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Providing opportunities for economic betterment
and life abundant

Opportunity International seeks to provide financial products and

services that enable whole-life transformation. This white paper

di scusses the biblical basis of
introduces the Transformation Lens, and examines through case

studies what is required to translate its vision of transformation

into actual changes in the lives of our clients. While microfinance

loans, savings, insurance, and training start from the intention to

address the financial needs of clients, Opportunity has developed

an instrument to assist member organizations to evaluate and plan

how their financial services can actually contribute to whole-life

Opportunity transformation.
International offers
hope to women and me From the CEO

in poverty through
microfinanced access
to micro loans, savings
insurance and training

Opportunityds wultimate goal S
our clients as well as our staf
enough to say that our products and services are transformational

just because wedre meeting a finan

respond to the entire person.

I captured one of the clearest snapshots of transformation on my
first visit to a rural village in Malawi. Amongst the roughly-hewn
houses, scampering children, and scattered cinderblocks, | met a
middle-aged woman who was preparing to receive her first loan
from Opportunity. Greeting her with a big smile and eager
handshake, | was surprised at her response. She shuffled her feet
slowly towards me, with her head awkwardly bent toward the
ground. She looked at her dusty, shoeless feet and extended a limp
handshake in exchange for mine. Despite several attempts to
engage her in conversation, her shoulders remained stooped in
shame and her frame wilted with worthlessness. Hers was the
manner of so many first-time clients. The world has lied to them,
telling them that they are unimportant and insignificant. They feel
that the burdens they carry are too heavy, the weight too much to
bear, and they are all alone in lifting the impossible load.

© 2008 Opportunity
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But this is the difference Opportunity makes. | But our work presents something even more

came back to that same village after several loan i mportant. Through our cl

cycles had passed. With small loans and our with Opportunity staff, they are treated as

staff expressing an abundance of Jesus' love, equals instead of being turned away or treated

this woman and her village were now different. like second-class citizens. They receive authentic

The tiny community was now spotted with love and respect. They are told that they matter,

more structurally stable homes, cinderblocks that they are created in the image of God, their

were now foundations for more buildings, and Heavenly Father and Creator. Clients learn that

children scampered around, dressed in they are special and that God does not make

uniforms, ready for mistakes. He loves them

school. Such It is not enough to say that onr products and  with an everlasting love.

transformation comes services are transformational just becanse ‘ .

about through the wedre meeting a Jesus said, 0Come

interaction of individuals, ) all who labor and are heavy

local and outside look.at and respond to the entire person. laden, and 1 will give you

organizations, and rest. Take my yoke upon

cultural practices. Opywandlearmfiom mesa | ajn gertle ard f

providing financial services is an integral part of lowly in heart, and you will find rest for your

the process. souls. For my yoke is easy, and my burden is
l'ight . 6 [-M&ltBewddlt @aBe a

Again, | greeted the same woman with an eager desire for a relationship, through Jesus Christ,

handshake and big smile. Here was the with each of his dear ones is the source of true

transformation! She strode towards me, restoration and transformation. As an

shoulders lifted up, and head held high, and she organization motivated by Jesus' love, we seek

grasped my hand with strength and joy. Her to lift the burden from those who are stooped

eyes danced as she looked straight into mine. A over by the weight of a fallen and broken world.

confident ohell odé was on her |ips, and she

moved with ease. The heavy weight was lifted This Transformation Lens helps us become an

from her back and shoulders. organization that focuses on whole-life
transformation. The lens enables us to biblically

Our products and services are a means by which examine our products and services, our

we can facilitate hope. Economically, those who organizational culture, and the conduct of our

have been disenfranchised suddenly become staff in order to constantly evaluate and ensure

enfranchised. They become a thriving part of a that our clients and our own lives are being

local economy. They become wise consumers transformed.

and also flourishing producers. Through --Adrian Merryman

Opportunity and other Christian organizations
that provide complementary services they have
a means to feed and care for their families, care
for extended family members, HIV/AIDS
orphans, and those in need around the
community. They can clothe their children, and
afford uniforms, books, and, importantly, shoes
so that their children can attend school. They
can mentor others in their village and encourage
them as providers for their families.
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Beyond Finance: The Biblical Vision for blind receive sight, the lame walk, those who
Holistic Transformation have leprosy are cured, the deaf hear, the dead
are raised, and the good news is preached to the
Historically consistent poor. o6 [Luke 7:22]
Opportunity International began in 1971 when
two business people on two different continents Jesus came to complete the work of the Father
began providing loans to poor entrepreneurs. [Matthew 6:9-10; John 4.34, 2 Peter 3:9]. His
Though half a world apart, they were motivated work included loosing the chains of injustice,
by the same desire: t obindirguplthe wokedheaded and reeésingithe t 6 s ¢ a
to serve the poor. These two people, David oppressed from darkness [Isaiah 58:6; Isaiah
Bussau and Al Whittaker, realized that by 61:1; Revelation 21:5]. By giving away his life on
providing small loans they dignified the poor by the cross, Jesus provided humans the ability to
recogni zing peopl eds o hooseta isestablishtthe relationshipbetweana n s f or m
their lives. God and humankind [Matthew 22:37-40]. In
Jsus6 | i fe, the work of <car
Opportunity International has grown intertwined with the restoration of all
tremendously, and its services have expanded humankindds relationship
beyond lending money to offering a full
spectrum of financial services, yet its mission Holistic transformation is not a goal to be achieved

and motivation remain the same. Opportunity

; : : : only after meeting certain business requirements.
International is working to ensure that it D af & 7

remains a transformation-focused institution. This relationship with God through Jesus is the
With a triple bottom line of transformational first step in the building of the Kingdom of
impact, outreach, and sustainability, member God, which extends to every aspect of life. This
organizations strive toimpl e me nt  Op p o rigwhypperiunitysfocuses on holistic
mission in contextually appropriate ways in their transformation. Jesusd co
own countries. of the Kingdom of God [Matthew 6:33;
Matthew 6:9-11; Luke 9:1-2]. To seek first the
Viewing our mission through a biblical lens Kingdom of God means experiencing God in
Jesus showed us in word and deed that the poor every facet of daily life, including the daily work
have a special place in his heart. In what is through which we find dignity in receiving

sometimes refmsiored to @eddespsdvimsi on for ourse
statement, he says, 0T ieogiresshpse¢ wha ate pard df histkinggomioo r d i s

me because he has anointed me to preach good work toward reversing the effects of sin and all
news to the poor. He has sent me to proclaim that distorts human beings as the image bearers
freedom for those imprisoned and recovery of of God.

sight for those blind, to release the oppressed o
and proclaimthey e ar of t he L or dvbilethistwerk/begins wigh a restored

[Luke 4:18-19] Spiritual and physical poverty are relationship with God found through Jesus

both on Jesusd heart aGhristihexends tereugh all gspectsiofilife. mi ni st r
shows. Elsewhere, Jesus instructed his When the Kingdom of God touches or comes
followers, when you gi Wtethedfeofapeisgnufamdy, oecommunityt e t he
poor, the crippled, the lame, the blind, and you every dimension of life experiences

will be bl esl4ganledus [ L u k @ansforemation. Ve seek to reduce poverty by

shows his concern for the poor when the providing financial services and training to the

imprisoned John the Baptist asked if Jesus was poor, allowing them to transform their lives. Yet

indeed the Messiah. Jeeuk ¢eBpehdeddat ofede Jesus



transformation. Seeing the Kingdom of God on
earth as it is in Heaven requires seeing people,
their needs, and
We do this with the clarity and penetrating
sharpness provided in the Bible and through the
power and wisdom of his Spirit.

We participate as God builds his Kingdom on
earth. By providing opportunities for people in
poverty to meet their basic material needs,
Opportunity International seeks to offer holistic
transformation. We hope that our work makes
visible the love of God. We serve the poor
because in doing so we represent and reflect
Jesus and his Kingdom in the hope that those in
poverty will taste true life d full and abundant
(John 10:10).

The Transformation Lens

To see people, their needs, and the world
through Jesusdeyes requires an understanding of
G o dodigenal intent for humanity. Genesis
chapters 1 to 3 illustrate seven foundational
areas essential for full and abundant life:
Dignity; Authority; Security; Adequate
Provision; Purpose; Hope and Meaning;

t he wgreatdrdbtail) hr ough
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Freedoms and Appropriate Boundaries; and
Authentic Relationships. (See Appendix 1 for
Jesuso

God created these needs within us, and he
perfectly met them though our original
relationship with him. To affect holistic
transformation in the lives of our clients, we
must understand the interconnection of these
foundational needs. Each of our financial
products and services, combined with our
personal interaction with clients, should
intentionally create environments that maximize
the opportunities to address each of these areas
of foundational need.

The Transformation Lens is a framework for
Opportunity International to use as a means of
ensuring that we take intentional steps to

examine everything we do in order to ensure we
are meeting cliifent sd
transformation. Following is a graphic of the
Transformation Lens. This paper will discuss

one of many ways to apply it.

eyes.

need
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Contributes to a
persons experience
of esteem, respect,

worth, equality and
unique value

Enhances a person’s capacity
to build genuine and meaningful
relationships which enable
increased connection and fuller
participation within family,
community and marketplace

authentic
relationships
& love

Contributes to increasing a person’s
understanding and appropriate exercise of
their human rights and God created [
freedoms, [without limiting the rights and ;'pep’}?',;’af;{
freedoms of others, baundarics g
or disregarding boundaries set within
constitutional, moral and natural laws)

meaning

Contributes to the
development of a person’s
potential and increased
sense of purpose, hope
and meaning in their lives

dignity

Contributes to empowering a
person to confidently exercise
initiative and engage decisions

with a sense of informed choice

within financial, personal, family

and community matters within
the moral will of God

authority

Contributes to the reduction of
exploitation, anxiety, fear, threat or
violence experienced by a person,
increasing their emotional, social,

economic or spiritual security

s security

adequate
provision

Enables a person to
reduce their experience of
‘lack’ or ‘need’ related to

adequate access of
necessities for themselves

and their families



Using the Transformation Lens

Opportunity I
and services, its outreach, and its educational
efforts seek to be client focused. In order to
offer products that people want to buy in
dynamic and highly competitive marketplaces,
Opportunity must be vigilant in attempting to
understand and meet their changing needs.

In efforts to provide client-focused products
and services, Opportunity seeks to address
physical as well as emotional and spiritual needs
of clients through:

1. listening to clients and understanding
their financial situations and needs

2. designing products and services which
meet their needs

3. delivering services through respectful
relationships.

Holistic transformation is not a goal to be
achieved only after meeting certain business
requirements. Transformation should come
about through normal client interaction with
our staff, products, or services. Embedded in all
interactions should be a target for supporting
the physical, emotional, and spiritual needs of
clients. This Product Assessment exercise is
designed to assist Opportunity Institutions to
look at their products and services to determine
how the goal of transformation is a part of that
product or service.

This Transformation Lens exercise can be
broken down into two steps:

e Step 10 Examine the financial products
offered by your institution (including
the design, features, and delivery
processes). Place each product across
the Transformation Lens, mapping how
the product builds an environment to

nternat.
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one

Product Assessment Questions

Examine each product through the
Transformation Lens

Question 1
Does our product or service adequately
addr e s s cDignity 2) Authdgity 3) )
Security 4) Adequate Provision 5) Purpose,
Hope, and Meaning 6) Freedoms and
Appropriate Boundaries and 7) Authentic
Relationships?

Question 2
If the answer to Question 1 is No, what is
missing that could allow Opportunity to
facilitate transformation in that area?

Question 3
Should Opportunity provide new products to
address unmet needs?
Consider these five things: Christ, Client,
Capacity, Cost, and Competition.

Question 4
I f it is not Opspart
aspect of the Transformation Lens, how will
that need be met in the lives of clients?

Question 5
If Opportunity cannot address a foundational
need and clients have no other way to have
that need met, what steps should we take to
temporarily stand in the gap?

Question 6
Should Opportunity undertake longer term
efforts to empower, mobilize, advocate, raise
awareness, or otherwise intervene to address
an unmet need?
For how long is it our role to do this?

uct s
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enhance each dimension of identified focus on providing transformation in specific
need within the lives of clients. and measurable ways. With the help of market
research, GO Finance found it was better able
e Step 2 0 Examine the spread of to understand and respond to clients. More than
responses across the Transformation 60% of clients stated that they could make their
Lens. Identify those dimensions of repayments, compared to the previous year in
transformation that your institution may which fewer than 50 percent said that they
not be adequately addressing and could make loan repayments on time and
discuss ways to strengthen responses. without difficulty.
Opportunity partners should emerge from the Because the Indian environment can be more
examination exercise with new insights and the hostile to expressions of Christianity,
ability to apply them to maximize their particularly the appearance of proselytizing, GO
transformational impact. No matter the specific Finance was careful in the spiritual indicators it
organizational form of your institution sought to . .
(regulated institution, bank, NGO, or other measure, <48 we discover client needs and
financial institution) transformation in every It decided  develop ways to meet them,
aspect of clientsdo |1 v@bokahOppgﬁm@ujgoﬂ/dbg;gg,éz‘ﬁgfg on th
agenda. By regularly examining our whether provide transformation as well.
organizations using the Transformation Lens, clients ‘
we can significantly improve our focus on knew that GO Finance was
transformation. call to serve the poor. They asked if clients saw
empl oyees | iving out Oppo
Case Study 1: The Importance of Focus of respect, commitment to the poor, integrity,
0 Growing Opportunity Finance India and stewardship.
In mid 2007, Growing Opportunity Finance GO Fi n an cresdarch hasroa ocdasert
(GO Finance) began a business planning brought challenging insights, including some
exercise in which it explored how the client concern that GO Financeis0 t 0 0
organization was approaching its intended r el i ghe company ilimediately explored
impact. Following the exercise, when the with field staff and client focus groups why they
Transformation Lens had been developed, the felt that way and how GO Finance could
effort undertaken was similar to that described address the concern without compromising its
above. values yet still provide an environment of
transformation. GO Finance discovered that
As part of this business planning process, GO cl i ent spraging @ theddginning ok e
Finance decided to measure itself and its clients every meeting without seeking permission from
using indicators t o ma thdgroup membens Boind fieldsthffiusedBibls 6 | i v e
were transformed through their interaction with verses provided in the transformation modules
GO Finance. The institution looked to identify regardless of the group level of comfort with
and set specific measures through which such an activity. Sometimes Bible verses were
i mprovements i n cahdi ent gsalforeefully, mstead of evaitingdoo c i a |
spiritual lives could be tracked. appropriate opportunities to introduce
Scripture. Others did not respect clients'
GO Finance performed an intended impact religious views by either slightingot her s & bel i
exercise (see Transformation Intended Impact or disregarding them, for example, through the
Analysis Exercise below) in order to sharpen its insistence that groups select 0Ch r i snbmiesa n 6



GO Finance is in the process of addressing such
concerns by: ensuring permission is granted
before praying; offering prayer as a voluntary
activity after the formal meeting has ended;
assuring that staff understands how to utilize
the training modules in respectful ways, while
being prepared for appropriate opportunities to
talk about religion and faith.

GO Finance has made listening to clients a
priority. They regularly survey and analyze the
results, but they also sit down in focus groups to

make sure theydre hea
oOWhen we develop new

and listentoclients, 6 s ays
Jim Rieff. OWe have
t his

GO Finance has now improved its client
acquisition rates and retentions rates as well as
i mproved its
rate in Q1 2006 was 31% annually (65%
quarterly). It has now grown to 83% at the end
of March 2008, with the quarterly retention
rates for the past four quarters varying between
90% and 96%.

GO Finance ended December 2006 with 4,900
active clients. In the subsequent five quarters to
March 2008, GO Finance achieved quarter on
quarter growth rates between 25% and 32%. By
June 2008, GO Finance had more than 23, 000
active clients.

GO Finance is intentional about providing
holistic products and services that cater to the
whole person based upon the issues its clients
highlight as impeding their progress. Where GO
Finance is not equipped to address certain
identified needs, it establishes partnerships with
like-valued organizations who can better meet
those needs.

One such partnership is with the International
Foundation for Crime Prevention and Victim
Care. Clients had expressed a lack of physical
security, which GO Finance was unprepared to

guality.
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address. Training programs jointly provided by
International Foundation for Crime Prevention
and Victim Care and GO Finance mobilized
group leaders across all GO Finance Branches.
Client leaders were ready and able to address
domestic violence issues within their
communities. Clients appreciated the
responsiveness of GO Finance in providing an
opportunity for them to change their lives and
communities.

Is holistic transformational impact possible outside

the historical delivery channels of the trust group? lents
GO Fi n alRiswerk apgngslients has also spilled over to
peGPI Bi A3 RE a pegoporeniieg s . oS e

make sense? What 6 kegunteuadsrdandihetiagedy of dpmegic; 2 5 6

violence, 6 s a yasd haReddgui fo ,
challenge some of their beliefs as well.6

10N ofher aieas, 50 Eirgnse has foundewiays i o n
of better serving clients with transformational

servicess GO Fi nanceds client de
program is being enhanced to improve its

gual ity and i nfpeprogtami n c | i
not only offers an educational opportunity, it is

also a unique communitye x p er Werking e . 0

in groups brings a social element that may not

always be presentd during the rest of the week,

says Reiff.

GO Finance has adjusted trust group loans by
lowering interest rates and providing more
flexible terms beginning in the second cycle of
loans. Trust group members say they find it
empowering that GO Finance includes them in
decision making by asking for feedback and
offering a role in making decisions. GO Finance
also offers higher loans for those meeting
certain requirements. It is also working on the
development of an equipment or capital
improvement loan to be offered in the future.
Clients are particularly appreciative that GO
Finance works to provide loans based on their
needs. Such concern, too often absent from
their lives, provides a sense of dignity.
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GO Finance understands that it can only be a has a staff person dedicated to making sure GO
conduit for transformation as far as it has been Finance has a transformational effect.
transfor med. OBecause olransbosmarmani cdoas$n
mission must be real, alive, and evident in the someone takes a | oan,
lives of all our staff across all levels of the know things are happe

organi zation, 6 says ReifhfentowenalbWwéhave a
dynamic and multifaceted approach investing

into strategic, sequenced, and transformation- Below is GO Financeds
infused staff training, regular devotions with the seven dimensions of the Transformational
application-oriented activities and Lens. In each section, GO Finance sought to
transformation focused operational staff identify measurable r
meetings. o lives that would come as a result of their

interaction with the institution.
GO Finance works to create an environment
that is conducive to creating transformation. It

S5 OO
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Growing Opportunity Finance - India

Transformation Intended Impact Analysis Exercise

® 10% of GO businesses create
employment opportunities
e Listening to clients a central
focus and client recognized
distinctive of GO's approach to;
understanding client needs,
developing product sets; and
expanding services
authentic
ralailo&sglps
¢ Client is aware of issues, concerns and services
available to them personally, to their family and to
their communities
appropriate
« |f asked by client, GO staff equipped to link clients Boundares
to appropriate value based local resources
¢ Clients provided with clear and appropriately timed
explaination as to loan processes, term conditions
and expectations

 Client takes concrete steps to
improve Children’s education

* By the end of 1st year

know the work of GO is motivated

by Jesus love

* | arge percentage of branches
with regular transformational
interactions taking place

meaning

¢ Client shows increase
in self confidence & self
respect
* Client agrees that GO
reflects and deals with
them in the manner
highlighted through its
Core Values especially
Respect, Integrity and
Commitment to the
Poor

dignity

« |f asked by client, GO staff equipped to
adequately steward the transformational
opportunity and appropriately communicate
that GO is motivated by Jesus to serve
clients & alleviate poverty

 Clients provided with staircase of financial
offerings given options and supported to
utilize products most responsive to their
needs and capacity

¢ Client enabled to increase profit by rate
greater than inflation

o Client invests portion of profit back into
growing businesses
o Client saves regularly
o Client increases household assets

¢ Client agrees that GO is committed to
helping them improve their business

 Client takes concrete steps to
improve family’s daily nutrition

clients * Client take concrete steps to

prevent illness in family

 Client takes concrete steps towards

improving living conditions &
immediate environment
o Client agrees that GO is committed

to helping them improve and steward
their business

10
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Case Study 2: Embracing New Delivery Testimony
Channels d Micro Insurance Agency
The annual planning and review meeting for the

The management and country directors of the MIA management team was a time for us to
Micro Insurance Agency [MIA] came together review and solidify our plan for the next 12

in January 2008 for their annual planning and months. One of the highlights of the three days
review process. As part of their planning, they was our examination of the ways MIA

used the Transformation Lens to explore ways transforms clientsbd
to maximize thre or gani zthoughttoroudh ways fhatiwe could maximize
transformational impact. the transformational impact we can have through

MIA products.

Transformation has always been embraced by _
MIA and a focus of product development is I was somewhat skeptical because these sorts of
transformational impact. Yet, the young exercises often generate lots of great ideas but
organizationds rush t o OFlakpracicy agplic @.\)I@qez!,s%)been
insurance products sometimes took priority fiustrated by discussions that go around and
over intentionally and consciously embedding around like a broken re_cord. I_ am_frustrated that
transformative aspects into products. I often leave those sessions with little I can
implement.
MIA has developed a comprehensive range of
products for more than 25 microfinance
organizations in 10 countries, covering more

However, the hour and a half that we spent
engaging in this analysis was probably the best

) investment | have made. | found this approach
than 3,250,000 lives. YoﬁtPansforrﬁaﬁ)rPtébEa%reaMéfﬁeﬁ%réf ocus o©
the insurance needs of un-served, under-served, real, scriptural, and applicable. As a management
and vulnerable clients, the organization team, we set about using the Transformation
Wond.erEd if it COUlq I’eally claim to effect Lens, and we were Surprised how much
holistic transformation. transformation we were already delivering. We

simply had not been able to identify nor

Due to its global coverage and the ever- articulate it previously.
expanding demands on a lean staffing structure,
MIA is not in a position to increase This lens helped us define the ways in which we
transformational impact simply by adding new are already transformational. It also led us to
activities. Any i deas fexaminelzve cogdembetter gimudinged s
transformational focus and impact needed to range of ideas and innovations which we can
make a clear value proposition, be applicable on implement immediately and many more we can
a large scale, and be justifiable within the MIA work toward in the future. I am excited by the
business plan, given its narrow profit margins. Transformation Lens and the implications on the
Still, the Transformation Lens helped MIA wider Opportunity family. I highly recommend
identify these needs in its work in Uganda and engaging in this process.
Ghana. Richard Leftley

L President & CEO
1) Dignity Micro Insurance Agency Holdings, LLC
In Ghana: Opportunity International Network

1. Now in process of exploring additions
and or enhancements within funeral

11



insurance product and the group
accident policy

2. ldentified the need to continue to push
the market to keep margins tight when
servicing the poor. To do this we have
determined the need to become a
corporate agency, which would allow us
to work with more than one
underwriter. This will keep the pressure
on the underwriters to ensure premium
prices remain affordable for clients and
ensure our competitive position in the
Ghana market.

2) Authority

In Uganda: 1dentified the transformational value
of designing products in a way that allows
clients to choose how to use their payouts. This
should be combined with financial and
stewardship training.

3) Security

In Ghana: |dentified the need to listen more
closely to the client and end users to ensure
product development and product enhancement
efforts respond to coverage needs.

In Uganda: 1dentified greater need to ensure end
users are engaged in the development of
products.

4) Adequate Provision

In Ghana: 1dentified significant scope to push
for improved pricing and benefits under various
products; a re-negotiation is in process with
insurance company underwriters.

In Uganda:

1. ldentified the need to reduce loss claim
processing to less than 14 days; now
implemented;

2. ldentification and development of a
group life insurance product; now
implemented with Compassion
International

12
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3.

Identified need to understand the health
insurance and boat insurance needs;
research and pilot commenced

Identified need for greater focus on

insurance products to compliment

agricultural loans, home improvement

loans, and school fee loans; research

and pilots now underway with

MEDNET, Habitat International, and
Christian Childrends

5) Purpose, Hope, and Meaning
In Uganda:

1.

2.

Identified the significance of education
in order for people to reach their
potential and fulfill their foundational
need for hope, purpose, and meaning.
MIA is now piloting a school fees
insurance policy for selected schools.

With the NIKE Project, MIA is looking
at the difference between keeping girls
in school versus health insurance as a
means of reducing poverty.

6) Freedom and Appropriate Boundaries
In Uganda:

1.

Identified the need to more clearly
define and educate clients and end-users
about their insurance policies 0
specifically the right of the end-user to
choose between policies, how loss
prevention works, and the requirements
on end-users once they take out a

policy.

Identified the need to train staff and
end-users to better understand
insurance generally & how insurance
products are structured by the loan
provider and how to accurately
complete the application forms to
ensure clients are not disqualified or
payments are not unnecessary delayed
when claims are submitted.



7) Authentic Relationships

In Uganda: Now hold staff devotions every
Monday and Friday, which includes sharing
personal experiences, testimonies, challenges,
and prayer requests. This has resulted in
increased bonding as a team, learning more
about team members, and bringing more of
God into work and relationships.

OEmbedding transformation into an institution
and the products it produces is hard work,6 says
Ryan Lynch, special projects manager. Lynch
credits MI A®Gs
diligently to transform the lives of the poor. oln
many ways, they have already achieved great
success. The process of examining products
through the Transformation Lens,é Lynch says,
ohelped MIA discover the transformational
effect it was already having.0 Yet, he says, there
are gaps that need to be addressed.

Lynch has the responsibility of following up on
the work that began in January. He is integrating
transformation into
planning. Before the meeting, management will
list accomplishments for 2008 and goals for
2009. The transformation goals for 2009 will
then be integrplannrgd i
process.

Conclusion

Opportunityds missi
opportunities for people in chronic poverty to
transform their lives. Few sustainable bank or
financial services companies are focused on
whole life transformation. Some microfinance
institutions are economically sustainable; others
are focused on the transformation of their
clients. But Opportunity seeks to do both.

Opportunity, of course, does not work alone.
And our services, transformative as we want
them to be, cannot encompass everything our
clients need to transform their lives. Financial
services are one piece of an extended equation
that results in client transformation. Yet our

manageme

Ml

nt

on
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products and servicesii especially when they are
client focused and Christ centeredfi are a vital
piece, required for clients to achieve their God-
given potential.

The Transformation Lens is a framework for
thinking about how Opportunity organizations
can intentionally work toward creating
environments able to facilitate whole life
transformation among all those connected to
our organization: from clients to staff, from
boards to management, from donors to
stakeholdesa m f or wor ki ng
With this Transformation Lens, based on the
Bi bl e ds ofloer Soundatioqmltngeds, n
we can start to see people, see their needs, and
respond intentionally. The lens can help
Opportunity International become a network of
holistic transformational organizations taking
the form of microfinance institutions.
Transformation is the restoration of and holistic
change toward a God-intended life that is full
#dabundani) sOsinedchireamd éhipgdesua t
Christ. [2 Corinthians 3:18; John 10:10]

To explore further how to use the
‘ransfioemgtion Lensecantacd Robyn Robertson
at rrobertson@opportunity.net

is to provide
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Opportunity International has more than $900
million in assets serving poor families with
micro loans, savings, insurance and training in
30 countries in Africa, Asia, Eastern Europe,
and Latin America. Opportunity builds, owns
and operates microfinance banks and the first
wholly-owned microinsurance company. With
Supporting Partners in Australia, Canada,
Germany, the United Kingdom, and the United
States, Opportunity manages investment
divisions and a Loan Guarantee Fund.

Our mission is to provide opportunities for people in
chronic poverty to transform their lives.

Our commitment is motivated by Jesus Christ's call
to serve the poor.

Our core values are respect, commitment to the poor,
integrity, and stewardship.

We serve women and men of all faiths and no faith.
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Appendix 1: The biblical basi s for the
Transformation Lens

The Transformation Lens finds its seven areas
of need in Genesis 1 - 3. These chapters
highlight the core elements that must be
addressed for any human to live a full and
abundant life: Dignity; Authority; Security;
Adequate Provision; Purpose, Hope, and
Meaning; Freedoms and Appropriate
Boundaries; and Authentic Relationships.

Authentic Relationships

From eternity, God existed in relationship with
himself as Father, Son, and Holy Spirit. For
humans, created in the very image of God
[Genesis 1:26, 27], relationship is at the heart of
ourbeing Hu mans o
determines that we should live life together, not
alone [Genesis 2.18]. Go d 0 s
for us to live life and enjoy it in relationshipf
where cooperation [Genesis 2:18], commitment
[Genesis 2:24], respect [Genesis 2:21-23], and
appreciation of our differences [Genesis 2:23]
would abound.

It was sin that first introduced the difficulty,
indeed the impossibility, to live life together
without grace [Genesis 2:15-16, 3:1-7, 3:21]. It
was sin [Genesis 3:15] that caused Adam and
Eve to distance themselves from their
previously intimate relationship with God
[Genesis 3:8]. It was sin that introduced
dysfunction, loneliness, disconnection,
brokenness, and alienation into relationships &
first with God and then with each other
[Genesis 3:15]. Our foundational need for
relationship is built into each of usii to live in
right relationship with God and in right
relationship with each other [Matthew 22:37-
40].

Adequate Provision

origin&eEcdéesityncames
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Godds creative
all dimensions of who we are. That requires us
to be concerned with three levels of provision:
physical (Genesis 1:29-30, 2:6, 2:16), the social
and relational (Genesis 2:18, 22, 3:9), and the
spiritual (Genesis 1:27, 2:7).

It was the consequences of sin that introduced
toil and struggle related to physical survival
(Genesis 3:17-19). Yet even in the moment of
sinsBconsequences playing out, God still
provided for their needs and made garments for
them and clothed them (Genesis 3:21). God
requires both our faith and actions working
together, to speak into and adequately provide
for the deepest needs of people (James 2:14-17
& 22).

refl ecti onSeanity Godds | mage

from
faithfulness and stability. The name of God

used in Genesis 2 is Yahweh which refers to the
covenant-making Godf the God who keeps his
promises. Security comes from our heavenly
Fat her s

When separation occurred between humankind
and God, fear and anxiety flooded in [Genesis
3:7-8]. Security comes from God and our faith
in hispromisess Ro mans 8: 32
who did not spare his own Son, but gave it all
up for us all 3 how will he not also, along with
him, graciously give us all thi n gHavihgddone
so much, God will provide security in all
dimensions of human life.

Dignity

In Genesis 2:25, Adam and Eve had nothing
that made them ashamed. There was nothing to
hide, no
creation, and they understood their unique
value, respect, worth, and equality in and
through God [Genesis 1:27 & Genesis 9:6b].
They enjoyed uninhibited daily relationship with
God and each other unhindered by self interest.

remi

actions pr

Godods
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When sin came into the world, the first mark of 3:5], to step outside of our delegated authority
death was the knowledge that they were naked and indulge our independent attitude proved
[Genesis 3:7]. They had been naked all along, too great.
not having to hide any aspects of themselves.
However, the immediate effects of sin were God knows evil not by experience, but by
embarrassment, hiding [Genesis 3:7, 9], shame, relating it to himself. That which is consistent to
guilt [Genesis 3:12], humiliation, and even fear. him is good, and that which is inconsistent is
While the basic human need for dignity was evil. But only God can do thisii we need to
manifest physicallyfi humans needed to be relate all things back to God not to ourselves.
clothedfi it relates equally to the psychological When we ate of the fruit of the tree of
level as well. Separation from God and the knowledge of good and evil (Genesis 3:6) we
dignity found in him drives behavioral became like God, but we did not become God.
responses such as comparison and competition, We started relating everything to oursglves,
avoidance of close connection with others, self because we were now corrupted by sin. We
consciousness or hiding. These responses cause began to think we were the center of the
people to treat other humans as less than equals. universe and not God. Therefore people
Yet despit e silivd sethata n d E keenge willing to dominate one another rather
God did not stop seeking them, to restore his than stewarding their authority in the manner
relationship with them [Genesis 3:8-9]. Today if God had intended.
we acknowledge our guilt and stand before him
then we are accepted and beloved [Romans 8:1- Freedom and Appropriate Boundaries
2lAs Godods creation, we_ _must treat one
another as equals with respect, as beloved and The principle of free choice within revealed
acceptedpeome. l i mits was cl ear!| y part (0]
from the beginning. God wanted to provide
Authority freedoms of activity and choice within declared
limits. God offered freedom within the entire
The greatest gift God has given us is the ability garden with some restrictions [Genesis 2:9,
to make moral choices; to voluntarily choose to Genesis 2:16-17]. He placed those restrictions
respond to God in harmony with his moral will. because of their harmful consequences, namely
Humans also have the right to not respond to that full and abundant life was no longer in their
God in harmony with his will. God had given us grasp [Genesis 3:22]. The gift of our free will
authority under his authority. It is a delegated and ability to make choices is accompanied by
authority as coworkers with God, responsible to the ability to understand and respond to our
name [Genesis 1:28, 2:19-20], care, and cultivate limitations. God made each of us with the
Godd s ¢ rGenasis 2:8015]. Hpwever with capability of responding to what he says.
such authority came the responsibility of
choosing rightly [Genesis 2:9, 17]. The serpent The only way to have access to life full and
tempted Eve with both truth and part truth abundant is through Jesus [John 3:16, John
ou will not surstdty dilelB] Gpdgantinugsgogrovideus with the
when you eat of it your eyes will be opened, you road map to navigating the boundaries he set
will become like God, knowing good and evil.6 and enjoying the freedoms he providesfi if we
The enemy lured Eve and Adam with the idea choose to respond to his Word [Proverbs 3:5-6].
of becoming more like the one they loved,
wrapped in the question & was God holding Hope, Purpose, and Meaning
back from them? The temptation and desire for ] o
control and independence from God [Genesis A created being has a purpose, an objective. As

Go d d s c rhevasignificante,and w e
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meaning found in our likeness to him and our
functional purpose, to go forth and cultivate all
of creation bringing it to its intended potential
[Genesis 1:28, Genesis 2:8, 15].

However Satan tempted us to doubt the
intentions of God [Genesis 3:4-5]. Once sin
entered we began to die [Genesis 3:7, Romans
5:12], and we struggled with a sense of defeat
and futility [Genesis 3:17-19]. Yet despite this,
the promises of God remain, that we have a
future, hope, and meaning able to be discovered
in him. Our future hope, meaning, and purpose,
and our ability to realize our potential, is found
in God, the source of life. Just as God initially
created us, and his breath of life made us living
beings, so too does the work of Jesus enable the
rebuilding of life (John 10:10, John 3:36).

Each of these foundational areas of need are the
building blocks required for life & full and
abundant.

! References:

e Briscoe, D.
Commentary i Genesis

e Briscoe, D. Stuart [1994] Expository
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e Steadman, R [1975] Expository Studies in
Genesis 4-11 7 The Beginnings

e Walvoord, J & Zuck, R [1985] The Bible
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Appendix 2 : Micro Insurance Agency including access to Anti-Retroviral Drugs for
Products individuals as well as families.

Credit Life: the most basic of products
protects the lending institution against the
inability of the borrower to repay the loan as a
result of her death or disability.

Term life / funeral insurance: provides a
fixed payout upon the death of the client,
spouse, children, or even parents during a fixed
period. The payout is normally designed to pay
for the cost of a funeral and provide a sum to
the bereaved family to provide for immediate
needs. This product can also be extended to
include coverage for disability on a permanent
or temporary basis as well as critical illness
coverage.

Livestock: provides a fixed benefit upon death
of head of livestock; especially useful in
societies that use livestock as an informal
savings mechanism, or for lending programs
that lend to farmers for the purchase of cattle.
Property insurance: cover for losses arising
from a range of perils including fire, natural
disasters, flood, wind and even theft. This
product is especially useful for microfinance
lenders providing secured loans to individual
borrowers.

Index-based crop insurance: lending to
smallholder farmers is often considered too
risky due to the possibility of a climatic event
such as a drought making it impossible to repay
a loan. Crop insurance products can be designed
that use an index such as rainfall to determine if
and when a payout is due. This product protects
the farmer and the lender and so enables rural
credit programs to expand with mitigated risk.
Package policy: this combines a number of
other coverage to meet a specific need; an
example from Uganda uses credit life, funeral
insurance and property insurance combined in a

single microfinance oO0caredé policy. The benefit
easier administration and a lower cost for
clients.

Health insurance: by working with health
management organizations (HMOOGs) we can
provide full in-and-out patient coverage
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Micro Insurance Agency (MIA)

Transformation Impact Enhancement Ideas O Product Asset Mapping & Gap Analysis

Exercise

MIA to enhance A
Adequate Provision
A

Improve Backlog: Work to improve commitment to
backlog and to decrease the 6 [66 day] claim processing time
Enhance documentation processing [up-skilling staff for
operational efficiency, resourcing Insurance Units with
adequate staff, set minimum benchmarks for backlog
processing to be intentional about improvements in service
delivery turnaround times]

Ongoing Product Development: [1] Increase the range
and responsiveness of Child Education Continuation
Insurance Products [2] Develop an MFI staff insurance
product

Enhance Support offered through Claims Handling:
Explore how claims handling could be approached in such a
way that it enhanced the social capital and relational support
dimensions in end user clients [i.e.: networking and
partnerships established and included on primers / leaflets

I pol i ci es shhuldye:baw to clsirk oBthis polity,g
MLA acknowledges the impact of this crisis or trauma extends beyond
[financial and we make efforts to enhance your social support networks
at this challenging time O call (phone nuniber) for a community |
church/ NGO network of suppord] particularly related to the
internal personal chaos/trauma/grief being experienced at
the time of a claim

MIA to enhance A
Security

Ongoing Product Development: [1] Non loan cycle
products for fuller coverage [2] Way premiums are
structured and collected to make greatest allowances for
cash flow of end user clients

Education Focus: To engage in an up-skilling awareness
process with MIFOds to hi
loan cancellationandre-i ssue doesndt ¢
service delivery simply because MFI failed to inform MIA
and the policy number unable to match records

[unnecessary exposure to financial risk and relational strain
between the end user client the MFI and MIA, unnecessary
frustration and additional delay to processing]

Marketing: Ensure Insurance is not markete d t odtod
develop key marketing messaging outside of the fear
motivation stream

Policy Premium Incentives: Explore incentives for links
to environmental sustainability / viability initiatives
[especially in relation to pollutants, toxins and wastes which
have an accumulative impact upon health risks or viability
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of land for ongoing farming & which could in the future if
not addressed lead to potential claims where MIA and
underwriters would want to mitigate against losses incurred
from latent injury or illness claims]

MIA to enhance
Dignity

>\

Product Enhancement Claims Process: [1] Split of life
insurance and funeral component to ensure payout meets
clients needs

Values Vetting: Ensure intentional regular vetting process
of product development as much as MIA performance that
ensures values are demonstrated [fairness / commercial
honesty / quality service and products / end user client
responsiveness / accessibility / transparency]

MIA to enhance
Hope Purpose
Meaning

>\

>\

Advocacy: Greater structural advocacy role be the voices of
the voiceless

Ongoing Product Development: [1] Continued
development of Insurance Products that enable people to
remain connected to sources of livelihood that are
intimately connected to their family heritage, historical
identity as people group or sense of worth and esteem [2]
Greater range of health policy options

Strategic Partnerships: Greater intentionality in sourcing
partnerships with networks, churches, other organizations
with holistic / Christian focus who can support MIA to
strengthen the social and spiritual (Christian) dimensions of
end user clients exposure to, experience and understanding
of their God given purpose, hope and meaning

MIA to enhance
Freedoms and
Appropriate

Boundaries

Education Focus: [1] More client education [potentially
with a multimedia focus able to be transferred via mobile
phone] [2] Focus of client education on parameters of
insurance policies, and clients rights to choose and
requirements once take out a policy [3] Focus of client
education around loss prevention

Enhancement of Processes: How to better handle claim
refusals [even combining with better education process for
MFI 6s and end wuser clien
matching occurs

MIA to enhance
Authority

Continue Product Development: [1] Develop retail
channel [2] Develop more MFI-based flexible products in
addition to compulsory majority products

Enhance Processes: Develop processes able to cater for
the end user or MFI client requests outside of existing
insurance offerings to ensure closure of feedback loop and
capacity to respond in timely manner

End User Autonomy/ Authority Enhancement: [1]India
example of Health Insurance where people in policy group
determine rules, timing of payment and other key features
[Mutual 7 Village models] [2] | n  C B kterdalsuthority
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over payouts

Education Focus: [1] Invest into enhancement of MFI and
end user client awareness of responsibilities [2] Raise
awareness to end user clients as to the specifics and costs
associated within the bundling of insurance within
microfinance product fee structures

MIA to enhance
Authentic
Relationships

Enhancement of Broker Capacity Development &
Compliance to MIA Standards: How MIA can define and
set expectations on the
Oerl ati onal 8 component del
clients to ensure Transformational Impact focus is
maximized and mission fulfilled

Appropriate Sourcing & Use of Strategic Partnerships
for Transformation maximization: HOw to increase
strategicpart ner shi ps with MFI 8
intentionally increase the social capital and relational needs
of end user clients [especially when in crisis or grieving loss]
Increase Relational Touch Points: How to build
authentic relational touch points with end user clients,
outside of the established reasons for engaging with clients
[take out policy, claim, renewal] such as SMS Birthday
Message [could be co-branded] using clients name [enhance
dignity] and provide a piece of non-insurance related
business or other information to assist their empowerment
[enhance security or authority]

Marketing: More fully utilize existing clients and their
established networks to assist promotion and education to
potential new end user clients as to the benefits and
dimensions to accessing insurance

Enhance Support offered through Claims Handling:
Explore how claims handling could be approached in such a
way that it enhanced the social capital and relational support
dimensions in end user clients [i.e.: networking and
partnerships established and included on primers / leaflets
/ pol i ci es shbuldye:bar to cBirk otlis polity,Q
MILA acknowledges the impact of this crisis or trauma extends beyond
financial and we make efforts to enbance your social support networks
at this challenging time 0 call (phone number) for a community |
church/ NGO network of suppord] particularly related to the
internal personal chaos/trauma being experienced at the
time of a claim

Enhance Processes 0 Refusal /Rejection: When
refusal/rejection on claim is required, how could this
message be best structured to ensure retaining as much of
the relationship as possible? what else could accompany the
message to convey the value and concern for the person
even if the claim cannot be accepted, to show that as a
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person they are unique and their lives are valuable [have
developed some carefully worded messaging that can be
utilized within official correspondence]
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