org.in

Fair Practices Code

The Fair Practices Code of the Reserve Bank of India sets a minimum for fair practice standards for companies to 

follow when dealing with clients. It provides information to clients and explains how a company is expected to deal 

with them on a day to day basis. The code has been developed with an objective of ensuring fair practices while 

dealing with clients, greater transparency enabling clients in having a better understanding of the product and 

taking informed decisions and building client confidence in the company.

Know Your Customer Guidelines

Know Your Customer or KYC is a process by which banks obtain information about the identity and address of their 

customers. Banks have been advised to follow certain customer identification procedures for the opening of ac-

counts and monitoring transactions of a suspicious nature for the purpose of reporting it to appropriate authority. 

The Know Your Customer guidelines have been created in the context of the recommendations made by the Fi-

nancial Action Task Force (FATF) on anti-money laundering standards and on combating financing of terrorism. 

These standards have become the international benchmark for policies elaborated by the regulatory authorities. 

Compliance with these standards both by the banks/financial institutions and the country has become necessary 

for international financial relationships.

10. SA-DHAN - ASSOCIATION OF COMMUNITY DEVELOPMENT FINANCE INSTITUTIONS

www.sa-dhan.net
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Sa-Dhan is an Indian association serving as a platform enabling better dialogue and cooperation between NGOs, 

MFIs, government departments and the poor themselves. The mission is to help its member and associate institu-

tions to better serve low-income households, particularly women, in both rural and urban India, in their quest for 

establishing stable livelihoods and improving quality of life. 

11. ASFI - AUTORIDAD DE SUPERVISIÓN DEL SISTEMA FINANCIERO

www.asfi.gob.bo

ASFI is Bolivia’s federal banking, finance and securities regulator. It is responsible for monitoring financial insti-

tutions. 

12. SBS - SUPERINTENDENCIA DE BANCAS, SEGUROS Y AFP 

www.sbs.gob.pe

SBS is the organisation responsible for the regulation and supervision of the Peruvian financial system. Since 2000 

it has also supervised the AFP system. Founded in 1932, its objectives, functions and attributes were established 

by the general law of the financial system and the banking and insurance regulator. 

13. SOCIAL AND CREDIT RATING BUREAUS

www.planetrating.com; www.ratingspcr.com; www.classrating.com

Credit and social rating bureaus offer evaluation and rating services to microfinance institutions. Planet Rating, for 

example, use their own Smart GIRAFE and Social Performance methodologies. Other raters include Pacific Credit 

Rating and Class & Asociados. Pacific Credit Rating and Class & Asociados operate in Latin America and Peru, re-

spectively, and specialise in financial ratings.   
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Photo credits – pictures and logos in this report are kindly provided by: BancoSol; Microcred; Credinka; Aavish-

kaar; Próspero and Satin Creditcare.

DISCLAIMER
This report has been prepared by Maj Invest Equity A/S ("Maj Invest"). 

The sole purpose of this report is to provide general information. This report should not be considered an offer, or 

invitation, to buy or sell any security, foreign currency or financial instrument.

This report is not based on or customised to any investor’s financial circumstances. This report does not consti-

tute professional consulting advice and should not be seen as such. This report only provides general information, 

including on securities and investment certificates. The information in this report should not replace individual 

professional counselling.

This report is based on information from sources that Maj Invest finds reliable, but Maj Invest has no responsibi-

lity in relation to the accuracy of the information or for the consequences of decisions made on the basis of this re-

port, including potential losses.

Maj Invest, Fondsmæglerselskabet Maj Invest A/S and its parent company Maj Invest , and employees of Maj Invest 

and Fondsmæglerselskabet Maj Invest A/S may hold, trade and execute orders in securities, foreign currency and 

financial instruments mentioned in this report. In addition, Maj Invest may provide investment and portfolio ad-

visory services to clients mentioned in this report.

Evaluations in this report are based on estimates and assumptions. Investment in securities is associated with 

risks. General movements in the market and incidents linked to securities can impact the development in market 

prices, and as a result prices may differ significantly from the expectations presented in this report. Past perfor-

mance is not necessarily a guide to future performance. Estimates of future performance are based on assumpti-

ons that may not be realised.

         

This report enjoys protection under Danish copyright law. This report is for the recipient’s personal use and may 

under no circumstances be distributed, copied, reproduced, transmitted, disclosed or otherwise be distributed or 

published without the prior written consent of Maj Invest, other than to the extent necessary to other persons or 

employees within the same organisation.
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