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https://form.jotform.com/250414517383353

:“; Sustainable Outcomes

Management

Process

Focus Inclusive Finance | -~ Agriculture Worﬁ?nndz‘.:ou
Environment Working Group |~ Working Group 3 figeld P
(SDGs 13 & 15) 5 field applications 5 field applications S —

Strategic Group
 Exchange of practices
* Positioning and synergies with
complementary initiatives
* Defining Outcomes Standards

|

3“; Social Investor
Working Group

Knowledge Management and Communication
Guidance, tools, concrete experiences

Capacity Data analysis/ Capitalization/

Outcomes
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Key Findings & Examples

. Social Guides Field
* Push for. better alighement Outcomes Experience
of practices Questionnaire . ——
Toolkit alter &
* Ensure OMM guides _& gy ot

decision-making process

.‘z

* Guide methodologies: RTJ———
When, Why and How

INVESTMENT MANAGEMENT



https://en.spi-online.org/files/ressources/Outcomes-LabODD/988-Toolkit-Outcomes-Data-Collection-Methods.pdf

Agenda

* Introduction of the approach by Alterfin

* OQutcomes Measurement — A toolkit by Cerise+SPTF
* Methodology by Voices that Count

* Results for a financial service provider by Alterfin

* Next plans on medium and long term

* Q&A







ALTERFIN
IN A NUTSHELL
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Cooperative Poverty Alleviation Sustainable Microfinance Missing
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ALTERFIN’S
UNIVERSE OF INFLUENCE

Additionality
at the partner level

Financial services

% Loans & T.A

alterfin® -%

i 'n..‘»‘f%n

Crmdy

Low-income
households

Smallholder

farmers
Market access o
CONTROL INFLUENCE INTEREST
Mission alignment « Catalyst « Economic upliftment
Rigorous assessment « Partner Centric + Household wellbeing
Portfolio allocation + Pioneer » Household resilience

aolterfin® .



Outcomes
& Impact Management

How do we measure it?

alterfint®



Partners are our point of entry

3 Pathways

Semi-structured interview and cumulative analysis over time

Well-designed and delivered loans can really enhance partner

capacity

3 Pathways have an individual and cumulative effect when present

together

olter

O

Pioneer:

Impact of being first

Catalyst:

Impact of being present

Partner Centric:

Impact of an appropriate
loan offering




Outcomes & Impact

High cost & rigorous academic studies

Ex-Ante = Impact Likelihood

Ex-Post = Outcomes analysis, Impact Studies

Test of Impact Likelihood
Identification of Impact “markers” across the studies

Decision making & Improve

olter

P



Agenda

* Introduction of the approach by Alterfin

* Outcomes Measurement — A toolkit by Cerise+SPTF
* Methodology by Voices that Count

* Results for a financial service provider by Alterfin

* Next plans on medium and long term

* Q&A




A Toolkit with the main collection methods

Data collection methods

Quantitative methods

 MIS Data and proxies

* Quantitative Rapid surveys

* Quantitative in-depth surveys

Qualitative methods
* Rapid light internal survey
* Focus group discussions

Mixed approaches
* Financial and business diaries
« Story telling, voice of the clients

Q

Axes of analyses

 What = Description
* Why = Importance

How - Collection process

When to use

Pros & Cons

Recommendations

Examples




METHOD

ACCESSIBILITY

RELIABILITY &
ACCURACY

ANALYSIS
COMPLEXITY

FREQUENCY

IMPLEMENTATION

TIME

COST

SUSTAINABILITY &

SCALABILITY

TECHNOLOGICAL
REQUIREMENTS

TYPICAL USE CASE /
WHEN TO USE

MIS Data Tracking
0 Average Average Low Continuous Immediate Low High MIS system business/household
Collection }
growth over time
Fast, high-level
Quantitative Every 1-2 Digital insight into customer
Rapid Average Average Low e:rs Quick Low High tools, call outcomes, periodic
Surveys y center. assessments and
benchmarking.
Quantitative Annually/ Time Longitudinal tracking
In-depth Average High High nnuafly . ; High Limited Advanced and comprehensive
biennially intensive ; ;
Surveys impact evaluations
Rapid Light Call center Monitoring customer
Internal High Average Low Ad hoc Quick Low High or face-to- satisfaction, frequent,
Surveys face low-cost insights.
Focus Time- eitual /|| cuhurat and socta
Group Low High High Ad hoc . ] High Limited i :
; . intensive trained factors affecting
Discussions . )
facilitators customer behaviors.
Mobile apps
Financial & Time or physical Detailed, day-to-day
Business Low High High Continuous . . High Limited diaries / financial behaviors /
P intensive ) .
Diaries trained business health.
facilitators
. In-person X
il Low High High Ad hoc _ Time- High Limited and trained Complex social or
customers intensive financial dynamics

facilitators

Comparison Table

All methods at a glance!

K14 a
:“‘,: CERISEZ-SPTF *¥ jistainable Qutcomes

Toolkit

Data Collection Methods for
Outcomes Measurement &
Management

Click to download the full Toolkit!



https://en.spi-online.org/files/ressources/Outcomes-LabODD/988-Toolkit-Outcomes-Data-Collection-Methods.pdf

Agenda

* Introduction of the approach by Alterfin

* OQutcomes Measurement — A toolkit by Cerise+SPTF
- Methodology by Voices that Count

* Results for a financial service provider by Alterfin

* Next plans on medium and long term

* Q&A




Sensemaker

The Methodology

alterfint®



VOICES
THAT
COUNT

SenseMaker: Using Micro-
Narratives for Monitoring,
Evaluation and Learning

Steff Deprez / Claudia Van Gool

April 2025
www.voicesthatcount.net



VOICES Voices That Count is a collaborative network of experts and practitioners who use narrative
THAT approaches to understand complex realities within organisations or projects. Through our work
COUNT we generate actionable insights and stimulate collaboration for social impact.

o MEL systems and processes o Narrative Inquiry with SenseMaker
Social impact measurement Outcome Harvesting

Narrative pulses PhotoVoice

Citizen participation Outcome Journaling

Context Scans Most Significant Change

Citizen Science Listening Circles

Human Sensor Networks

"If people are interviewed,
they're answering our

questions; if they tell a
story, they telllisswhat's
important to*them™

—




A narrative-based approach developed by the Cynefin Company

(Dave Snowden)

Large-scale capture of individual experiences + storytellers give

meaning to their own stories

Unigue combination of qualitative and quantitative data:

generating the numbers and the stories behind the numbers

Captures the diversity in voices and multiple perspectives around

the topics of interest, also those often not heard.

alterfin®
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Tell us about a very specific Self-interpretation — People give

moment experience... meaning to their own stories




VOICES
THAT
COUNT

TELL US YOUR STORY

Think of a specific moment or event (that happened in the last 3 months) when you felt particularly
encouraged or concerned about being a member of the [farmer organisation/cooperative].

Please describe what happened briefly. Who was involved? Why did it happen?*

Yo | Parxt ¥,
< 5 5+ . i




My story makes me feel ...

O
O

Your

O

proud

happy

hopeful
indifferent
sad
worried

angry / frustrated

story is mainly about ...
inputs

farming practices

yields

storage or processing

quality of produce
marketing / selling

prices

none of the above

proud

happy
hopeful
indifferent
sad
worried

angry/frustrated

inputs

farming practices
yields

storage or processing
quality of produce
marketing / selling
prices

none of the above

This story makes you feel ...

85
157
81
37
30
80
1
This story is mainly about ...
157
23
11
87
40
42
87
11

Stories (51) Q, | seamn...

padn waey it Tidek Ada Bii kekaa yang Saya jual Karena Belemn Musim paner. Karana kemarau
berkegarjsnpan, Saya sebapai petani marasa ssnarg barhubungar dergan AMANAH Karenz Sayse
manedma bonue.

Seneng & khewstir.

Sejas lalhun 2007 saya lelah woriEsara sama amanah urbdk ramasaikan keaa, Mamun susah [ema in
produksl kakao saye Ddak panen akau s SIb1ang ragl Kersna banyss pehan Kakan yand niasak, Seava Jupa
miasin merasa senang sehab komonicasi sayn keaada amanab masib jakan walau beerapa bulan ini tzpos
lici avfa raress .

Kt

Tidak ada hasi sefak kemarau inl Saya rugi dalam preduksi kakaoky. Selama ini saga dan kelusrga saya
benhiarap kagada lemak ilupur sangal minin. Pamasaran jadi lidek ada wapada amranah lerekhir ini. Saya
barharap ade bartuan e:au sousl erhadap mesalah Inl. Saya merasa cukup Sanang [Lga farhadap amanah
dalam 3 tzhun ni carena selaly ada irarmas walaupun be'um maksimal

Kakao dan hama

Linhss pamasaran Laken, 5aya salall maniip kapads ketla Lalampok dan menaruskanmya ke amansn,
Terakhir pada bulan Apustus 2015 saya menjual kakea, Pemelibaraan kakan, barmvak hama baru menyerang,
rrangin rembasan dari pohan jali, bama lersabul baups ulal

Gabung dikelompak

Gagal panen tzhun ni karena baryak mati pohon kakao ditsmbah lag kebun says sebacaan dan longsor
separampat dar saya eibuk menenami kayy game dan saya sudah bergabung dislompok tani baru ampat
tenn, Besarang i sudeh malal berbuah coklat tapl begl says wang rusak atay hEam karans saring kel
hujan. Jadi baraman saya harga fisa makal

Gagal panen
Tina bukan lelu muia bulan 10,11,12 fidak aos sama sekal panjuakan kelompoc, 50% varg cialemi anggeta

kelompo tari, 1api bulan sambizn kebawak kami masih sermpat manjusl ke kelemack/amanah, karena bulan
sepuluh 1o alas musm kemarau datang sahirgge gagal panen.



The story is about?

45%

quantity

quality

44%

86%

63%

44%

23%

31%
24%

12%
7%
2% 2%

pricing

0% 1%
_—
certification credits &
investment

26%

transport

18%

22%

labour

Comparing storypacks from 4 different farmer organisations

VOICES
THAT
COUNT

information &
communication



In your story, the income from selling
your crop is used for ....

prepare the next
season / harvest

expanding / covering family
investing in your needs
farm

In your story, who takes part in the
decision-making of the cooperative?

Management of the
FO

@

The producers Sub-sections of the
FO

N/A

In the context of your story, you ...

sell to anybody

only sell to the FO only sell to the FO
because you prefer because there is no
them other choice

In your story, the income from selling the crop is used for ... (N=342)

prepare the next season/harvest

; -
s, )
expanding/ investment in your covering family needs
farm

In your story, who takes part in the decision-making of the
cooperative? (N=362)

Management of the FO

The producers Sub-sections of the FO

In your story, you ... (N=342)

/, N 70 (20%)
- N,
N,
/
/ t \
/ \
N,
¥
only sell to FO because you only sell to FO because there is
prefer them no other choice

VOICES
THAT
COUNT

Stories (70) 0 | ennmh B

I v eiony,

Panjunalan Kakas

Wrr il kakn ke smoaros e ma e rong 4an mahingss kaiss s sk kil
o oo oh, o0 b S0 ok o gl porg TIngn o ki do gl d ke o ko
i onmad i ook vur g M g i ke, g e

n [3inhun BO05 peng 1 karma Hi casan ke r saiele o Selsds
Jugn cren gomo g dongon <o omanah kora oo uang sngomea T ks h

L]

Bamzal Aman Ind ke dasama s wang <mmd | pkasne comgan dea e o b bedalkas
vl szt L e ko it B B s R s s

amrr kA n ELCAN=YM G T R o mueim ke sran Dan | lima prampskd | lamsas

o <ndpan acar Amanah ook eah o lonned LR s are [smpie

vt Itk

Sutil bulika

Fowin izhon karawdn 3046 molal b Lan s e e desseee bar <o o b ok i
b b joml b kel aimuranan Ly ozkdol e eui Lgus don et synpe
amrard zumh rassk AU wHsTE cabaskan sk sarre ren hojan eEREMA S
s wmangs Tamiake kard o <o parchel iska v tseaen kbampng

Parbalbuaidal ke anlaka

S aeand beniowt £RInG T sakerpek e n il el dl pordon

bt e i ol ok o o b ot i e o res v ko ese o o i
Swrar THnCHEEE e Akl g s e kakec e, ik S e ke e s
tarrhahan easa mame mebibal sadbd<aed Kakoscapl 3 Boaian fankhir indl roe e
BEATRU FCTTRREL S TR0 il meos borhiadbop Kamois skl B,

Fanualun kuksas

Bonp soka oy o Rk ok mudah ko oawn honges o g LRI, sorr ol
e swlom, dan gl gou e Dangs susell eyl S e e

At A aan manses saeal margensl s qusl 1 wsen i okan nish arsesh, s
o uad kakom o eckhie cof ke b 10 205 vorg bk,

Sinlubas
Bog rronuad ko awn dbikan 8 304 pang b S TORAsh Lonan ) e rfanl
aparrrul Rarueu Dagerre biggl G oy wle W, S Ak SRR ST
amarah kac-m kel En mrg s haem Kaknc <n mTANTh palvEeen Seane ok ek,

e o Balan t 03T Ko noeaen ot kakao saa o ongan oo dlaonng olsan d
QT TTA T EEPTTR YRRt T = AT TR T R TR S R TR ST LT

jinl kst sinnrsh

Kekarngan

Furdu Trann i barr pay o bbow cur scnirecian bars e ol ot coklud parg
Saun-ym mang el <erin RmodEs <ami mengEmisd Ak uslok meeyisam e hon cokoet
T pan i e r gl am e e chaap Rjan asmn arnem hmen Doeoesdan
oy ki ks e paegn Lioabasrs o hatai wara eepaciian i,

senareg menjual ke
et i el e O R ST FOTS ir  R Srps P
rErur ks o asncor sl den dilsmnc clh msl e ameeee. Psskdous



In my story ...
In your story, the farmers ... (N=359) ‘m
I do not have Being a member of the FO is ... (N=327)

| have confidence that
confidence that the FO the FO will find the

will find the best

markels Lesimanee 23 (7%)
l
I
!
I
1
:
Being a member of the FO is ... .
e €@ :
not worth the effort worth the effort do not have confidence that the FO will have eonfidence that the FO will find the
find the best markets best markets not worth the effort worth the effort
100
()]
o
K1)
o > We want more stories
o = . .
S L like this, and fewer
T
_C . . .
ZE stories like this
o 32
[1°]
Q.
0]
O
0 -

Capacity FO to access new markets




We understand impact through the eyes of
people
Open listening about how impact s

experienced by people (instead of seeking
data on pre-defined indicators)

Empowering respondent to give meaning to
their own stories

Staying tuned with reality and observing
emerging trends

Understanding drivers, perceptions, attitudes,
behaviors... of people

Providing direction for further research and
action

olter

O




Baseline studies / strategic planning

Understand the harm done to war victims
and understand needs for rehabilitation
(ICC / Trust Fund for Victims)

Real-time monitoring

Understand the situation and dynamics in
elderly homes at the start of Covid-19
outbreak (Institute for the Future)

Citizen Science / Human Sensor Network

Ongoing capture of how citizens experience
air pollution in the city of Nakuru (University
of Leuven)

VOICES
THAT
COUNT

Periodic monitoring

Longitudinal monitoring of empowerment
vulnerable youth in Vocational Training Centres

(Via Don Bosco)

Impact evaluations

Evaluation of the support provided to farmers after
cyclones Idai and Kenneth in Zimbabwe &
Mozambique (Food and Agriculture Organisation of
the UN)

Narrative Pulses

Inclusive Business Scan to understand the
inclusiveness in value chain through the eyes of
farmers (Rikolto)



eReal-time pulse based on lived experiences
*Focus on a specific topic of interest
eLibrary of standardized questions (‘off the shelf’ application)

eDeveloped from field experience and literature-based evidence

eRapid deployment and generation of real-time data
eStandard collection tool and dashboard application

eData collection from 3 to 6 days

eUsed as case study approach or as periodic monitoring approach
eCustomized per organization and context

e Multiple languages

Y o e T
s

& :};k"' AT 1,#-,"..’.‘-:;_'-

Examples of Narrative Pulses (since 2011)

Youth empowerment
Inclusive Business
Well-Being Scan
Partnership Scan
Flourishing communities
Farmvoices

MFI Pulse



#MFIPULSE

e

VOICES
THAT

COUNT

Cashboard #IFIPulse Allerin

MFI
‘What type of loan product do you receive from the MFI H

In the context of yeur story, you . [M=357) n

L0

“fowr story is mainly about ...

In yeur =tary, the koan rom the MFI helps me . (N=387)

preid

VOICES
THAT
COUNT

#FARMVOICES

= Respondents
Ba RAHMLH CREAKIEATCH
a AL HIE
& Enoganisaion 163
arel threr =
5 - | Ty | L]
e . i o 2,
T e

Hirehar
Sa o T SCELpTRT
Fozay n Mumber of childran ﬂ This story makes you feal ...
i
Pz reszhed . =

e 45 ——

= -
N—— M I P |
. . - | = -
far o otan o These b bue oA Reen Rsh R ]

VOICES

THAT

COUNT

]

Dasnboard #Famiioices Altsrin

v’ Rapid data sharing - Accessible for everybody in the organization

v’ Presenting data in a structured way

v’ Data visualization for analysis
v’ Tracking over time and across different organizations



Sensels

Capturing experiences, perceptions and observation of citizens
around a topic of interest

From a selected panel of citizens commited to contribute on a
regular basis

Real-time gathering / monitoring of experiences and information
(SenseUs)

Rich data directly from citizens complementing the other
guantitative datasets

Spot trends over time

Results are visualised in user-friendly dashboard to allow for
immediate detection of patterns and trends

Stimulating citizen engagement: Engage community members
actively (sharing experiences + collective sensemaking)




Practical Use

Bailyk Finance

alterfint®



& s
EXAMPLE: BAILYK FINANCE, KYRGYZSTAN @ count

Bailyk

* |ts economy is primarily based on agriculture, mining, and services Finance
* Kyrgyzstan remains one of the poorest countries in Central Asia
* 60% live in rural areas with higher poverty rates.

* This inequality is further exacerbated by limited access to financial services, infrastructure, and

markets.

* Overall, 65% of the entire population lives just above the poverty line, making them vulnerable

to falling into poverty.

alterfin®



VOICES
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COUNT

EXAMPLE: BAILYK FINANCE, KYRGYZSTAN

Bailyk
Finance

e Alterfin is the first Investor

e Since 2017, 4 loans, from USD 700k to 2.75 million

e Business Growth: From 16 branches under 9,000 clients in 2017 to 50 branches and nearly 52,000 clients by 2024.

* Financing: 15 International lenders, 7 local banks

e Reasonable pricing & good repayment schedule

* Flexibility

* Request higher loans Ol'l'er @



PROMPTING l VOICES
QUESTION @ counr

“Reflecting on the last months, how did the loan that your received helped
you (or not) to improve your professional and/or personal life? Describe and
explain how you think it has affected your life and/or future? Give an
example to illustrate.”

alterfin® 34



Median Age
Men
Women

Average Household Size
Average years working with
Bailyk

Average Loan Size

47 years
139 borrowers
41 borrowers

4
5 years

719 USD

olter

O



RESULTS
MFIPULSE

By emotions

v

Positive(88%) Mixed(9%) Indifferent (3%)

e Housing (40%) e Housing (50%) * Loan Amount (50%)

e Business (40%) e Business (50%) * Loan _ By theme
Documentation

o Asset (10%) (50%) |

Education (5%)
e Consumer(5%)

alterfin®



with my basic day-to-day needs

CHANGES IN
THE ECONOMIC
SITUATION

OF BAILYK'S
BENEFICIARIES

to achieve my shaort-term to achieve my long-term
goals goals

Income Utilisation

My economic situation has
improved significantly: 100

My economic situation has
improved a bit: 67

My economic situation is
unchanged: 11

My economic situation has slightly
worsened: 2

alterfin®

SERVICES & SUPPORT
OFFERED BY BAILYK FINANCE

Execution Time
Insurance

Repayment Conditions
Loan Duration

Loan Amount
Guarantees Required
Others

Interest Rate

I
I 5

I

I

. 32

I 30

. 2

Ps



IMPROVEMENTS BAILYK’S SUPPORT &

AT THE FAMILY LEVEL ITS IMPACT ON FINANCIAL RESILIENCE
Housing Improvement | NI :/ Borrow from Bailyk | D ' '
Purchase of an asset [ D ° Sellanasset D 27
. u i 17
Access to education 9 S my savings o
for my children I 2 Borrow from friends or family e 1’
Others | D8 Other | 9
Borrow from another
Access to healthcare [ 13 financial institution )2
Access to improved Borrow from a money lender 0
infrastructure ¢ !

No way to pay for it 0
Savings accumulation [P 2

None P2

* Significant Improvements: Major impacts include housing improvements (47%), asset purchases (31%), and access to
education (7%).

* Resilience: 63% would borrow from Bailyk in emergencies, 12% would sell assets, 9% would use savings, and 9% would
borrow from friends or family.

alterfin®



We first identify some trends and recurring themes

though the Impact Stories>> Step 1

'Y KAPQAPNAP, |

# Aemaahy Femiesvass

Then we start to see a reinforcing/diverging pattern
of these stories in the follow-up closed questions>>

Step 2

The trends identified in closed questions are further

enriched by the insight from stories>> Step 3

In this way we have a strong circular feedback loop.

alterfin®



Coffee Coop in Rwanda

Coffee price fixed by the government

Stories heavily focused on the intangible impact and undocumented support.

Divergence in Impact Stories and Impact Trends

* Allowed us to attribute impact to where it truly came from: Support not pricing

alterfin®



* Heterogeneity in impact: Impact varies from region to region.

* Consolidation: Results from all studies are put together in a dashboard that allows us

to see the combined impact

* Filter for nuance: We can filter by organisation and various parameters to understand

the impact based on context and varying market realities, value chains etc.

alterfin®



Next Steps

Social Investor Working Group: working group on Gender Lens (how to focus
on gender in due diligence, TA and monitoring) (June 15-18 in Frankfurt)

Webinar on Financial Inclusion: Theory of Change and Outcomes
Management by Incofin (Week of September 14)

Field testing for Agriculture, with ADA (Q3-Q4 2025)

African Microfinance Week (Kenya, October) and European Microfinance
Week (Luxembourg, November) to exchange on advancements

Any other opportunity?

Please join our Sustainable Outcomes Management Project:

> https://cerise-sptf.org/outcomes/



https://cerise-sptf.org/outcomes/
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