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English(en) v 1.Demographics 2.Customer Experience 3. Income & Savings 4.Business Growth 5.House & Facilities 6.Health & Education 7.Signficant Changes
< OIKO From Outreach to Impact: customer experience section Response 5021 || 2022
e U & | MFB 462
Influence of U & | MFB on wellbeing over the past 12 months. Was income increase due to U & | MFB?

Branch

68% said income increased

h All N
Hover over bars for more details | 5% 55% 36%

@ Yes, completely @ Yes, partially @A little @ No influence @ Don't know Age
10% 82% 6% c All v
Was income decrease due to U & | MFB?
17% said income decreased . . .
Client longevity in years
I 9% 17%
All v
@ (Blank) @ Negative influence @ Indifferent @ Positive influence @ Don't know @ es, completely @ Yes, partially @A little @ No influence @ Don't know Main business aclivity
Requested areas of improvement Requested areas of improvement Al o
Hover over bars for more details
More products that meet customer needs
Lower fees/interest Increase the fasta loan amount and Level of education
Shorter waiting time for approval and disbursement of loan give access to us all Al y
Better product terms Loan repayment may get late due
Offer secondary low interest loan products (emergency, education, etc.) toan unpreCEdentEd business Gender

occurences on the side of the
customer. That may not mean the All v
client isnt willing to repay the loan.
The client may just require a
breathing space inorder to look for
other sources to continue repaying Al v
the loan. Lets not close /punish
such clients. Honestly, not all
clients are bad or have ulterior
motives.

Provide more time to study the loan agreement
Business management training

Digital payment centres .

Business
Call or messaging centres
Mobile money services

Improve producedure for dealing with complaints

New methods for communication

Other

Loans received in last 12
months

100 150 200

o
5]
(=]

More products All v
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Using survey information to improve clients’ lives

Product development

Enhanced complaint mechanisms
Business management trainings
Clients valued

Data-driven decision-making
Social and financial inclusion
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Critical success factors

Board buy-in

Commitment from management

Dedication of the staff

Well trained project team

Motivated respondents

Appropriate tools

Inclusive data collection < OIKO
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Mission We are a community of servant leaders working with
marginalized families for social transformation and

Vision Provides a holistic approach for human and
environmental development through microfinance.

Accountability, social commitment, human dignity
and integrity

Values
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Loans For business capital, house improvement,
education, special loans (solar, gadget,

Insuranc Life, accident, property

Training Financial_literacy, bu_siness development: |
leadership, personality development, spiritual

Assistanc Medical, product market
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Since 2015

< Since 2021 < Client Self-Perception
Survey

mployee Satisfaction
Survey

Annually

lient Satisfaction Survey

By Branch

The beauty of doing a
repetitive study is that
you find out the
development
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EUROPEAN How do we do the
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Uniform understanding of
guestions

w Xy Train those who conduct the
survey. 04
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O 1 Finding on education, (78% had little educatlon)
Developed training program: |

B Financial literacy
B Peace training

ROPEAN
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O 2 Finding on age, (60% are 50 years and below)
Developing parenting seminar:

and Participams |

IRAP ING

L
&
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Finding on clients being uncertain about the future (60%]:

03 Development Officers assigned to visit
clients to know and understand their

ablarme
"Ny - T




How do we use the data?
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Frequency of center meetings

04 Development Officers assigned to serve one center per day
to develop the commun]|

How often would you like to meet at the center?

No center meetings ’

Once a month -
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Finding on the need to
shorten disbursement of
loans:

Finding on the absence of a
family toilet

How do we use the data?

Development Officers
Instructed to shorten approval
time, MIS to monitor.

Partnered with:
 Water.org
« SATO
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Finding that first loan of Increased the first loan to
O 7 Php5,000 was considered PHP10,000

inadequate to start a
business

EUROPEAN
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O 8 Finding on affordability of Opened up insurance loan

Insurance (Insurance which can be paid weekly.
subscription declining):

EUROPEAN
MICROFINANCE
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Finding on accepting clients
O 9 who are members of another
financial institution
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Doing a repetitive study every year
helps to keep track of what is
happening.
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