
Rang De 
Rang De is a Bangalore based social enterprise that began its operations in the year 2008 with the mission 
of “poverty alleviation through technology driven financial inclusion.” This document covers the time period 
2015-17, and provides a detailed account of the various activities that Rang De undertook during these two 
years. The document also lists down the issues for action that have been identified and what corrective 
action the organization needs to take to further its mission.  
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EXECUTIVE SUMMARY 

Rang De is a Bangalore based social enterprise that began its operations in the year 2008 with the mission of 
“poverty alleviation through technology driven financial inclusion.” Since its inception, Rang De has been steadily 
scaling its activities and reaching out to rural and urban poor across India who require credit for their livelihood 

activities or to support the education of their children.  

This document covers the time period 2015-17, and provides a detailed account of the various activities that the 
organization undertook during these two years. The years 2015-17 were a phase of rapid growth fro Rang De. The 
grant for institutional growth that Rang De received from Tata Trusts in the year 2015 allowed the organization to 

expand its existing team and reach out to many more low income families.  

Some of the key highlights from the reporting period include: 

• Rang De disbursed nearly 21000 loans during the reporting period totaling up to 26.8 crores (INR).  With the 

assistance of its fundraising team and technology team, Rang De also raised INR 9 crores worth of fresh social 
investments on the Rang De platform during the reporting period.  

• Rang De also added 25 new Impact partners between 2015-17, and with the assistance of the new partners 

gave 2875 loans totaling up to INR 7.3 crores 

• Aided by improved marketing efforts, 5043 individuals joined Rang De as social investors, which was nearly 
twice the social investors that Rang De added during the previous social accounting period (2013-15) 

• Rang De also strengthened its impact reporting structure and created a framework for more robust data 

collection from the field for impact assessment 

• Rang De also introduced a new initiative Swabhimaan which aims to deliver customized financial literacy 

programs to the communities and leverages the recent advances in technology to do so.  

In 2018, Rang De completes 10 years of operations. The organization has come a long way from its humble 
beginnings since then and now carries out micro-credit activities in 15 states across the country.  

Rang De wrote its first social accounts for the year 2012-13 and since then has carried out one more social 

accounting exercise for the period 2013-15. The social accounts exercise has proved to be extremely useful in 
helping Rang De identify problem areas, collect and analyse feedback from various stakeholders and plan its 
future course of action.  

This social accounts reports lists down the issues for action that have been identified and what corrective action 

the organization needs to take. This report has been prepared under the guidance of Ms Usha Ravi and Ms Aruna 
Subramanian from Social  Auditors  Network (SAN) India.  
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INTRODUCTION  

Rang De began its operations in 2008, when there was no precedent of crowd-funding in India or the will to lower 
cost of borrowing for low income households and individuals. Rang De leverages peer-to-peer lending through a 
unique technology platform, to reach out to a vast range of underserved communities and geographies and lower 

their cost of borrowing.  

As an organization, Rang De believes that impact should not be assessed only to prove the same but also to 
improve inputs and interventions. Rang De seeks to fulfill the needs and expectations of multiple stakeholders 
while upholding its mission, values and objectives. Rang De believes in a practitioner-led instead of a donor-driven 

approach with a wider scope, where emphasis is put on learning and improving interventions and 
pract ice.   

Thus, the Social Accounting and Audit framework proves to be an effective tool to identify, measure, monitor and 
report on the social and economic impact of Rang De’s economic actions and interventions on various 

stakeholders within its ecosystem. The purpose of these Social Accounts is fourfold: 

1. Provide investors with a detailed and credible account of the Rang De’s activities and associated 
outcomes 

2. Demonstrate the social impact of Rang De’s activities 

3. Facilitate engagement and feedback between Rang De and its stakeholders 
4. Identify issues for further action and ways to increase effectiveness 

 This year, Rang De marks the third cycle of preparing its Social Accounts, and the focus is on the two financial 
years of 2015-2016 and 2016-2017. While Rang De has continued to strengthen and streamline its operations and 

its engagement with its impact (field) partners, the focus for this period has been on consol idating and 
bui ld ing its  var ious teams and their  functions. Specifically, these two years have been dedicated to 
strengthening the Rang De technology platform and building a differentiated marketing and 

communications strategy. 

This Social Accounts report has been prepared under the guidance of Ms Aruna Subramaniam and Ms Usha Ravi 
from the Social Audit Network (SAN) India by the Rang De team.  

BACKGROUND 

The seeds of Rang De and its model were first sown in the year 2006, the same year that Professor Muhammad 
Yunus and the Grameen Bank were awarded the Nobel Peace Prize. Finally, launching its operations in 2008, Rang 

De started small but strong. What set Rang De apart from traditional microfinance institutions right from its 
inception was its relentless effort to ensure the lowest interest rates for its borrowers.  

Rang De is India’s first peer to peer lending platform that provides affordable and timely low cost microcredit for 
livelihood enhancement, education and sanitation projects. Rang De enables individuals from all walks of life to 

support and enhance the lives of men and women from low-income households, from all over the country, 
through its online lending portal. The investments these individuals or Social Investors make are returned to them 
in full, with nominal financial and substantial social return. Social Investors can choose to withdraw this amount or 
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reinvest the same in other borrowers too.  Rang De’s innovative technology driven crowd-funding platform 

enables it to keep its interest rates low. Since the individuals who make social investments via the Rang De 
platform expect to earn minimal or zero financial return, the pure cost of capital to the end borrower is minimal. 
Rang De borrowers pay an interest rate of 2.5% to 10% flat p.a. or 4.5% to 18% APR depending on the nature and 

purpose of the loan.  

While Rang De started its intervention by introducing loans for livelihood generation activities and for education, 
in the last two years Rang De has also started providing working capital loans to micro-ventures that work with 
farmers, producers, artisans and weavers. These micro-ventures are community owned and managed business 

enterprises that work closely with communities to collectively enhance their livelihoods, earnings and self-
reliance.  

Rang De closed the year of 2016-2017 with operations in 15 states, 36 impact partners and a diversified portfolio 
of loans.  

RANG DE’S MODEL 

Rang De connects borrowers with social investors around the world. Rang De uses an online platform to raise 
social investments directly from individuals or corporations. The amount raised is then disbursed to the borrowers 

through the impact partners in the form of low interest loans.  

Impact partners identify such borrowers from the communities they work in. Impact Partners are identified after 
careful consideration, discussion and deliberation, to ensure that they uphold Rang De’s vision, mission and 
values.   

 

 

 

 

 

 

 

 

RANG DE’S LOW COST LOAN 

Rang De seeks to leverage Internet and technology to provide low cost loans to underserved communities across 
various geographies. The crowd-funding approach towards raising social investments substantially brings down 

the capital cost thus lowering the cost of borrowing for the end-borrowers. The low interest rates that are earned 
from these loans are divided amongst the impact partner, Rang De for operation costs and the social investor. 
Part of it is kept aside as contingency. The interest rate charged to the end beneficiary indicates the effective cost 

FIGURE 2: RANG DE'S MODEL 
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of borrowing. Rang De’s borrowers do not pay any hidden costs such as loan processing or documentation and 

partners are expected to meet their operational expenses (including bank charges, documentation expenses etc) 
via their share of the interest that the borrower pays. Any divergence from this norm by the impact partner 
attracts censure and may also result in the termination of the partnership.   

The following table provides a summary of some our most frequently used loan products and their associated 

interest rate (in flat rates) break up:  

TABLE 1: RANG DE INTEREST RATES 

Loan Product Impact 
Partner 

Rang 
De 

Social  
Investor 

Contingency Total  
(F lat)  

Total  (APR)* 

L ivel ihood/ Income generating 

act iv ity  

5.50% 2.00% 2.00% 0.50% 10.00% 17.97% 

Higher Education 2.00% 2.00% - 0.50% 4.50% 8.41% 

Primary Education 4.00% 2.00% - 0.50% 6.50% 11.79% 

Micro-venture 2.00% 2.00% 2.00% 1.00% 7.00% 12.60% 

Working Capital  for  Art isans - 2.00% 2.00% 1.00% 5.00% 8.98% 

Special  Loans** 5.00% 2.00% 2.00% 1.00% 10.00% 17.97% 

*APR interest  rates are calculated on a monthly repayment schedule 
** Includes loans for sanitat ion (to construct toi lets) ,  f ie ld staff  loans,  etc.   

Working capital loans for artisans are offered at 5% flat p.a. because in this case the loans are offered via 
enterprises that Rang De directly partners with. Since the borrowing entity and the partner organization are the 
same, the income share of the partner is reduced to 0% in this case and the loans to end beneficiary can be 
offered at minimal interest rates. 

RANG DE’S PROGRESS (2015-17) 

The following section provides a detailed insight into the progress and changes that the organization has made 

during the FY 2015-17.  

SWABHIMAAN 

Over the years Rang De has realized that, despite constant effort and various positive systematic changes, 

women, especially from rural India, still lack access to formal credit.  But,  far  more worrying is  the lack of  
basic  f inancial  l i teracy amongst indiv iduals  in  India,  especially those residing in rural areas. The lack of 
financial literacy makes these individuals susceptible to fraud and exploitation by moneylenders charging 

exorbitant interest rates.  

Swabhimaan is  an in it iat ive that seeks to provide adaptive f inancial  l i teracy and requis ite sk i l ls  
to  women, to enable them to make wel l- informed f inancia l  decis ions.  Thereafter, these women are 
eligible for individual Rang De loans only after they have completed their financial literacy training and cleared a 

simple assessment on the same.  

Women have the freedom to choose low-cost loans,  on their  own terms,  with dignity  and self-
respect.  Swabhimaan uses superior technology with Aadhaar and digital payments framework as its foundation 
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to pioneer a credit scoring system and credit score based loan approvals. Loans provided are customizable 

without fixed ticket sizes or tenure. A borrower can apply for a loan amount as low as INR 2500 with repayment 
tenure of one month for household expenses and he or she can also apply for livelihood loan of INR 20000 with 
repayment tenure of 12 months. Women can apply for these loans at our Swabhimaan Kendras via the Rang De 

bioscope, conveniently located at various villages. Rang De team is currently setting up and running the 
Swabhimaan Kendras by itself, without the assistance of the partner organization, and the loan amounts are 
transferred directly into the borrower’s bank accounts. The Kendras will encourage bank usage for savings, loan 

repayments and for regular financial transactions, thus converting thin file borrowers into respectable and viable 
recipients of credit services from formal financial institutions.   

FIGURE 3: SWABHIMAAN KENDRA IN YESHWANTPURA VILLAGE (KOLAR DISTRICT, KARNATAKA) 

 

 

 

 

 

 

 

 

As an Init iat ive,  Swabhimaan aims to fulf i l l  the fol lowing:  

 

Apart from Yeshwantpura Village in Karnataka, Swabhimaan Kendra’s have also been set up in Demar and 
Potiyadih in Dhamtari district, Chhattisgarh. 78 successful assessments have been conducted and 66 loans have 

been disbursed. Despite,  being el ig ible,  12 women decided not to take a loan immediately  and 
wait  for  when the need for the same arises.  This  speaks to the success of  the f inancial  l i teracy 
program. As the pilot matures and the model is refined, there will be more developments to report that are at 

present beyond the scope of this social accounts.  
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LOAN CUSTOMIZATION 

Rang De works in different geographies with communities belonging to varying socio-economic backgrounds.  The 
organization soon realized that a one-size-fits-all model is not viable for its diverse community of borrowers. Thus, 
in the past two years Rang De has focused on customizing and redesigning its  loans in different ways. 

Rang De’s loan amounts, interest rates and moratorium periods vary depending on the geography, nature and 
purpose of the loan.  

For instance, Rang De has increased the moratorium period for some individuals involved in goat rearing, as their 
business does not give immediate returns. This particular customized loan product was offered to particularly 

vulnerable communities in Bundelkhand regions of Uttar Pradesh and Madhya Pradesh where livelihood had been 
severely affected by three consecutive years of drought. Rang De has also increased the loan ticket size from INR 
10000 to INR 35000 for those individuals who want to take loans to purchase cattle rearers since interviews with 

borrowers revealed that in certain cases they had to resort to borrowing from additional sources to meet the 
deficit.  

RANG DE’S REACH  

In the year 2015-17 Rang De expanded its work to new states such as Uttarakhand, Telangana and Assam. With 
this Rang De’s footprint expanded to 15 states across India. 

 

    The adjacent map represents the loans that were disbursed during 
the reporting period (FY 2015-17). The shades indicate the amounts 

that were disbursed in each state (darker the shade, more was the 
amount disbursed).  

Rang De raised fresh social investments worth more than INR 9 
crore during the t ime period 2015-17. This was an increase of 

nearly 47% in the fresh social investment raised over the last 
reporting period (2013-15). During the same period, Rang De 
raised total  socia l  investments ( including reinvestments)  

of  more than INR 27 crores,  which was a lmost 83% higher 
than the amount raised during the previous report ing 
period. Rang De also reported an increase in the number of social 

investors who used the platform to provide affordable credit support 
to low-income households. 

 

FIGURE 3: RANG DE'S GEOGRAPHICAL PRESENCE 
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FIGURE 4: SOCIAL INVESTMENTS RAISED IN FY 2015-17 (IN INR) 

                          

*Fresh Investment figures mentioned here refer to both retail and CSR funds that were raised during the 
reporting period 

TABLE 2: KEY GROWTH METRIC 2015-17 

 2013- 2015 2015- 2017 

Number of Active Social Investors* 6494 10615 

Number of Loans funded 14120 20214 

Number of Occupations Funded 308 412 

Number of Women Borrowers 13073 18493 

*Active social investors indicate the number of unique individuals who used the platform to complete at least one 
social investment during the reporting period.  

Women continue to form a significant part of Rang De’s target communities. More than 90% of the loans 
that were funded on the Rang De platform during the reporting period were given to women borrowers.  

21 % of  Rang De’s  borrowers during the reporting period took a small loan to start  a  new l ivel ihood 
activity – and while the earnings are only a fraction of the household income- it behooves well that the women in 

the household also have their own earnings and savings. With rising costs of living, households that have more 
than one earning member are likely to be more resilient to financial shocks and have better standards of living. 

KEY FINANCIAL METRICS (FY 2015-2017) 

TABLE 3: KEY FINANCIAL METRICS 

 2013-15 2015-17 

Outstanding Portfolio 620 lakhs 1310 lakhs 

Individual Social Investment Raised* 317.59 lakhs 943.2 lakhs 

Corporate Grants Raised for on-lending 372 lakhs 59.5 lakhs 

Others (grants, NABARD funds, etc.) 34.4 lakhs 435.4 lakhs 

*Includes only fresh capital raised on the Rang De Platform 

 
Out of the outstanding portfolio, INR 11.3 crores of outstanding amount is from borrowers who were 

recommended to Rang De by its active partners.  Active partners here refer to those impact partner organizations 
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via which Rang De continues to provide credit support to the communities. There is another INR 1.77 crores of 

loans that are outstanding from partnerships that are no longer active.  

PROGRESS FROM APRIL 2015 TO MARCH 2017 

TABLE 4: COMPARISON BETWEEN THE DIFFERENT LOANS FACILITATED DURING 2015-17 AND 2013-15 

Loan	Category	 2013-15	 2015-17	 %	change	
Livelihood/	Business		 13127	 19763	 51%	ñ	
Primary/	Secondary	Education	 947	 1425	 50%	ñ	
Higher	Education	 2	 516	 25000%	ñ	
Vocational	Training	 40	 0	 -100%		
Micro	venture		 12	 69	 475%	ñ	
Sanitation	 0	 130	 	
Grand	Total	 14128	 21903	 55%ñ 	

 

Rang De saw a 55% increase in the number of loans that it facilitated during the years 2015-17 as opposed to the 
previous reporting period of 2013-15. Higher education loans saw exponential growth as Rang De tied up with a 
higher education institution in Madhya Pradesh to provide credit support to its students belonging to 

economically weaker backgrounds. Sanitation loans were introduced for the first time during the reporting period 
for communities located in Madhya Pradesh.  

Rang De also continued to support community owned and managed business enterprises such as farmers and 
weavers cooperative of varying age and turnover.  

ORGANOGRAM 

 

FIGURE 5: RANG DE'S ORGANOGRAM 

 

During the reporting period of this social accounts document, Rang De grew from a small 15-member team to a 
53-member team. Thanks to the grant that Rang De received from the Tata Trusts in 2015, the organization could 
strengthen its team and hire talented individuals to help accelerate Rang De’s growth. 
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The technology team ramped up significantly during the reporting period. With the addition of new team 

members, the technology team had more resources available to tweak and enhance the technology platform, as 
well as prepare the groundwork for Rang De’s new initiative called Swabhimaan. A more comprehensive report on 
the significant changes made by the technology team is provided in the sections that follow.   

PREVIOUS SOCIAL ACCOUNTS 

The first Social Account was written for the year 2012-2013 and was an attempt to lay down the foundation for 

the organization. As this report was the first of its kind, it was important to clearly articulate the organizational 
mission, vision, objectives, values, activities and the milestones achieved till that point. It gave Rang De an 
opportunity, as an organization, to reflect on its strategies, decisions and achievements so far and ways to 

increase efficiency. 

The second Social Accounts for the years 2013-2015 was a more detailed exercise of reflection, analysis and 
reporting on the ways Rang De’s operations had been consolidated and streamlined. A dedicated impact team 
was formed to do the same. Great emphasis was laid on strengthening existing partnerships and, improving 

overall partnership and processes to reduce dropout rates. This is in turn helped Rang De reach out to diverse 
communities. The second Social Accounts served as a way to solidify the organization’s foundation and reach. 
Writing the second social accounts also propelled Rang De to seek feedback from various stakeholders. This gave 

Rang De insights about how the involved stakeholders saw the work that the organisation does and what were 
those key areas of work on which it needed to improve.  

CURRENT SOCIAL ACCOUNTS (FY 2015-17) 

For this current cycle of Social Accounts (2015-2017), Object ive 1-  To raise low cost funds for  low-
income, underserved communit ies and Object ive 2-  Enhance credit  access to diverse 

communit ies across Sectors remains unchanged from the previous social accounts cycle.  

Object ive 3-  To customize and improve the scope of  f inancial  services was upgraded from an 
activity to an objective in itself during this social accounting period to reflect the efforts made by the Rang De to 
improve the product offerings to make credit more affordable. Since this required modifications in Rang De’s 

approach it was felt that defining this as a separate objective would do justice to the efforts made by the team.  

Based on recommendations from the previous social audit panel, metrics  used to write the socia l  
accounts have been modif ied and improved . The previous social accounts did not highlight explicitly the 
changes that were made to the technology platform. Since technology is an enabler in Rang De’s mission, the 

third cycle of Social Accounts addresses this oversight. It also highlights Rang De’s attempt to strengthen its 
communications and marketing strategy through both offline and online efforts and initiatives.  

One of the most important changes made in the third cycle of Social Accounts is the increased emphasis on 
gathering and report ing information from the borrowers. So far, the social accounts did not adequately 

capture the voices of the borrowers or the measurable impact of the loans on them. For Social Accounts 2015-
2017, Rang De redesigned its impact assessment framework to better capture economic and social impact of its 
loans on borrowers. Increased focus on borrowers and impact assessment has also equipped the team with the 
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knowledge to customize loans (interest rates, moratorium period, loan sizes, etc.) according to geography and 

nature of the loan.  

SCOPE OF SOCIAL ACCOUNTS 2015- 2017 

The third Social Accounts covers the period between 1st April 2015 and 31st March 2017. All the reporting and 

analysis pertains to only this period. Every key program and activity that has been undertaken by Rang De during 
this period is included in the scope of this Social Accounts cycle.  

Rang De’s MVOA (Mission, Values, Objectives & Activities) framework was developed by the Rang De team after 
discussion with the team from SAN India. All major stakeholders were consulted to prepare an accurate and 

wholesome report. A mixture of primary and secondary data was used to capture and analyze results. Tools used 
to collect primary data include online questionnaires for most stakeholders, structured personal interviews with 
borrowers, structured telephonic interviews, case studies and testimonies. To assess a few outcomes, secondary 

data has been consulted through internal databases, online research and industry reports. 

The table below highlights the recommendation of the social audit panel that reviewed the accounts for the 
period 2013-15 and the actions taken to address the same:  

Table 6:  Issues and Action Taken 

S.No. Issues for  Act ion  
( from previous Socia l  Accounts)  

Act ion Taken in the Scope of  Current Social  
Accounts 

1 Include Vision Statement Vision statement has been included  

2  Clearly state scope- inclusions, exclusions Done 

3 Add details regarding assumptions Assumptions made have been explained at length 

4 Ensure all relevant stakeholders are 

consulted & their feedback is included  

Financial institutions (including Microfinance institutions) 

have not been consulted since their work does not have a 
direct bearing on Rang De’s work 

5 Board Members feedback must not be 
anonymous 

The online questionnaire was modified accordingly so that 
the feedback is not anonymous 

6 Ensure questions are more elaborate to 

elicit positive feedback & areas for 
improvement 

Questionnaires were vetted by the team as well as the 

SAN India team, and open ended questions were included 
to solicit better responses 

7 Include Key Performance Indicators (KPIs) 
& targets 

KPI and targets that teams carry have been put under 
appropriate sections in the report 

8 Include internal performance comparisons 

including year-on-year comparisons 

Where possible comparison has been drawn between this 

social account data and the previous social account data 

9 Include external comparisons with 

appropriate benchmarks/ standards 

Secondary data from the industry has been gathered to 

provide benchmarks and standards  
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VISION, MISSION, VALUES, OBJECTIVES & ACTIVITIES 

 

Values 

Strive for excellence Challenge Limits Believe in Yourself Uphold Integrity 

Have a growth mindset Practice Empathy Value Time Be Creative 

Practice open communication Be humble Invest in Well- Being Have fun 

 

Object ive 1:  To raise low cost  funds for  low-income, underserved communit ies by 

Act iv it ies  

1.1. Enhancing the Rang De technology platform 

1.2. Deepening the engagement with existing Social Investors and reaching out to new Social Investors 

1.3. Building and strengthening partnerships with the corporate, government and institutional funders 

 

Object ive 2:  Enhance credit  access to diverse communit ies across Sectors by 

Act iv it ies  

2.1 Identification of beneficiaries from different geographies and sector through on-boarding of new partners 

2.2 Expanding and diversifying credit services through existing partnerships 

 

Object ive 3:  To customize and improve the scope of  f inancial  services by 

Act iv it ies  

3.1 Assessing impact and future needs through field audits of borrowers and partners  

3.2 Understanding the impact of credit interventions through action research and strengthening the support 
services of partner organization  

The previous social accounts audit panel had remarked on the exclusion of the Vision statement from the MVOA 
framework. The vision statement has been incorporated in this particular social account.  

VISION	

Poverty	alleviaEon	through	technology-driven	financial	inclusion	

MISSION	

Provide	affordable	credit	and	enable	financial	inclusion	for	low-income	
underserved	communiEes	by	leveraging	internet	and	technology		
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The values of the organization have been revised since the previous social account. In 2015, values that the team 

members believe in (as individuals and as co-workers) were outlined through structured discussion and debate. 
12 values were shortlisted and then refined to set in place the reasons for their inclusion and their significance 
within the confines of the workplace.  

These 12 values have been adopted as the organization’s values and are thus included in the MVOA framework.  

STAKEHOLDER MAPPING AND ANALYSIS 

Rang De’s work and ecosystem is inclusive of all stakeholders who contribute in any way towards attaining the 

organization’s mission, vision and objectives. Stakeholders include everyone from the core team to the end 
borrower as well as large governing bodies.  

 

 

 

 

 

 

 

 

 

 

 

The graphical representation above shows the various stakeholders in the Rang De ecosystem and their relative 
power and interest in Rang De. Borrowers while possessing a high degree of interest have limited power in 

deciding the strategy and evolution of the organization.   

While Rang De aims to be a facilitator to bring together different stakeholders more effort  needs to be 
made to provide opportunit ies for  stakeholders l ike socia l  investors and impact partners,  or  
socia l  investors and borrowers to interact  and communicate.  The relationship between Rang De and 

borrowers (because of the way the model works) is one step removed. There are very few mechanisms 
available for the borrowers to interact with Rang De directly, and this needs to be addressed urgently to further 
empower the borrowers.  

 



 18 

KEY STAKEHOLDERS 

The table summarises the stakeholders that have been identified for the purpose of this social account.  

TABLE 7: STAKEHOLDER IDENTIFICATION TABLE 

Stakeholders Reason for Inclusion Input 

1.  Rang De Team Responsible and accountable 

for delivering Rang De’s 
mission and vision 

Professional skills as needed to perform the activities 

2.  Impact Partners Identify underserved 
communities and service 
them with Rang De loans. 

Knowledge of local sources of credit and ability to identify 
and assess an individual’s credit requirement and 
repayment ability 

3.  Social Investors Provide finance and help in 
meeting the needs of the 
borrowers 

Providing finance for credit with minimal or no 
expectation of financial gain 

4.  Borrowers Expected to gain the most 
benefits from the activities 

Proper Loan Utilization, show evidence of loan impact 
(both Social and economic), Timely loan repayments 

5.  Volunteers/ 
Chapter 

Members 

Promote Rang De in various 
cities 

A passion for social change through Rang De’s mission 
and a desire to promote Rang De within their circle of 

influence. 

6.  Corporate 
Partners & 

Funders 

Provide funding/grant for 
helping out with operations  

Provide funds, grants & donations for livelihood 
enhancement and poverty alleviation 

7.  Board Members 

& Trustees 

Contribute time and skills 

necessary to provide 
guidance 

Bring critical inputs to shape Rang De’s mission and 

operations.  

8 .  Government 

Institutions 

Provide funding/grant for 

helping out with operations  

Provide funds, grants & donations for livelihood 

enhancement and poverty alleviation 

9.  Financial 

Institutions 

Provide services to 

communities to further the 
cause of financial inclusion 

Provide credit, insurance and other financial services to 

low income communities 

STAKEHOLDER CONSULTATION TABLE 

The table below provides the stakeholders who were consulted for the purpose of this social account document. 
The sample size and the responses that they were received are also summarized in the table.   

TABLE 8: STAKEHOLDER CONSULTATION TABLE 

Stakeholders Status Total  Sample 
S ize 

Responses 
Received 

% (Responses 
received/ 

Sample S ize)   

Methodology 
Used 

Rang De Team Consulted 53 25 12 48% Questionnaire 

Impact Partners Consulted 35 35 26 74% Questionnaire 



 19 

Social  Investors Consulted 9356 2339 511 21% Questionnaire 

Borrowers Consulted 22037 Total:  

661* 

Total:  658 

 

100% Personal 

Interview  

Board Members Consulted 4 3 3 100% Questionnaire 

Volunteer Consulted 88 36 10 23% Questionnaire 

Corporate Consulted 14 7 1 14% Emails 

Trustees Consulted 3 2 2 100% Questionnaire 

* The number 661 is equivalent to approximately 3% of the total loans that were disbursed during the reporting 
period. Attempt has been made to cover a sample size of 3% of the borrowers in each loan category. 

• Rang De team: From the entire team of 53, a subset of team members who were currently employed with 

Rang De (as on August 1st 2017) and had completed at least 6 months in the organization (as on 31st March 
2017) were consulted so as to ensure more relevant responses and feedback 

• Impact Partners:  Partners who were actively engaged with Rang De as of August 2017 were consulted 

• Social  investors:  Individuals who signed up on the Rang De platform before April 1st 2017 and had made at 

least two investments (where they infused new capital) during the reporting period were consulted 

• Borrowers:  Borrowers were interviewed one on one by the Rang De team and the impact partners to 
gather the data that has been presented here in the social account. To ensure a representative sample, data 

was gathered from 10 states  (out of 15) that Rang De works in. Efforts were also made to ensure diversity in 
occupation as well as in the number of loan cycles.  

• Board Members and Trustees:  Responses from 5 of Rang De’s board members and trustees were 

collected via online questionnaires 

• Volunteers:  Rang De volunteers who are a part of the chapters in United Kingdom and Pune and were 

actively involved during the reporting period were consulted via online questionnaires 

• Corporate:  Rang De reached out to 7 of the corporate partners who had partnered with Rang De to assist 

communities get access to low cost credit during the reporting period 

Financial  inst itut ions including microfinance institutions active in the geography or the areas that Rang De 
works in are the other important stakeholders in the Rang De ecosystem but have not been included in the 
scope of this  social  account.  The reason for this is that there has been limited interaction between financial 
institutions and Rang De, and there is no direct implication of their work on Rang De’s work and operations. 

STAKEHOLDERS CONSULTED FOR MVOA 

For the MVOA framework, Rang De reached out to various stakeholders and sought their feedback about Rang 
De’s work. Since values are primarily internal, only the Rang De team and the board members were asked to 
share their opinion about Rang De with regards to its stated values.  

Stakeholders Mission  Values Objective 1 Objective 2 Objective 3  Other 

Rang De Team Y Y    Y  
Impact Partners Y    Y  Y   

Social Investors Y   Y     
Borrowers     Y   
Board Members Y  Y      
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Volunteers Y   Y    Y  
Corporate    Y     

• Borrowers’ feedback was solicited with regards to Objective 3 (and its associated activities) that directly 

relates to the services provided to them. 

• Social investors and volunteers feedback was gathered for Objective 1 (and its associated activities) since they 

use the technology platform to assist low-income households.  

• Impact partners’ feedback was solicited for Objectives 2 and 3 since these relate to the design of the credit 

programs.  

PERFORMANCE REPORT ON MISSION AND VALUES 

Rang De consulted its stakeholders to seek their opinion on the organisation’s performance on its stated mission 
and values. Rang De asked social investors, impact partners, volunteers, board members and team members to 
rate the organization basis its mission statement. There were a total  of  564 respondents who rated Rang De 

in the following manner. 

ON A SCALE OF 1 TO 5 (5 BEING THE HIGHEST), HOW WOULD YOU RATE RANG DE ON ITS MISSION 
STATEMENT “ L E V E R A G I N G  I N T E R N E T  A N D  T E C H N O L O G Y  T O  O V E R C O M E  P O V E R T Y  B Y  
P R O V I D I N G  A C C E S S  T O  L O W  C O S T  C A P I T A L  T O  U N D E R S E R V E D  C O M M U N I T I E S ”  

Respondents Rating 1 Rating 2 Rating 3 Rating 4 Rating 5 

Board Members 0 0 1 3 1 

Rang De team 0 0 2 6 4 

Social Investors 12 17 63 184 235 

Impact Partners 0 1 5 6 14 

Volunteers 0 1 0 4 5 

Total  12 (2.1%) 19 (3.4%) 71 (12.6%) 203 (36%) 259 (45.9%) 

More than 45% of the respondents rated Rang De gave Rang De the highest rating. However some respondents 

felt that the v is ion statement could be redrafted to achieve more clarity in communication and to reflect 
the central role that people (apart from technology) play in Rang De’s work.  

Only the Rang De team and the board members were asked to provide their feedback on the organisation’s values 
since values are best reflected in the organisation’s day-to-day work. As stated earlier the organization has 12 

values that were decided through a collaborative effort. There were a total of 17 respondents and the table 
provides a synopsis of the responses. 

Whilst we all know that the communities have benefited from having access to lower interest rate 
microcredit than higher interest rate, not sure as to how many have been able to overcome 

poverty- Rohit Parakh, Rang De team member 
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O N  A  S C A L E  O F  1  T O  5  ( 5  B E I N G  T H E  H I G H E S T )  H O W  W O U L D  Y O U  R A T E  R A N G  D E  O N  T H E  
F O L L O W I N G  V A L U E S  ( 1 7  R E S P O N D E N T S ) :  

Values Rating 1 Rating 2 Rating 3 Rating 4 Rating 5 

Strive for excellence 0% 0% 18% 47% 35% 

Challenge Limits 0% 6% 41% 35% 18% 

Believe in Yourself 6% 6% 12% 47% 29% 
Uphold Integrity 0% 0% 18% 35% 47% 

Have a Growth Mindset 6% 6% 18% 53% 18% 
Practice Empathy 0% 0% 12% 53% 35% 
Value Time 6% 24% 6% 53% 12% 

Be Creative 0% 0% 41% 41% 18% 

Practice Open Communication 0% 18% 24% 41% 18% 
Be Humble 0% 6% 6% 47% 41% 

Invest in Well-Being 0% 6% 24% 35% 35% 
Have Fun 0% 12% 35% 41% 12% 

Certain values such as Challenge Limits, Be Creative, Value time, Practice Open Communication and Have Fun 
were rated 3 or lesser by more than 40% of the respondents.  A deeper introspection is required to 
determine how Rang De can incorporate the above values better in its work and culture.  

Below are a few snippets from the board members about Rang De’s overall performance:  

 

OBJECTIVE WISE PERFORMANCE REPORT 

The section below places Rang De’s outcomes and outputs in the context of the objectives defined as per the 
MVOA framework. Each objective and subsequently each activity corresponding to the objective have been 

described at length here.  

 

“Rang De seems to be doing more of the same i.e. identify partners who identify borrowers and present 
them to social investors.  I don't see new initiatives, products, pilots that can excite the philanthropic 

interests of existing social investors”- Chaitanya Nadkarny, Board Member 
 

“There should be a fine balance between growth, sustainability and having empathy as the core that drives 
efforts at Rang De. I believe that over the last few years perhaps there has been a slight tilt in favour of 
empathy and the balance needs to be correct a bit” – Keyur Majumdar, Trustee 
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OBJECTIVE 1: TO RAISE LOW COST CAPITAL TO PROVIDE CREDIT TO LOW-INCOME, 
UNDERSERVED COMMUNITIES BY  

In its mission to provide low cost credit to communities, Rang De tries to lower the effective interest rate to the 

borrowers by raising capital at minimal cost. This is done through seeking philanthropic investment (as defined as 
capital that comes with little or no expectation of financial gain) from individuals or corporations. The activities 
described below pertain to this particular objective:  “To raise low cost capital  to provide credit  to low-
income, underserved communit ies by” 

ACTIVITY 1.1: ENHANCING THE RANG DE TECHNOLOGY PLATFORM 

Rang De’s website (www.rangde.org) is the primary source through which the social investors can see profiles of 
borrowers and make investments to lend to the individuals. The platform is thus the one that provides 

information, enables transactions, reports impact and establishes trust in the Rang De model.  

The table below provides the major tasks that were undertaken to enhance the Rang De site with the view of 
increasing the social investments.  

 ACTIVITY 1.1 - SUMMARY OF OUTPUT AND OUTCOME 

OUTPUT OUTCOME 

a. Introduction of Donate to Invest 

(D2I) feature  
b. Generation of 80G receipts on 
demand from Social Investor’s account  

c. Redesigning Invest  and Donate to 
Invest  flows  
d. Mobile responsive site  

e. Addition of more payment options 
 

a .  Amount raised and invested from various investors who can now get 

tax exemption receipts for D2I investments 
b.  Ease in generating 80G receipts for donations made through Rang 
De.  

c .  Fewer steps and clicks required to make an investment thus 
improving user experience 
d.  (i) New investments  

(ii) Increased traffic to the website  
(iii) Less mobile drop-offs 

e.  Decrease in the number of failed transactions  

Rang De received feedback via online survey from 511 social investors who were asked to provide feedback for 
Rang De’s website apart from other aspects of Rang De’s work. 

DONATE TO INVEST FEATURE AND AUTOMATION OF 80G RECEIPTS 

During the years 2015-2017, Rang De decided to introduce a new feature to its platform enabling Social Investors 
to choose between investing and donating (Donate to Invest) to the borrower(s). 

When a Social Investor chooses to directly invest in a borrower, the social investor is brought to the page below. 

The Social Investor browses through the profiles of the individuals seeking loans for various activities or for 
educational purposes and decides upon the amount and the number of borrowers he or she would like to 
support. This  is  an investment.  

23% of  the survey respondents (out of a  total  511 respondents)  indicated that  “the  use 
of technology for good” was one of the main reasons to sign up as Social Investors. 
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If the Social Investor would like certain tax exemptions, he/ she can also choose to Donate to Invest  to a 

selected borrower. These donations are directed only towards financing the loans of the borrowers and not 
towards Rang De’s operations. 

Donations made to Rang De are exempt from tax under Section 80G of the Income Tax Act which can be 
downloaded automatically from the website. The primary difference between a Donation and an 
Investment is  that a  socia l  investor can withdraw an investment amount that has been repaid.  
Neither the principal invested nor the interest received can be withdrawn under “Donate to Invest”. It can 
however be used to provide more loans to other borrowers 

 
FIGURE 7: DONATE TO INVEST PAGE 

 
 

Social Investors capitalized on the new “Donate to Invest” feature and donated INR 1.8 crores to fund loans for 
Rang De’s borrowers between FY 2015- 2017. The amount that was donated and repaid by our borrowers was 
further reinvested in other borrowers’ business and education. Thus, a total of INR 3.28 crores was invested 

and reinvested.  

FIGURE 6: INVEST PAGE ON WWW.RANGDE.ORG 

Total  Donate  to  invest amount raised:    INR 1,81,59,  677 
Total  Donate  to  invest  amount reinvested:   INR 1,47,63,68 6  
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80G RECEIPTS GENERATION 

311 socia l  investors in total used the new feature that enables them to download an auto generated 
donation receipt. This feature can be found under the settings tab of a social investor’s personal Rang De account. 

FIGURE 8: 80G RECEIPTS CAN BE DOWNLOADED FOR THE CURRENT AND PREVIOUS FINANCIAL YEAR 

 

Both the above features have been well received by Rang De’s Social Investors. Rang De sent out online survey 
forms to its social investors, out of which 511 social investors responded to the survey. Rang De asked social 

investors to rate the newly introduced features, 183 respondents provided ratings for the Donate to Invest 
feature and 169 respondents rated the Automation of  80G feature . 56% of the survey respondents have 
rated the Donate to Invest feature a 5 (5 being the highest) while 68% of the respondents have rated the 

automation of 80G receipts feature a 5.   

The graph below shows the average rating provided by the respondents  

     

However though the two features have received high ratings, usage of the features is low. 474 respondents 

(out of  a  total  511 survey respondents)  indicated whether they were aware of the features and if so 
whether they had used the features. 
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Donate to Invest Feature
Automaron of 80G Receipts

On a scale of 1 to 5 (5 being the highest) rate the following feature 
on their usefulness and ease of use (183 responses out of 511)
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24%
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Donate to Invest Feature Automaron of 80G Receipts

Please indicate your awareness and usage of the following 
features (474 responses out of 511 survey respondents)

Aware & Used Aware but Not Used Not Aware
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       As is evident from the chart above, a significant percentage of the Rang De social investors are not aware of 

the Donate to Invest and 80G Receipts feature. Even those who were aware have not used the feature. Only 9% 
of the respondents have used the Automation of  80G receipts  function.  If current and potential 
Social Investors were aware of this feature, donations could increase through the Rang De website. Both features 

were incorporated following recommendations from social investors and thus it is unfortunate that despite the 
introduction of a much-awaited feature its usage has been low.  

Greater efforts via existing communication channels would have to be made to bring awareness levels up to an 
acceptable number. 

REDESIGNED INVEST AND DONATE TO INVEST FLOWS 

Based on feedback from the Social Investors and other stakeholders, Rang De decided to redesign the “Invest” 
and “Donate to invest” flows. The number of steps (or clicks) to select a borrower and to invest in them has been 

reduced to ensure easy and quicker access. Amongst all the features added and enhancements made, Social 
Investors seem to be most aware of this redesign. While investing, they have clearly seen a change in the 
investment flows. 474 (out of  511 survey respondents)  socia l  investors provided feedback.   

       

This  feature has been rated at  an average of  4.5 by 206 survey respondents.  Rang De will consult 
the Social Investors to further improve its investment flows in the future.  

MOBILE RESPONSIVE WEBSITE 

According to Smart Insights (www.smartinsights.com), 2014 was the tipping point when mobile traffic over took 
desktop for the first time worldwide. In India too with the advent of pocket friendly smart phones and decrease in 

data tariffs this trend is increasingly evident. The Rang De Technology team has been working on creating a 
mobile responsive website since 2016. As of March 31st 2017, the pages on the site which see the highest amount 
of traffic are now mobile responsive. Al l  major investment related features and pages became mobile 

responsive in  February 2017. Almost 30% of the traff ic  on the Rang De s ite in the year 2016-17 
came from mobile (as opposed to only 22% of the traffic coming from mobile handsets in year 2015-16) and this 
is only likely to increase in the immediate future. 

Since the mobile responsive pages were launched in February – March 2017, a comparison has been drawn 

between traffic to the site between time period Feb-March 2017 and Nov-December 2016. The table also draws 
comparison between traffic origination in the year 2015-16 and 2016-17.   

43%	

22%	

36%	

0%	 20%	 40%	 60%	 80%	 100%	

Please	indicate	your	awareness	and	usage	of	the	redesigned	
invest	and	donate	to	invest	feature	(474	responses	from	511	survey	

respondents)	

Not	Aware	

Aware	but	Not	Used	

Aware	&	Used	
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TABLE 10: WEBSITE TRAFFIC ORIGINATION 

 Month wise comparison Year wise Comparison 

Feb’17-Mar’17 Nov’16-Dec’16 Apr’16-Mar’17 Apr’15-Mar’16 

Al l  Users 52640 45565 306360 252528 

Desktop 35033 (67%) 31154 (68%) 204534 (67%) 189769 (75%) 

Mobile  16990 (32%) 13724 (30%) 96664 (32%) 57815 (23%) 

  

             

Only  15% of the survey respondents have used the mobile  responsive website.  A high 59% are 

yet to be made aware of  the mobile  responsive website.  Awareness could also be low since major 
investment features were made mobile responsive only in February 2017.  A concerted effort to develop a mobile 
first communication and marketing strategy would help in increasing awareness about this new feature amongst 

Rang De’s existing social investors as well as bringing on board new social investors (belonging to Tier II and III 
cities) who are likely to encounter Rang De for the first time while browsing the web on their mobile phones.  

Despite low awareness about the mobile responsive website, it has been able to make a positive impact in these 
few months. As mentioned before,  February 2017 was when the major investment features 

became responsive.  Thus, the Rang De team has chosen the time periods of February to March 2016, 
November to December 2016 and February to March 2017 to draw a comparison.  

T ime Period Number of  Transact ions Social  Investments made 

Feb 2016- Mar 2016 240 INR 2, 81, 777 

Nov 2016- Dec 2016 260 INR 1, 55, 921 

Feb 2017- Mar 2017 858  INR 3,  63,  598  

 

 

As noted above, number of transactions on the mobile responsive website has increased by an impressive 258% 
(when compared to Feb-March 2016). Socia l  investment generated through mobile  devices has a lso 

increased by 29%.  
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Please	indicate	your	awareness	and	usage	of	the	mobile	
responsive	website	(474	responses	from	511	respondents)	

Not	Aware	

Aware	but	Not	Used	

Aware	&	Used	

Increase in number of transact ion through mobile responsive website:  258% 
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OVERALL WEBSITE ACTIVITY 

The table shows the number of sessions i.e. number of unique visitors to some of the key pages on the website.  

Number of  Sessions 

Page/Feature Feb- Mar 2016* Nov- Dec 2016 Feb- Mar 2017 

Homepage 11680 4965 6731 

Invest  Page 2426 9727 4226 

Login Page 3189 2121 2634 

Dashboard 832 978 1506 

Quick Invest  263 198 1402 

Others 21307 18214 27097 
*Rang De recorded a hike in February 2016, as the #FightPoverty campaign was pushed aggressively to corporates and across various 
social media platforms, which increased the number of investments or transactions during this month 

With the new mobile responsive website, Rang De expected a steep hike in the conversion rates for both the 
mobile users as well as overall website users. While the conversion rate did improve the number of sessions 

showed only marginal improvement. Efforts to drive more traffic to the Rang De website through Google Adwords 
and other marketing efforts are required to show a significant impact.. 

        

 

 

Here, it is important to make a distinction between a registered user and a visitor. A visitor may or may not 

register with Rang De website. Therefore, conversion rates shown in the “Website Traffic Conversion Rates” refer 
to visitors that collectively refers to registered users, social investors (those who have actually made an 
investment) as well as casual browsers. According to 2016 M+R Benchmarks Study,  on average 1.1% 

of v is itors  to a non-profit  website made a donation. Thus while Rang De’s website conversion rate is 
higher than the non-profit sector average, since Rang De’s fundraising is primarily online greater efforts need to 
be made to improve the conversion rate further.   
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*Data from Jan’17 was not reliable. Thus, it has been excluded from the above graph. 

Conversion Rate  =  (Number of transact ions/Tota l number of V isitors)*100 
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“It will be good to get some stats or reports on people 
who have taken multiple / successive loans from Rang 
De and are now not dependent on Rang De - will be a 
good indicator of real poverty alleviation.”- Pankaj 
Kanchankar 

“Would like to see at least a pop up on my dashboard 
of some sort intimating me about the borrowers who 
have repaid since my last login..........Would like to 
have a better oversight of my investments being 
made.”- Anand Nair 

The numbers below represent the number of registered users versus those who made their first investments 
between April 2015 and March 2017.  

  11038 Registered Users                  5043 New Investors 

Thus,  c lose to 46% of the Registered Users made investments in  at  least  one borrower.   

ADDITION OF MORE PAYMENT OPTIONS 

Rang De technology added more payment options to the Rang De platform so that social investors could make a 

payment as per their convenience. Payment options now include e-wal lets  and a 2 nd payment 
gateway,  for  the ease of  the Socia l  investors.  Out of  the 511 survey respondents,  187 rated the 
addition of more payment options on a scale of 1 to 5 (5 being the highest) for its usefulness and ease of use. 

For foreign nationals and NRIs who prefer to use their non-India issued credit cards to make investments or 
donations, the payment gateway proves to be unwieldy due to the requirement of 3-D secured cards (which are 

uncommon outside India) as mandated by the Reserve Bank of India. Rang De plans to add another international 
payment option for its supporters who reside outside the country.  

ISSUES IDENTIFIED AND ACTIONABLE POINTS 

Rang De reached out to its community of Social Investors and asked for their feedback on the website as a whole 

and its various features. Many social investors are “Happy with what the website has to offer”.  They look 
at the website as a useful  and intuit ive medium to donate or invest  to support  Rang De’s  
community of  borrowers.   

Respondents also recorded their satisfaction with the “Quick Invest” option on the website which allows social 

investors to choose the amount he or she would like to invest along with his or her broad preferences and Rang 
De automatically invests this amount to appropriate businesses that are in immediate need.  

Below are some quotes from the Social Investors:          

On scale of  1 to  5,  65%  of Rang De’s  survey respondents rated this  enhancement a 5.  
The average  rat ing of th is  feature  (based on the responses of  187 social  investors) is 4.5  

“Since the idea of Rang De is to create a 
platform of investors and investment seekers 
and you publish lovely stories of the investment 
seekers -- maybe it would be nice to profile one 
investor a week as well." – Geetanjali Krishna 

“Believe the Target audience for your website 
is both investors and beneficiaries. An option 
to view the website in other Indian languages 

would be good.”- R Lakshmana 
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As an organization, Rang De is committed to constantly evolving and improving its efficiency based on the 
criticisms, recommendations and suggestions of the various stakeholders. Below are some of the areas of 

improvement the Social Investors have highlighted and some of their suggestions. These can be broadly be 
categorized under the following heads: 

Improved Borrower 

Select ion and Tracking 

User Experience Enhancements Communicat ion and Marketing 

• More filters when 
selecting borrowers 

• Option to exclude 
duplicate borrowers 
from auto invest 

• Need for better 
beneficiary tracking 

 

• Light version of the Website for slower 
internet connections 

• Ability to view the Rang De website in 
other languages for the benefit of the 
investor and beneficiary  

• Better clarity for NRIs when making 
investments or donations 

• More Payment Options: Addition of 
more payment gateways, digital 
wallets, etc.   

• Ability to add money into a wallet and 
then allocate the same 

• Visual photo stories of 
investments and partner 
organizations 

• Mention of Top Donors, Social 
Investors on the website 

• Regular email updates to 
encourage Social Investors to 
access the website more 
frequently 

• Better integration with Social 
Media: to enable Social Investors 
to share with their network 

 

The team has evaluated the recommendations and where possible has incorporated the suggestions in the 
product roadmap for the site. Rang De will continue working on the above and at least solve or improve some 
these matters of concern and incorporate many of the suggestions for our next period of Social Accounts.  

ACTIVITY 1.2: DEEPENING ENGAGEMENT WITH EXISTING SOCIAL INVESTORS AND REACHING OUT TO 
NEW SOCIAL INVESTORS 

While the Rang De platform (as described in Activity 1.1) enables social investments, Activity 1.2 describes the 
efforts undertaken by the Rang De to attract more social investors and to strengthen engagement with existing 

social investors. 

As on March 31st 2017, 12310 individuals have signed on as Rang De’s social investors. While primary mode of 
giving for the social investors continues to be online, Rang De also includes offline modes to engage with existing 
and potential social investors. The reason for doing so is to provide ample opportunities to individuals to discover 

Rang De’s work and contribute to poverty alleviation through Rang De.  

ACTIVITY 1.2: KEY OUTPUT AND OUTCOME 

Output Outcome 

a.  Streamlining modes of online 
communication   

b.  Offline Events  
c .  Online campaigns: (Digital Diwali, 

a .  (i) Increase in the amount invested (fresh social investment & 
reinvestments) by SIs as result of impact reports/ emails/ newsletters 

etc received 
b.  (i) Increase in awareness of the cause (ii) Funds raised as a result 
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Rang De Raghu, #IGiveUp, 
#FightPoverty)  

d.  Consistent work across social media 
platforms  
e.  Hiring of PR agency & Digital 

Marketing agency 

of event  
c .  (i) Increased visibility- Number of views and responses (iii) Fund 

Raised as a result of the campaign  
d.  (i) Increase in visitors to the website (ii) Increase in Social 
investment raised   

e .  Greater exposure on offline and online media  

 

EFFECTIVE MODES OF COMMUNICATIONS 

Out of the 511 Social Investors that responded to the online questionnaire, 232 provided detai led feedback 
about Rang De’s communications and marketing efforts.  

 

41% first heard of Rang De from a fr iend,  re lat ive or col league.  Only a  total  of  11% first came across 
Rang De through an event.  Socia l  Media,  which is our primary platform for communication and marketing, 
managed to bring in  25% of our respondents.  

During its initial growth phase Rang De relied on referrals and word of mouth to expand its base of social 

investors. However to propel Rang De into its next phase of growth it is important that Rang De moves beyond 
referrals as its primary mode of awareness. Greater focus must be put on creating awareness about the events 
and campaigns, to spread awareness about Rang De’s work to a wider set of audience.  

Rang De uses various media of communications to provide its Social Investors with information about our latest 

initiatives, incentive to increase investments and report impact. Most respondents bel ieve that these 
modes of  communications best  serve the purpose of  providing information about latest  
in it iat ives at  Rang De. 

25%	

13%	
6%	 5%	

41%	

11%	

0%

20%

40%

60%

Social Media Media (TV, 
Newspaper,etc.)

Event Workplace Events/ 
Campaigns

Word of Mouth Other

How did you first come across Rang De? (232 responses from 
511 survey respondents)
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IMPACT STORIES 

During the period 2015-17, the Rang De gathered and shared 948 Impact stories with social investors. Impact 
stories are based on the one-on-one conversations the Impact team has with the borrowers during the field visits. 
Significant data points in terms of socio-economic progress of the borrowers is gathered and then presented in 

the form of a short narrative with accompanying visuals.  

These stories g ive Socia l  Investors and potentia l  Socia l  Investors a  direct  insight into the k ind 
of  impact the Rang De loans make on indiv iduals ,  col lect ives and famil ies.   

Sessions refer to the number of visits that the impact stories page received.  

NEWSLETTERS AND MONTHLY ACCOUNT STATEMENT 

Since August 2016, Rang De has been tracking the open rate of the monthly newsletter that is sent during the first 

week of the month to Rang De’s social investors. The open rate hovers around 13 %, this is slightly better 
than the 11% open rate for newsletters in the non-profit industry (Source: M+R: M + R Benchmark 2015). 
Between November 2016 and March 2017, there were 14,628 opens on the Newsletter. Unfortunately, 

data before this time period is unavailable. 
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The personalized monthly account statement provides a synopsis of the Rang De investments that the social 
investor has made during the particular month. These statements serve as a reminder that social investors can 

contribute by reinvesting their Rang De credit or by topping up the fresh capital investment. The newsletter on 
the other hand provides Rang De updates about upcoming campaigns, events, stories from the field etc 

EMAILS 

Rang De’s Empathy (Fundraising) team sends out targeted emails to select Rang De social investors every month 

to tell them about upcoming projects, past success and incentivize them to invest further in the borrowers.  

The fundraising team monitors the investment pattern of the social investors who receive the emails every 
month once the email is sent out to see if the receipt of the email brought about a change in investment behavior 
(i.e. either fresh investments or reinvestment of Rang De credit). Apart  from the targeted emails  sent by 

the Empathy team, emails  sent by the Marketing & Communications team led to 14,307 
sessions (v is its)  on Rang De’s  website.  

 

 

EVENTS 

CHANGEMAKERS DINNER: The Changemakers dinner is a by invitation only gathering of some of Rang De’s 
biggest supporters. This is a fund raising event where in Rang De invites select individuals who have geographical 
or sectorial preferences for upcoming projects or communities that are looking for credit support. Four 

Changemakers dinners were organized in the cities of Bangalore, Pune, Mumbai and Delhi during the reporting 

In 2015- 2017, 194 HNIs have made fresh investments of INR 4,  82, 46,754. 

FIGURE 8: RANG DE MONTHLY NEWSLETTER FIGURE 4: RANG DE ACCOUNT STATEMENT 
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“Wasn't even aware of any such events even 
though I've been with Rang De since 2013 or 
so”- Alwyn Lasrado 

“Face 2 Face meeting with like-minded 
people”- Dev Singh Matharu 

period and were attended by 30 individuals. The total amount that was raised through these events was INR 
17,30,000.  

COFFEE CONVERSATIONS: In August 2016, Rang De also reintroduced its informal gathering of Rang De’s social 

investors and chapter members that are usually held over a weekend at a centrally located café or other such 
suitable place. These sessions allow Rang De social investors to learn first hand from the Rang De team about 
forthcoming plans, funding opportunities etc. It also provides the team valuable insight into how social investors 

perceive Rang De’s work. Rang De organized 2 such coffee sessions in Bangalore in the year 2016-17. While fund 
raising isn’t the primary purpose of these coffee meet ups, Rang De did see a fresh capital  infusion of INR 
54,700 from the 24 participants who attended these sessions.  

MATTI MANSHULA: With the assistance of Rang De social investor and famous photographer, Saurabh 

Chatterjee, Rang De organized a field trip to Mehbubnagar, Telangana State for a group of amateur 
photographers. Saurabh and his students captured on camera the hardships and inherent beauty of rural India. A 
photo-exhibition showcasing images from the field trip was organized in Hyderabad and Bangalore in 2016.  

RANGDEZVOUS: Rangdezvous is a series of guest lectures that Rang De organizes every few months where in 

stalwarts from the development sector (including some from Rang De’s partner organisations) come and address 
an audience of Rang De social investors and other like-minded individuals. The purpose behind Rangdezvous is to 

create a forum for discussion and highlight not only social problems but also potential solutions to these 
challenges. Rang De organized 5 Rangdezvous during the reporting period: 

Rangdezvous Date 

With Stan Thekaekara (Founder, Just Change India Producers Company) in 
Bangalore 

19/09/2015 

With Bablu Ganguly (Co-Founder, Timbaktu Collective) in Bangalore 12/12/2015 

With Team Access Livelihoods Consulting India in Hyderabad 13/07/2016 

With Pranjal Dubey (Founder, Sant Singaji Institute of Science and Management) in 
Bangalore 

01/10/2016 

With Team Guardians of Dreams in Bangalore 25/02/2017 

 

FEEDBACK ABOUT OFFLINE EVENTS 

Rangdezvous events  were  attended by 24 survey respondents and achieved an 
average  rat ing  of 3.9  

Matt i  Manshulu was attended by 17 survey respondents and achieved an average  
rat ing  of 3.65 
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“Stick to 4 campaigns and space it well. It would be great to repeat the same timing every year, so 
that it's well registered that during Diwali I will rally for Rang De and nothing else. Currently, it is a 

surprise element which I can't anticipate.”  - Sowmya Nandan 
 

“Can we have an email updates if any 
campaigns are going on and if are not able 

to check website regularly. Or via 
messages.” – Divya Dubey 

 

“Make them super simple to increase their 
participation and leverage a brand ambassador. 
Make them universal, not location specific - so 

anyone in any part of the world can participate.”- 
Shweta Jain 

ONLINE CAMPAIGNS 

Rang De also leverages thematic online campaigns to rally existing and potential social investors and raise capital 
for affordable loans. Most of these campaigns were thematic and centred on a particular day of celebration.  

 During 2015-17 Rang De ran many campaigns, key data points from some of the campaigns are provided below: 

Campaigns T ime period Amount Invested in INR New Social  Investors 

Power of  One Sept 2015 3,07,000 119 

I  Give Up December 2016 1,37,900 24 

Rang De Raghu November 2016 5,35,900 16 

Total  980,800 159 

The Power of  One campaign was unique because it was held in collaboration with One Plus the smartphones 

manufacturing company that enjoys a cult following amongst technology enthusiasts. One Plus follows a unique 
by-invitation only marketing outreach strategy (now abandoned) and these exclusive invites were highly desired. 
When One Plus was launching its One Plus Two phone in India, Rang De partnered with One Plus to give out 25 

invites every day for 10 days to those who contributed the highest capital to support women entrepreneurs in 
India. The campaign helped Rang De raise INR 3,07,000 but more importantly  helped create 
awareness about Rang De,  with 119 indiv iduals signing up as social investors thanks to the campaign. 

Rang De aims to explore more such co-branded campaigns with other product and services companies to reach 
out to a newer set of potential social investors.  

Apart from campaigns run by Rang De, Rang De social investors also used the campaigns feature to run some 
successful fund raising campaigns. Here mention must be made of Rang De’s  socia l  investor,  Mr Vikram 

Tikoo, who started a campaign in May 2015 and set an audacious goal of raising Rs 99,99,999 as social 
investments. By tapping into his network of friends and family and their friends and family- Vikram’s campaign not 
only helped Rang De meet the credit  requirements of  more than 5000+ indiv iduals  but a lso helped 

introduce 126 indiv iduals  to Rang De.  

FEEDBACK ABOUT ONLINE CAMPAIGNS 

 

 



 35 

CONSISTENT WORK ACROSS SOCIAL MEDIA PLATFORMS 

With the expansion of the Rang De team, for the first time in its history the organization had a dedicated team 
looking after communication and marketing. Since social media remains Rang De’s primary mode of 
communication, focus was on optimizing Rang De’s presence on various platforms. So far, the following steps 

have been taken to increase social media outreach: 

Ø Cleaned up Profile Pages 
Ø Consistency in visual work across different platforms 
Ø Better tracking measures put in place, to determine reach  
Ø Organic Facebook posts and tweets being used to positively affect Social Investor engagement and 

reinvestments 
The team also defined metrics for itself that it would be use to set targets month on month and measure 

performance. These metrics include: 

• Reach: Reach refers to the total number of different people or households exposed, at least once, to a 
medium during a given period 

• Engagement: Engagement refers to the action that people take once they come across a post. This could be in 
the form of like, comment, repost, share etc 

• Sessions: Sessions are defined as site visits to www.rangde.org arising from a content source (video, blog, 
social media posts) separate from organic visits through direct or Google searches 

• Sign ups: The number of individuals who signed up as Rang De social investors after encountering Rang De’s 
social media posts 

Rang De also used existing analytical tools provided by various social media platforms to benchmark its reach and 

engagement stats with other not for profit organisations.  

 

  
 
  

 

 

 

 

 

 

FIGURE 10: TWITTER METRICS TO MEASURE PROGRESS 
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The Communication team worked closely with Rang De’s impact partners to ensure that there was original 
content that was pushed on social media with consistency. With a video editor on board, Rang De team could also 

start putting out more video based content in the form of reporting from the field. The team also experimented 
with diversification of content to improve the engagement scores. It is however difficult to directly attribute the 
number of social investors or investments that were raised to social media efforts during this period, especially 

since tracking mechanisms weren’t enabled.  

As on March 31st, 2017, Rang De had nearly 47,000 likes for its Facebook page and 40,000 followers on Twitter. 
Facebook and Twitter being Rang De’s primary communication channels efforts were made to use these 
platforms to publish posts that were engaging and “share-worthy”.  

Rang De was fortunate to receive support from some of its US based social investors who generously donated 
their Facebook credit, that they were entitled to as senior Facebook employees, to help boost Rang De’s posts on 
Facebook and thus ensure that the Rang De could share its mission and work with a wider audience. Special 

mention must be made of Rang De social investor, Shashank Khandelwal, who championed this and provided 
invaluable support to Rang De’s communication team.  

Efforts to improve traceability of website traffic (through social media) and social investments will prove useful in 
honing the social media strategy and thus optimizing Rang De’s communication strategy. For the future, we plan 

to focus on the following: 

Ø Update Social Persona to be more vibrant, while keeping it relevant to Rang De’s cause 
Ø Increase in the variety of content 
Ø Use of paid campaigns to build Social Investor base 

 

HIRING OF PUBLIC RELATIONS AND DIGITAL AGENCY 

Rang De also engaged the services of a public relations firm as well as a digital marketing agency to build 

awareness about Rang De’s work and thus help the fund raising efforts. The Public Relations firm was hired in 
2016 to: 

• Develop a cohesive messaging framework for the organization that could be leveraged across various 

platforms and stakeholders 

• Build strategic Media Relations 

The Public Relations agency worked with the Rang De communication team to develop stories that could be 
shared with online and mainstream media. By engaging the services of a PR agency Rang De aimed to reach 
out to potentia l  socia l  investors who do not access information v ia  onl ine platforms.  Vernacular 
media in India has a more demographically diverse (and larger) audience and by ensuring that Rang De’s work 

The average engagement rate for a nonprofit Facebook post is 5.4%. For Twitter it’s 1.6%. As per M+R’s 
annual Benchmarks Study 2016 for Poverty related causes the engagement rate is 3.8% on Facebook & 1.1% 
on Twitter.  Rang  De regular ly  achieved an engagement rate  of between 5-8% for its  Facebook 
posts and between 1.5-1.8% for i ts  Twitter  posts .  
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featured in local language publications, Rang De hoped to increase its social investor base significantly. Between 
August 2016 and March 2017, thanks to the effort  of  the PR agency 21 art ic les  appeared in the media 

about Rang De.  

A Digital Marketing Agency was also brought onboard in 2016 with the aim to: 

• Achieve exponential organic growth in traffic/ users from search and other discovery platforms 

• For a given marketing budget, design and execute a customized marketing plan across media channels  

Through search engine optimization and site level design and implementation the Digital Marketing Agency’s 

mandate was to ensure that Rang De’s website scores improved and that the Rang De website was easily 
searchable and featured in the top results for any searches related to poverty alleviation, microloans, peer to 
peer lending etc.  

ISSUES IDENTIFIED AND ACTIONABLE POINTS 

Rang De needs to work towards improving its impact reporting. With a significant portion of social investors not 
reportedly receiving impact reports, a shroud of uncertainty exists about how borrowers use the money and what 

difference low cost credit made to their lives. While it is not possible to report at length impact on each and every 
borrower, it will be Rang De’s endeavor to ensure that at least 50% of the social investors receive at least one 
short impact story about borrowers they have supported.  

About 1.8% of Rang De’s social investors provided more than 50% of the fresh capital that Rang De raised during 

the period 2015-17. While Rang De celebrates the generosity of these individuals who have continued to support 
low income households through Rang De the organisation is also aware that much work needs to be done to not 
only grow the base of  retai l  socia l  investors but also to encourage the ones who have already signed up 

to contribute more regularly.  

ACTIVITY 1.3: BUILDING AND STRENGTHENING PARTNERSHIPS WITH THE CORPORATE, GOVERNMENT 
AND INSTITUTIONAL FUNDERS  

Activity 1.3 relates to Rang De’s efforts to attract grant funds from various corporations and government 
institutions both for on lending to communities as well as for its own operations.  

ACTIVITY 1.3: OUTPUT AND OUTCOME 

Output Outcome 

a.  Initiated conversation with 90+ corporates 
b.  Organized campaigns for over 8 corporates  
c .  Organized field visit/stalls in 6 corporate and 

corporate volunteering groups 
d.  Conducted Rang De Story sessions at 18 
corporate  

e.  Partnership with NABARD  
f .  Partnership with TATA Trust 

a.  Grant Funds raised for on-lending to communities 
b.  New investors joined and social investments raised 
c. New investors joined and social investments raised, 

Volunteers signed up to assist Rang De team 
d.  New Investors joined & Funds Raised,  
e .  Funds raised for action research project 

f .  Funds raised for operational expenses 
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While, Rang De’s robust technology platform, marketing and outreach focus on bringing in increasing number of 
Social Investors to the website, the Empathy (Fundrais ing)  team focuses on bringing in  Corporates 

and High Net Worth Indiv iduals  (HNIs)  to the Rang De cause.   

HNIs and Corporates partner with Rang De to support the various livelihood and education projects. Corporates 
use their allocated CSR funds to create a revolving fund managed by Rang De that is continuously used to support 
individuals with low cost credit support. Therefore,  a  one-t ime investment or  donation from a 

corporate or indiv idual  can have a compounded effect  as more people receive credit support through 
the loan repayment that the borrowers make.  

RANG DE’S CORPORATE OUTREACH & PARTNERSHIPS 

Out of the 18 proposals that were shared with corporates, Rang De’s empathy team was able to forge 
relationships with 7 of them. The graph below represents the amount of investment that came through from each 

of these corporates:  

 

The Empathy team was successful in converting 18 proposals into 7 partnerships. This  is  a  conversion rate of 
c lose to 39% from the proposal  submission phase.  Through the partnerships establ ished,  Rang 

De was able to raise c lose to Rs 30 Lakhs for i ts  borrowers.  This number indicates only the amount 
that gave from the corporates own CSR funds and does not include any contribution the corporate employees 
would have made.  

The conversion from initial contact to final conversion is approximately 8%. There is also a long gestation period 

between the initial contact with a corporate organization to signing them on as partner.  
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“Rang-De adapts to the needs of the CSR clients (donors) with great flexibility thus benefitting the donors 
as well as the beneficiary. More projects in Bangalore will help corporates who will want to CSR activities 
nearby. Impact report is a bit generic in some places. A more detailed and in-depth impact analysis report 
will help a lot.” - Savio Sequeira, LAPP India 
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CAMPAIGNS WITH CORPORATES 

Rang De conducted 7 successful corporate campaigns in the FY 2015-2017.  These campaigns managed to 
raise a total  of  INR 8,  32,  400.  As highlighted below, the Diwali Campaign with Trafigura was the most 
successful managing to engage 498 individuals out of which more than 300 became Social Investors. Rang De’s 

corporate campaigns saw engagement from 996 part ic ipants  with ‘registered user to social investor 
conversion rate’ of 79%. This is significantly higher than the conversion rate achieved via the online platform, 
which reinforces Rang De’s belief that engagement with corporates is not only a good way of attracting CSR funds 

but also for increasing the existing social investor base.  

 

 

Corporate Campaign Part ic ipants  Funds Raised New Social  
Investors 

Traf igura Diwali Campaign 498 5,34,200 300 

FIME Diwali Campaign 89 17,800 89 

Qwiksi lver  Diwali Campaign 112 56,000 112 

Exadatum Diwali Campaign 30 15,000 30 

Cognit ive 

Cloud 

Diwali Campaign 55 55,000 50 

Amagi  Dusshera Campaign 171 17,100 171 

ISG Officially Priceless Campaign 41 1,37,300 30 

Total  996 8,32,400 782 

For the reporting period 2015- 2017, one of the most noteworthy campaigns was the Off ic ia l ly  Pr iceless 
Campaign with Rang De’s corporate CSR partner ISG (Information Services Group). Employees were encouraged 
to visit the Rang De site and choose the borrowers they would like to lend to. The employee that invested the 

highest amount on the Rang De Website got the opportunity to shadow their CEO for an entire day. ISG also 
matched the total  amount invested by their  employees,  and invested that amount in  Rang De’s  
borrowers.   

FIELD VISITS, CORPORATE STALLS, CORPORATE VOLUNTEERING GROUPS 

Corporate Stalls are a way for Rang De’s team to engage with a large number of people. These stalls provide 
visitors with an overview of the organization and ways in which individuals can get involved or invest in 

borrowers. Stal ls  were set  up in the FIME, F ireEye,  Amagi,  ISG,  Cognizant,  and VMware.  

 
 

Employees from Misys were taken on a f ield vis it  to Rang De’s partner 
Dharani.  

Registered user to social investor  conversion rate: 79% 
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To engage employees further,  a  volunteers group was set up at  Misys.  Employees volunteered to 
write the Borrower Profiles which are published on the Rang De website. These Borrower Profiles are Social 

Investors’ reference point when selecting the borrower(s) they’d like to invest in.  

Unfortunately, it is difficult to determine the funds that were raised or how many Social Investors came on board 

solely because of these initiatives, thus reporting is unavailable here. 
 
RANG DE STORY SESSIONS 

Rang De Story Sessions were conducted in 18 corporate off ices during the report ing period of  
this  socia l  account.  A Rang De Story Session serves as an introduction to Rang De as an organization, its 
inception, journey, the communities Rang De works with and the impact that is created through low cost credit. 

Employees of these corporates are introduced to the concept of Social Investing and how they can bring about 
change even through small contributions to borrowers in Rural and Semi-Urban India. This session also serves as a 
basic Q&A session for those new to Rang De and concept of Social Investing.  

The corporates included Amagi, Trafigura, ISG, Evolving Systems, Explara, FIME, Misys, Strand Life Sciences, 

Vmware, Bahar Infocom, Cognizant, Allscripts, Fireeye, Freshdesk, Keystone, Onmobile, Snuvik Technologies, SAP. 

It is not possible to report with confidence the number of social investors or the social investments that resulted 
directly from the story telling sessions.  

PAYROLL GIVING PROGRAM 

During the FY 2015-2017, Rang De set up a Payrol l  Giv ing Program in partnership with various corporates. 
This  program enabled employees to make a contr ibution of  INR 100 or more or set  up a 
recurr ing fund for investment. Like any other Social Investor, employees were able to track the way in 

which their funds were being utilized and impact of their investments.  

The reason for launching the payroll-giving program was to make it easier for employees of Rang De’s corporate 
partners to contribute systematically. However the program did not see widespread acceptance.  

The Rang De fundraising team has to work actively to ensure that more corporate employees enroll into this 

program to increase investments and overall reach. 

 

PARTNERSHIP WITH NABARD 

In 2013, Rang De received financial support from NABARD Microcredit Innovations Division to carry out an action 

research project in the states of Maharashtra, Bihar and Madhya Pradesh. This project continued through 2015-
17 and will run through 2017-19.  

362 Borrower Prof i les wri tten by our writers  group at Misys.  

Investments through Payroll  Giving- INR 4,  77,  085 
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With NABARD’s support Rang De has been able to invest in conducting primary research to understand borrower 
behavior. The project also provided funds for the creation of a revolving fund for providing credit to the 

beneficiaries identified for the research. Since the project has not completed its duration, it is premature to 
report on the key outcomes of the research project. However, it is evident that while the income differential 
between mentoring and non-mentoring borrowers is not significant, mentoring borrowers reported a higher 

percentage increase in savings as compared to non-mentoring borrowers (data on savings is self reported by the 
borrower during personal interviews).  

This partnership is discussed in more depth under Objective 3.  

PARTNERSHIP WITH TATA TRUSTS 

In 2015, Tata Trusts extended its support for a period of four years to Rang De. With this grant, Rang De aims to 
offer affordable micro-credit solutions to nearly a quarter of a million families, over the next five years. Via low 
cost credit, these families will be given access to improved livelihoods, education, and health and sanitation 

facilities.  

During the first two years of the grant duration Rang De scaled up the team with the intention of improving the 
platform, bringing more impact partners on board and the increase its crowd-funding network by bringing 
additional social investors. Rang De remains grateful to the Tata Trust for its abiding support and belief in the 

organization’s work and mission.   

This grant which is meant to assist Rang De In meeting its operational expenses as it gears up for the orbital shift 
in its growth trajectory is a 4 year conditional grant that is subject to Rang De achieving certain milestones.  

In February 2017, Rang De received an additional grant support of INR 1.5 crores from the Tata Trusts to provide 
low credit support to the artisan community that Rang De’s partner organisations work with. This grant support is 

for the creation of a revolving fund that would continue to provide credit to the borrowers who are involved in 
the production of hand crafted goods and artifacts.  

ISSUES IDENTIFIED AND ACTIONABLE POINTS 

Rang De needs to increase its outreach to corporate organisations. Rang De’s unique model of charitable giving 
which allows funds to be utilized in perpetuity has had challenges in gaining acceptance from corporates that fear 
that Rang De’s work does not fall within the ambit of the provisions of the Corporate Social Responsibility (CSR) 

Act. Gaining acceptance for the organisation’s work and model while highlighting the benefits of associating with 
Rang De (greater transparency and traceability in the usage of funds, greater impact through redeployment of 
grant fund, empowering women to become financially independent etc) may require a shift in the communication 

strategy with corporates.  

Corporate engagement is also a great way of increasing Rang De’s individual social investor base. Through more 
campaigns, story sessions and other engagement platforms Rang De can bring more and more individuals on 
board at minimal costs.  
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OBJECTIVE 2: ENHANCE CREDIT ACCESS TO DIVERSE COMMUNITIES ACROSS SECTORS 
BY 

The second objective relates to the steps taken by the organization to bring low cost credit to diverse 
communities that still struggle to access financial services from formal financial institutions. The work done by the 

organization has been classified under separate activity heads as described below: 

ACTIVITY 2.1: IDENTIFICATION OF BENEFICIARIES FROM DIFFERENT GEOGRAPHIES AND SECTOR 
THROUGH ON-BOARDING OF NEW PARTNERS 

Rang De relies on partner organisations to help identify individuals or community owned enterprises that require 
credit for productive purposes. Since Rang De’s mission is to service financially excluded populations, the 

organisation tries to avoid working in areas that have a high density of Microfinance Institutions led activity. The 
reasons for this is two fold: 

• In a typical microfinance model, Microfinance Institutions (MFIs) prefer to work in areas where the volume of 

business will justify the slim margins per low value borrower, thus ensuring operational sustainability in the 
short term and profits in the long run. Therefore remote areas with scattered population are often ignored by 
these financial institutions including banks, and this is where Rang De’s work can have more impact 

• Over lending is a problem that has already had dire effects on the microfinance industry. The warning signs of 

this happening are visible again where multiple MFIs choose to work in overlapping areas leading to over 
indebtedness of borrowers. Rang De consciously withholds from working in areas where there are more than 
3 active MFIs operating to avoid contributing to the potential distress of the communities.  

The section below describes in detail Rang De’s efforts: 

ACTIVITY 2.1: OUTPUT AND OUTCOME 

Output Outcome 

a. Enhancements in new partner on-boarding 
process  
b.  New Geographies and sectors covered  

a.  Number of partners on-boarded 
b.  Number of Beneficiaries served 

 

ENHANCEMENTS IN THE NEW PARTNER ON-BOARDING PROCESS 

With the creation of a sub- team to look after new partnerships, Rang De approached the search for new partners 

in a strategic manner. The Rang De partnerships team screens organizations on the basis of their program 
strengths, past track record, geographical area of operation, organization’s objective and mission. There are 
primarily three ways in which new partners are currently identified: 

1. Organizations submit their application for a partnership via an online form.  

Expected Outcomes: New partnerships on-boarded, new sectors and geographies covered, total loans 
and amount disbursed & key metric of the teams 
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2. Rang De’s new partnerships team actively seeks out organizations that are working in areas and sectors that 
have historically been underserved when it comes to financial inclusion.  

3. Referrals by existing partners, social investors and other collaborators is the other avenue through which 
potential partners are identified. 

During the year 2015-17, Rang De initiated discussion with 149 organizations spread across 18 states in the 

country. Out of these, 30 partners were presented before the partnership committee by the new partnerships 
team for deliberation.  

 

The partnership onboarding process was streamlined in order to reduce subjectiv ity  in the decision-making 
and to ensure that only partners who were aligned with Rang De’s mission and values were brought on board. 

Rang De’s partnership committee was constituted in the year 2014 to provide strategic guidance to the new 
partnerships team. The partnership committee members provide varied views according to their domain 
knowledge and thus allow Rang De to mitigate risk while ensuring that the impact metric is not compromised.  

For an organization to qualify as a Rang De impact partner it needs to fulfill the fol lowing minimum criter ia: 

• It should be registered as a legal entity (NGO, NGO-MFI, SHG Federation, Trust, Sec. 25 Company etc.). 
• It should be operational for at least 3 years (should have performed 3 financial audits). 

• The organization should have a strong focus on creating impact in the communities. 
The partnership committee consists of Mr Chaitanya Nadkarny (Rang De’s board member), Mr KK Rajan (Rang 
De’s Chief Financial Adviser), Ms Aruna Subramanian (SAN-India Network) and Mr Sourav Mukherjee 

(Organizational Behavior & Human Resources Management Professor at IIM-Bangalore). A meeting of the 
partnership committee is convened from time to time to discuss potential partners that would help Rang De 
achieve its mission.  

New team members were also added to the function so that Rang De could expand its outreach efforts.  

The following is the list of partners Rang De worked with in FY 2015-17. 

SNo Partner State Partner 

since 1 Sarvodaya Youth Organisation Telangana 2017 
2 Aagor Daagra Afad Assam 2016 
3 Mulberry Assam 2016 
4 Samriddhi Trust Karnataka 2016 
5 Guardians of Dreams Karnataka 2016 
6 Sakhi Samudaya Kosh Madhya Pradesh 2016 
7 Kumbaya Madhya Pradesh 2016 
8 deAsra Foundation Maharashtra 2016 
9 Rashtriya Mahila Kalyan Mandal Rajasthan 2016 
10 Parmarth Uttar Pradesh 2016 
11 Chetna Mahila Samiti Uttar Pradesh 2016 
12 Ushamath Mahila Mandal Uttarakhand 2016 
13 Alaknanda Ghaati Shilpi Federation* Uttarakhand 2016 

149 Organisarons approached 
for partnerships 30 Presented before the 

partnership commiyee 25 Onboarded
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14 HARC Alaknanda Krishi Vyawashaya Baudeshiya Swayatt Sehkarita Uttarakhand 2016 
15 Dharani FaM Coop Ltd Andhra Pradesh 2015 
16 Swabalambi* Assam 2015 
17 Nav Jagriti Bihar 2015 
18 Saath Livelihoods Gujarat 2015 
19 Kalamandir* Jharkhand 2015 
20 Socio-Economic and Education Development Society* Jharkhand 2015 
21 The/Nudge* Karnataka 2015 
22 VILD Foundation Karnataka 2015 
23 Gudi Samskruti Kendra* Karnataka 2015 
24 Hasiru Dala Karnataka 2015 
25 Saheli Samiti* Rajasthan 2015 
26 Urmul Marusthali Bunker Vikas Samiti Rajasthan 2015 
27 Rural Education and Action for Liberation Tamil Nadu 2015 
28 Just Change India Producers Company Tamil Nadu 2015 
29 Access Livelihoods Consulting India Telangana and AP 2015 
30 SMV Wheels* Uttar Pradesh 2014 
31 Pardada Pardadi Education Institution Uttar Pradesh 2015 
32 Desi Trust Karnataka 2014 
33 Pratigya Samanvit Vikas Sakh Sahakari Sanstha Maryadit* Madhya Pradesh 2014 
34 Vigyan Ashram Maharashtra 2014 
35 Swami Vivekananda Youth Movement* Karnataka 2013 
36 Bal Mahila Vikas Sanstha Madhya Pradesh 2013 
37 Sant Singaji Institute for Science and Management Madhya Pradesh 2013 
38 Laxmi College of Optometry Maharashtra 2013 
39 Gram Bikash Kendra* West Bengal 2012 
40 

 

Magic Wand* Karnataka 2012 
41 Shakti Mahila Sangh* Madhya Pradesh 2012 
42 BNGVN* Maharashtra 2012 
43 Parvati Swayam Rojgar* Maharashtra 2012 
44 Self Employment Voluntary Association Manipur 2012 
45 Social Action for Rural Cooperation Odisha 2012 
46 Kalighat Society for Development Facilitation* 

Kal ighat Society for Development Faci l i tat ion  

West Bengal 2012 
47 Darbar Sahitya Sansad Odisha 2011 
48 Centre for Development Orientation and Training* Bihar 2010 
49 Nari Shishu Kalyan Sanstha* Odisha 2010 
50 Jeevan Jyoti Kala Kendra* Bihar 2010 
51 Samagra Gram Vikas Sanstha Maharashtra 2009 
52 

 

Udyogini Madhya Pradesh 2008 
 

* Indicates partners with whom Rang De does not act ive operations with anymore (as on December 31st 2017) but 
during the reporting period some active engagement with these partners was there.   

NEW GEOGRAPHIES AND NEW SECTORS COVERED 

During the year 2015-17, Rang De also expanded its  geographic footprint  to the states of  Uttarakhand, 

Assam, Chattisgarh and Telangana. Despite Rang De’s concerted attempts to identify partners in the North East 
not many sustainable partnerships in the region could be forged. However, Rang De did bring on board 3 partner 
organisations, two of which work with traditional weaving communities in Assam.  
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LOANS TO NEW SECTORS 

The organization also identified three primary sectors where it would extend credit service. These include small  

and marginal  farmers,  weavers and other art isans’  community,  adolescent youth studying in  
school  and col leges. This would include direct credit support to beneficiaries as well as credit support to 
enterprises that benefit beneficiaries in these communities.  

While Rang De has been extending its services to these communities since inception, it was in the year 2015 that 
a conscious effort was made to collaborate with organisations that work with these target communities. It is with 

the belief that the creation of successful community owned business enterprises requires sustained business 
mentoring support along with other resources (including affordable credit) that Rang De started supporting 
enterprises that have the potential to improve the livelihoods of more than 1 household. These enterprises are 

evaluated on the basis  of the financial viability of their business plan as well as the impact (quantified in 
terms of days of employment generated and number of direct and in-direct beneficiaries) they create on ground.  

During the period April 2015- March 2017, Rang De had provided credit support to 16 organisations that work 
with artisans and farming communities. The total loan amount facilitated was nearly  INR 3.9 crores. During 
the reporting period the total  education loans that were funded were 1988 as opposed to 979 during 

the corresponding period (2013-15).  

ISSUES IDENTIFIED AND ACTIONABLE POINTS 

Rang De conversed with 149 organisations out of which 25 organisations were finally brought on board. However 
while trying to balance social impact with increased outreach, the organization made a few avoidable mistakes in 

judging the capability of the new partner organization.  

The new partners undergo a three-month pilot phase after the signing of an agreement this pilot phase allows 

Rang De and the partner to get used to each other’s styles of working with limited financial risk. Out of the 25 
partners that were on-boarded during this phase, 7 partners were retired within a year due to continuing 
operational challenges. While the reasons for retiring partnerships were robust, the New Partnerships team 

needs to improve the partner identification process so that the known pitfalls can be avoided. Additionally, 
outreach in the North Eastern part of the country through credible partner organisations needs to be achieved.  

ACTIVITY 2.2: EXPANDING AND DIVERSIFYING CREDIT SERVICES THROUGH EXISTING PARTNERSHIPS 

Apart from bringing new partners on board, Rang De also expanded the scope of its services through its network 

of existing partners that helped in improving operational efficiency and helped Rang De in scaling deeper within 
the communities that it already works with.  

ACTIVITY 2.2: OUTPUT AND OUTCOME 

Output Outcome 

a.  Launch of New Impact Partner platform  
b.  New projects with existing partners  
c .  Refresher training and streamlined 

a. Improvement in partner operational efficiency   
b. Growth in the number of beneficiaries and new sectors 
covered 
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communications c. Higher Portfolio exposure and lower dropout rate 

 

LAUNCH OF NEW IMPACT PARTNER PLATFORM  

The new and revised impact partner platform was launched after feedback and suggestions from Rang De’s 
partners. Partners were trained on the new platform and steadily migrated to the same. Partners use the 

impact partner platform to upload data for  potentia l  borrowers,  track and update loan 
disbursements and repayments.   

The interface of  the new impact partner platform is  s impler and more user fr iendly.  The aim of 
this change or upgrade is to ensure that the partners face minimum hassles and spend less time on uploading 
profiles. This, in turn will enable them to spend more time identifying ways to expand and diversify credit services 

in their area of work.  

The image below is a screenshot of the old application that was developed when Rang De started its operations in 
the year 2008. The application was based on dot (.) net technology and due to its relative obsoleteness not many 
changes could be made to the application. In 2016, the Rang De technology wrote a new application that is 

simpler and more intuitive in flow.  

Another major limitation of the old application was that while the loan ids generated automatically were unique, 

the borrowers that were registered on the platform did not have unique ids. This resulted in borrowers who came 
back for second or third loan to be treated as new entrants in the system, thus making it difficult to trace the 
evolution of a borrower over different loan cycles.  

FIGURE 11: OLD FIELD PARTNER APPLICATION 
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The new application ensures that the borrowers have to be registered only one time in the system and multiple 
loans can be added to his or her profile. This small feature will allow the organisation to measure the social and 

economic progress of Rang De borrowers. It will be possible to draw comparison between household income 
before the first loan and before the second loan, and thus improve the existing framework for measuring impact.  

Below are some of major changes that were made to the Fie ld Partner Platform: 

1. One Step Registrat ion:  Previously, partners first had to register their borrowers, then the operations 

team created a group code (loan group) and only then could they upload profiles of all borrowers. The new 
partner platform al lows one-step registrat ion,  thus enabl ing faster registrat ion and 
uploading of  borrowers’  prof i les.  Now, the Rang De team creates a group code and the partner 

organization can upload profiles without prior registration.  
2 .  Basic  Detai ls :  The f ie ld for  Aadhaar Number has been added to the new partner platform. 

However, submission of Aadhaar number is not mandatory to apply for a Rang De loan.  Information that was 

redundant such as caste, country, etc. has been omitted. Many fields from the Basic Details page have been 
distributed among different tabs.  

3 .  Total  Family  Income Automatical ly  calculated:  Previously, Partners had to manually calculate the 

annual family income. The new platform calculates the family income automatically based on the information 
provided by the partner 

4.  Est imated Break up of  Loan Uti l izat ion:  Providing a loan utilization breakup for borrowers has been 

simplified for the partners to update, as shown below. This rationalization of the loan amount helps the team 
in approving loan applications and also enhances the understanding about the various occupations Rang De’s 
borrowers pursue.  

FIGURE 12: LOAN UTILISATION BREAKUP IN THE NEW APPLICATION 

 
5.  Updating Repayments s implif ied:  Repayments of loans by borrowers and repayments to Rang De by 

Partner organization are also easier to track, update and manage on the new partner application.  
 

To gain feedback on the new field partner application, only the old partners were consulted who have used the 
old application as well as the new one. For this, 9 partners were consulted. Partners were asked to share how the 
new partner application was useful to them. The respondents reacted most posit ively  to the updated 

‘one step registrat ion’  and the ‘s implif icat ion of  repayment updates’ .   
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 NEW INTERVENTIONS WITH EXISTING PARTNERS 

Rang De carries out regular field visits to its partner locations to gauge and measure the outcomes of the credit 
support. These field visits also give the team ample opportunities to identify and examine other ways in which 
credit could enhance the lives of the communities Rang De works with.  

With the support of Rang De’s existing partners the organisation has expanded its credit interventions to include: 
loans for toi let  construct ion,  education,  entrepreneurs and micro-enterprises. Some of Rang De’s 

noteworthy interventions include: 

• A working capital loan for 12 Star SHG associated with Rang De’s partner organization, Self Employment 

Voluntary Association (SEVA) to set up a jo int ly  owned enterprise to manufacture and market directly 

mekhalas (traditional Manipuri skirt). 

• Loans for toi let  construction:  Rang De’s partner organization in Gwalior, Madhya Pradesh is VAMA that 

has been for the past few years working to promote sanitation facilities in low income households. In 2015, 
Rang De with the help of VAMA started offering loans to low income households who are keen on 

constructing toilets for their families’ use. In total 71 loans were given out during this period.  

• Through its partnership with Hasiru Dala,  S3IDF and Waste Wise Trust, Rang De has been working 

with individuals engaged in the waste management and recycling business in Bangalore. Initially the 
partnership focused on the working capital requirements of the recyclable waste entrepreneurs. But as Rang 
De started engaging with the communities the organization realized that despite being located in an urban 

centre with easy access to banks most of the waste pickers community relies on exploitative credit sources 
and one of the main reasons for borrowing is their desire to put their children in good schools where they can 

get quality education (which they do not receive in government run schools). Thus in 2015, Rang De 
introduced low interest  (6.5% f lat  p.a.)  education loans to the waste pickers and recyclers 
community so that they could invest in their children’s future. This intervention is in addition to the credit 

support Rang De continues to provide entrepreneurs in the waste recycling space in Bangalore.  
Rang De also sees loans that promote entrepreneurship and micro-enterprises as a natural progression of the 
work that the organization and its impact partners do. At least few of the borrowers, who start businesses, with 

their first loan will likely progress on to grow said business and therefore require higher working capital loans. Or 
borrowers belonging to the same social group and engaged in similar business activity may decide to go into a 
business together as a micro-enterprise.  

While the number of such interventions constitute a small percentage of Rang De’s engagement with existing 
partners, these interventions provide opportunities for controlled experimentation whereby new loan products 

and services can be tested (at a low capital risk) and then taken to scale in different geographies. 

TABLE 8: DETAILS OF THE NEW INTERVENTIONS 

Partner Exist ing 

intervention 

New intervention Addit ional  

benefic iar ies 

Amount 

VAMA Microcredit and 

education 

Loans for toilet 

construction 

71 882,000 

SEVA Microcredit and Loan for 11 500,000 
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“I particularly liked few sessions such as photography, 6 sigma and dot net because these are really 
innovative and creative for me”- Parmarth Samaj Sevi Sansthan, Uttar Pradesh 

“The process and systems were well explained and was easy to understand. Every process is followed by 
a practice session. One on capturing photographs would have been ideal”- Sarvodaya Youth 

Organisation, Telangana 

“Training module should also have the “dos and don’ts” for microcredit operations which were provided 
by Soumya ma’am ”- Rashtriya Mahila Kalyan Mandal, Rajasthan 

education microenterprise 

BNGVN Microcredit Loans for 
microenterprise 

15 19,20,000 

Kalamandir  Microenterprise Loans for microcredit 499 39,84,000 

Hasiru Dala Entrepreneurial loans Loans for education 181 30,50,000 

Grand	Total	 777	 1,03,36,000	
 

REFRESHER TRAINING  

As the number of partners that Rang De works with increases, it is important to strengthen and standardize key 

processes to ensure that the borrower selection and evaluation criteria is adhered to, that social investors can 
confidently invest their hard earned money knowing that the details published have been verified and that 
individuals receive their loans on time.  

Rang De initiated a partner on-boarding process in 2014 wherein key personnel from the partner organization 
came to Bangalore for a 3 day training program. The organisation has since then reorganized the format of the 

training taking into account the partner’s feedbacks and their suggestions. While initially the training focused 
primarily on Rang De’s web application for partners, the new training program also incorporates a session on 
strengthening of community institutions and micro-credit operations.  

Since 2015, a number of partner organizations that were brought on board were those who were engaging in 
microcredit operations for the first time and while they had an enviable track record in community service they 

needed guidance and support in ensuring that the operations ran smoothly and in protecting the interests of the 
community they work with. Rang De’s finance team shares best practices that the partner can adopt for 
maintenance of accounts and book keeping and the steps that they can undertake to mitigate risk and borrower 

delinquency.  

The training also helps in making the Rang De team members more empathetic to the challenges the partner’s 

field staff faces in carrying out operations. A free exchange of ideas, challenges and risks allows for creative 
problem solving and for establishing a comfortable working relationship between the key staff members from 
both the organisations. Below are some of the comments from the partners about the refresher training 
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KPI DASHBOARD AND SIX SIGMA 

Rang De team has made an effort to make key processes involved in the submission of loan profiles by Rang De’s 

partners and fund raising of loan profiles Six Sigma compliant. Processes on which Six Sigma is currently applied 
includes: 

Process Descr ipt ion Service Level  Agreement 

Prof i le  
submission 
process 

Involves the transfer/updating of borrower details 
onto the Rang De Partner site (partner.rangde.org) 
from the borrower application form 

4 days.  Measures the time taken by 
the partner to submit a batch of 
profiles that form a group 

Edit ing process Involves conversion of new borrower data into 
presentable format. Performed mainly by freelancers 
and interns 

1 day 

Prof i le  publ ishing 
process 

Once the Profiles are submitted by the editors, the 
Rang De team screen and publish them on the website. 

4 days. 

Fund rais ing 
process 

Once the profiles are published on the website, it 
remains on the website till the funds are raised in 
entirety 

40 days and measures the time 
taken to raise funds for a particular 
group 

Fund transfer 
process 

Once the funds are raised for all the profiles of a 
group, the Funds are transferred to the Impact 
partners 

41 days and measures the time 
taken from the publication of the 
first profile of a particular group code 
to the date when the funds are 
transferred to the partner. 

D isbursal  process Once the loan amount is raised the funds are then 
transferred to the field partner who then disburses it 
to borrowers 

3 days 

Redemption 
Process 

When an investor wants to withdraw his investment 
from Rang De, he/she sends a request that is then 
processed and amount transferred into their bank 

accounts. 

7 days 

Data is analysed month on month to identify bottlenecks and suggest course correction if required. Partners are 
rated specifically on their performance related to the profile submission and the disbursal process. This data is 

also published regularly on Rang De’s website.  

STREAMLINED COMMUNICATIONS 

In order to manage an ever-increasing set of partners located across the country, Rang De took steps to improve 

its communication with partners. Each partner has been assigned to a senior Rang De team member who is 
responsible for high-level strategic discussions such as monthly loan demand, repayment status, upcoming 
projects, training requirements amongst others.  

Rang De continues to quarterly newsletter that was introduced for the partner organization and so far 6 issues of 
the newsletter have been shared with the partner organisations. The aim is to develop the newsletter into an 
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effective two-way communication tool that the Rang De partners can use to share their best practices, initiate 
dialogue and collaborate with each other.   

 

Figure 5: Newsletter provides updates about Rang De and insights to partner organisations 

Rang De asked its partners to rate it on a scale of 1 to 5 (5 being the highest) on four parameters. Out of  35 
partners consulted,  22 responded and rated Rang De as indicated above. While the efforts to 
streamline communications have borne results (with nearly  60% of the respondents g iv ing Rang De 

team the highest rat ing for  communication) there is clearly more that the partners expect in terms of 
technical expertise that the Rang De team can share and the manner in which the organization engages with the 
communities.  

 

Below are some of the quotes from Rang De’s partner organisations about the work that the organization is 
doing.  

5%	 5%	 5%	 14%	5%	
23%	 23%	 18%	

32%	 27%	 36%	 27%	

59%	
45%	 36%	 41%	

CommunicaOon	 Problem	ResoluOon	 Technical	Knowledge	 Community	Engagement	

Overall, how will you rate Rang De on the following parameters with 5 
being the highest (22 responses):

1	 2	 3	 4	 5	

Rang De combines compassion with competence, genuinely trying to understand the financial needs of 
social enterprises and finding the best solutions. Our partnership is based on shared principles - of working 
with deep commitment for the poor, the marginalised, the displaced and the disinherited, by creating 
opportunity, supporting initiative, building capabilities and designing financial delivery systems that are 
critical instruments for change in an unequal world.	-Kumbaya 
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ISSUES IDENTIFIED AND ACTIONABLE POINTS 

The new partner application while a major improvement over the old one still has a few issues that need to be 
resolved and features that need to be added in. Feedback from the partners has been shared with the Rang De 
technology team and their recommendations have been listed and prioritized to be included in the product road 

map for the technology team.  

The partners clearly have expectation from Rang De in terms of guidance on how they can improve not only their 
credit programs but also their other developmental programs. With the Rang De Impact team now having 
members who have worked at the grassroots level for a number of years, Rang De hopes to provide better 

support to the partner organisations and through them bring about sustainable changes in the lives of the 
communities that Rang De works with.  

OBJECTIVE 3: TO CUSTOMIZE AND IMPROVE THE SCOPE OF FINANCIAL SERVICES BY  

Objective 3 deals with the efforts taken by the team to improve the potency of credit intervention. The section 
below describes the various steps that have been classified under the Activity 1 and 2.  

ACTIVITY 3.1: ASSESSING IMPACT AND FUTURE NEEDS THROUGH FIELD AUDITS OF BORROWERS AND 
PARTNERS 

Rang De seeks to improve the services it provides to the communities it works with by enhancing its own 

understanding of the way borrowers employ credit and how the services to them can be improved to achieve 
desirable outcomes.  

ACTIVITY 3.1: OUTPUT AND OUTCOME 

Output Outcome 

a.  Redesigned Impact framework  
b.  Improved Field Audit Process  
  

a .  Ability to better estimate Economic Impact  
b.  (i) Change in loan cycles and sector wise amount  
b.  (ii) Number of borrowers benefitted as a result of reframing of 

selection criteria 

 

 

Access to finance is one of the desired services and technology is making it easy and efficient but certainly 
not enough to alleviate poverty unless we go for a range of services including social security. – Udyogini (on 

Rang De’s mission statement) 

It is a positive experience and we have learned a lot for strengthening our MIS. This partnership has also 
helped the groups to grow professionally – Ushamath Mahila Mandal  
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THE NEW IMPACT ASSESSMENT FRAMEWORK 

Over the years, Rang De has tried to assess, measure and report socio-economic impact of its various credit 
interventions on different populations of borrowers. During the last Social Accounting period 2013-15, Rang De 
began formalizing an impact framework that could be used to monitor and assess outcomes. In  the current 

Social  Accounting period of  2015-2017, Rang De redesigned its  impact framework to col lect  
data that is  r ich and diverse.  The aim of the new impact assessment framework is not only to establish 
evidence of change but also improve its inputs and interventions. Rang De aims to move towards a practice that 

puts emphasis on learning and improving its interventions and practice constantly.  

FORMAL DATA COLLECTION  

For its previous social accounts, due to a lack of a proper framework for data collection Rang De had to partially 
rely on data provided by its impact partners about the enhancements in income that borrowers had experienced 

due to the loans that they had taken. An informal and detailed conversation gave the Rang De team some insights 
into the impact of Rang De loans on the borrowers and community but the absence of formal data collection 
processes and small sample sizes proved to be limitations for accurate reporting.  

Information col lected was a lso often stat ic  and didn’t  g ive the Impact team the abi l i ty  to 

assess change or impact over a  period of  t ime. A formal and systematic  method of  col lect ing 
data has g iven the team the tools  to gather enough data to infer economic outcomes over a  
g iven period of  t ime. 

SPECIFIC ASSESSMENT FORMS 

Rang De’s borrowers can avail the following loans: 

Loan product Purpose Range 

Primary and 

secondary 
education loans 

Loans for tuition fees for the school education of 

Rang De’s borrowers 

10,000-15,000 per child 

payable in 12 months 

Higher education 

loans 

Loans to pay tuition fees for students pursuing 

higher education, professional courses 

50,000- 1,00,000 per year  

L ivel ihood loans Loans for income generating activities  10,000-35,000 (up to a lakh in 
the case of entrepreneurs) 

Micro-venture loans Working capital loans for community owned and 
managed small enterprises 

 Up to 50,00,000 per annum 

Sanitat ion  Loans for construction of low cost indoor toilets Up to 12000 

A borrower can be a 1st time borrower or she can be on her 2nd, 3rd, 4th or 5th cycle. The impact of a loan on a 
person who is  in  the f irst  loan cycle would be different from a person who has a lready avai led 

3 loans.  The team through deliberations came up with separate evaluation criteria for borrowers who were in 
their 1st and 2nd loan cycle v/s those who had availed more than 2 loans. The assumption here was that the 
experience of engaging in a livelihood activity for more than 2 years could lead to improvement in  

standards of  l iv ing (which could also be measured apart from direct economic benefit). This in turn could also 
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potentially result in women playing a more active role in decision making within the household and in the 
community. Admittedly, this proved to be a difficult parameter to measure.  

Similarly, the assessment of an education loan, sanitation loan or a loan for a micro venture needs to be different. 

Rang De therefore customizes its assessment forms and evaluation parameters based on the above criteria 

IMPROVED FIELD AUDIT PROCESS 

To improve the way audits are conducted, the Rang De Impact team put in place a detailed timeline of all its 

activities and audits, to ensure efficiency and quality. The audit process has been divided into the pre-audit, audit 
and post- audit phases as indicated in the diagram below 

 

IMPACT PARAMETERS IDENTIFIED 

For the purpose of this social accounts document, Rang De also established the impact parameters on which the 
organization hopes to measure the results of Rang De’s credit interventions. Impact parameter can be those 

which are directly attributable to a Rang De such as purchase of a productive asset that was previously 
unaffordable or an indirect impact such as increase in the borrower’s ability to save. Following are the impact 
parameters that Rang De team tracks for its borrowers: 

Micro Credit  
• Average increase in income, savings and prof its   
• Increase in assets purchased 
• Increase in the number of borrowers earning above 1.2 lakhs per annum 
• Reduced dependency on money lenders 

Micro Venture 
• Increase in income and savings of beneficiaries associated with the micro-venture 
• Reinvestment of profit and asset creation at the group level 
• Increased employment generation in the community  

Education (Pr imary & Higher Education) 
• Reduced dependency on Money lenders of the student’s family 
• Improvement in type of schooling being provided 
• % of first generation graduates 
• Average Monthly Income contributed by students 

Pre Audit Phase

• Travel & Logisrcs Plan with 
Partner

• List of borrowers generated 
(randomly selected & shared)

• Discussions with previous 
auditor 

Audit Phase

• 2-5 days of Field Audit
• Meerngs with enrre staff of 
partner organizaron

• One-on-one interviews with 
borrowers

• Focus Group Discussions
• Discussion obsevarons, 
operaronal concerns, new 
opportunires and future 
projecrons with partner

Post Audit Phase

•  Wriyen Post Audit Feedback 
shared with partner

•  SWOT Analysis for the Partner
• Partner Health Card filled 
(Partner Rarng)

•  Featured Impact stories & 
visual documentaron shared 
with respecrve teams

•  Data management sheets 
merculously filled in 
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For Sanitation loans, the impact parameters were not defined therefore since the number of loans for toilet 
construction purposes that Rang De facilitated during the reporting period was too small to significantly influence 

the impact framework.  

NUMBER OF BORROWERS COVERED THROUGH THE SOCIAL AUDITS 

For Socia l  Accounts 2015-2017, Rang De col lected data for  666 borrowers,  through focused 
social  audits  conducted by members of  the Impact Assessment team. This is equivalent to 3% of the 

total loans that Rang De facilitated during this period.  For the current social accounts, Rang De worked 
systematically to collect data that can gives measurable outcomes and impact. 

Livelihood/ Business  578 

Primary Education  65 

Higher Education  17 

Micro venture 3 

Sanitation 3 

Total  666 

 DATA WAS COLLECTED AND ANALYZED FROM 15 PARTNERS, ACROSS 10 STATES. 

Borrowers covered for Social  Audit  (2015-2017) 

Partner State 

Access Livelihoods Consulting (ALC) Telangana and Andhra Pradesh 

Darbar Sahitya Sansad (DSS) Odisha 

Hasiru Dala Karnataka 

Laxmi College of Optometry Maharashtra 

Nav Jagriti Bihar 

Pardada Pardadi Educational Society (PPES) Uttar Pradesh 

Rural Education and Action for Liberation (REAL) Tamil Nadu 

Samagra Gram Vikas Sanstha (SAGRAS) Maharashtra 

Social Action for Rural Community (SARC) Odisha 

Self Employment Voluntary Association (SEVA) Manipur 

Sant Singa Ji Institute of Science & Management (SSISM) Madhya Pradesh 

Swami Vivekananda Youth Movement (SVYM) Karnataka 

Udyogini Madhya Pradesh 

Ushamath Mahila Mahasangh (UMM) Uttarakhand 

VAMA: Bal-Mahila Vikas Samiti Madhya Pradesh 

 

Through the interviews with borrowers fol lowing observations were made.  
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M I C R O C R E D I T  B O R R O W E R S  

Approximately 22% of the total 19763 l ivel ihood loans that were approved during the reporting period were 
taken to start  a  new l ivel ihood act iv ity.  Rang De team met with 578 of  such borrowers and the 
results of our interaction with them are reported as follows: 

Among the 578 borrowers that were interviewed, 539 borrowers reported an increase in income post the Rang 

De loan. On an average,  monthly  income has increased by INR 2470 and monthly  net income 
(after subtracting business expenses)  has increased by INR 1504. A key reason for the sharp increase 
in income can be attributed to the fact that a significant portion of the borrowers interviewed used their loans to 

purchase a cow or buffalo. The sale of milk thus brought in regular monthly income though the borrowers also 
had to incur regular expenses in the upkeep of the cattle.  

36% of the borrowers surveyed (total: 578) also reported that they could purchase assets such as scooters, 
televisions, refrigerators and furniture amongst other things post the loan. However this cannot be directly 

attributed to the improvement that the borrowers may have seen in their household’s income during the 
reporting period, which may be a result of extraneous factors as well.  

 

Thus, in the years 2015-2017, 29% of Rang De’s borrowers who previously took loans from moneylenders at high 
interests rates did not need to borrow from moneylenders during this period as their credit requirements were 
fulfilled via the Rang De loan or through the family’s income  

Borrowers that purchased non-productive assets through additional income 36% 

Borrowers that have risen above 1.2 lakh per annum net income 8% 
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PRIMARY & SECONDARY EDUCATION LOANS 

Rang De’s primary & secondary education loans are availed by mothers who want to provide the best educational 

opportunities to their children. A total  of  1425 loans were disbursed during the FY 2015-17. Rang De team 
interviewed 65 borrowers who took loans to meet their children’s education expenses. Out of these 65 borrowers 
that the team met, 11 of  the chi ldren were f irst  generation learners i .e .  parents of the students are 

illiterate or have received no formal education.   

42 of  the borrowers interviewed that they had also shared that they had been able to enroll their child in a 
better school because of the education loan.  Almost 2/3rd of the borrowers interview that in the absence of a 
Rang De loan that they would have had to borrow money from a moneylender at considerably higher interest rate 

(an average of 5% per month).  

TABLE 5: OUT OF 65 BORROWERS INTERVIEWED THE FOLLOWING OUTCOMES WERE EVIDENT: 

First Generation Learners  12 

Improvement in Type of school (Govt v/s Private school enrolment) 42 

Reduced Dependency on Money Lenders 44 

 

 

 

INDRA RAJA:  LEAVING NO STON E UNTURNED FOR H ER KIDS 

Indra Raja is a scrap paper collector from the garden city of Bangalore. Despite her own hardships, Indra has 
big dreams for her children. Indra and her husband have left no stone unturned to ensure that their 4 children 
have access to opportunities that they didn’t have.  

Indra’s two children (a boy and a girl) currently study in a private English medium school in Bangalore. Like 
many other parents, she realizes that the future opportunities will be reserved for those who are fluent in an 
international language like English. So despite her own hardships, she borrowed money to enroll her children 
in the school.  On hearing about Rang De’s education loans from Hasiru Dala (Rang De’s impact partner and 
the organization that Indra is associated with), she immediately availed a loan of Rs 20,000 to pay her 
children’s school fees. And even though the loan amount is not sufficient to cover the entire cost of education 
for the academic year, she is happy that the low interest and monthly repayment schedule allows her to repay 
the loan without any coercion.  

When asked why not a Government school (where education is free of cost) she says “I studied in Kannada 
and Tamil language but my children must have access to English education. Even children of scrap collectors 
deserve the right to study in English schools and speak the language” 

Source: Indra Raja’s story  
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H I G H E R  E D U C A T I O N  L O A N S  

During the reporting period FY 2015-17, Rang De disbursed 563 loans for  higher education (including 52 

loans for vocational training). These loans were given to students from the state of Uttar Pradesh, Maharashtra, 
Madhya Pradesh and Karnataka. 511 of these loans were given to students pursuing B.Com, B.CA, B.Sc. or GNM 
degrees while remaining 52 loans were school dropouts pursuing short-term beautician or driving courses.  

For the purpose of reporting Rang De interviewed 17 students who (as of July 2017) had graduated from college. 

These 17 students who received loans for loans to pursue higher education (bachelors degree) can be divided into 
two subcategories:  1) those who opted for employment after completing their bachelors and, 2) those who 
chose to pursue a Masters after the completion of their bachelor’s degree.  

TABLE 6: FROM INTERVIEWS WITH 17 STUDENTS THE FOLLOWING OUTCOMES WERE EVIDENT: 

Outcomes (Those who are employed)-  Sample s ize:  12 students 

 In  INR 
No of  
respondents  

Average monthly Income  10556  

Borrowers influencing others in the family/village to pursue higher education  8  

Outcomes (Those who are pursuing further degrees)-  Sample s ize:  5  students 
First Generation Learners  1  

 

12 of the students who have completed their studies and started working, are earning an average income of 
Those who opt for employment are earning an average of INR 10556 per month.  After graduating, Rang De’s 
borrowers have opted to work as software engineers, computer operators, teachers, store manager, etc.  More 

importantly 8 out of the 12 students who are now employed reported that their example also encouraged others 
in their family and village to opt for higher education. 1 student from the 17 who were interviewed was a first 
generation learner in his family i.e. his parents had received no formal schooling.   

MEENA SINGH: TH E FIRST FEMALE  GRADUATE  FROM BADRAPUR 

Meena Singh comes from small village in Bulandshahr district of Uttar Pradesh. She is the first girl in her village 
to leave her parental home to pursue higher education at a nursing college in Delhi. Meena was a student at a 
school run by Pardada Pardadi Education Society (PPES), Rang De’s impact partner that seeks to provide 
quality education to girls from economically weak and conservative households in Uttar Pradesh.  

Spotting the desire in her to learn more, Meena’s teachers at PPES encouraged her to study further and 
convinced her parents to enroll her for GNM (General Nursing and Midwifery) degree course in Delhi. 
However the cost of the 4-year degree course was prohibitive and which is when Rang De and its social 
investors stepped in. Meena is now a role model for the girls in her school and village. 

Meena says “I am well known in my village. People congratulate my family saying that she is doing a great job 
by studying in a city by herself. My family supports me, they want me to get a good job and be independent 
and responsible.” As on August 2017, Meena has started working and is repaying her education loan.  

Source: Meena Singh: Badrapur's first female graduate 
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M I C R O V E N T U R E  L O A N S   

Rang De’s Micro venture loans were dispersed to the weavers’ community, to collectives of small and marginal 

farmers to cover their working capital needs. Rang De selects micro-ventures based on following criteria: 

• Number of individuals associated with the venture (employment generated as well as wealth creation) 
• Profile of beneficiaries (preference given to women, small and marginal farmers, artisans, weavers etc  
• Venture should have been in existence for at least 3 years  

• The shareholding pattern and whether provisions for profit sharing exist 
• Profile of executive committee (whether community members are adequately represented etc) 
• Financial viability of the business plan 

Small enterprises struggle to get financial support especially when they are in the nascent stage since they are yet 

to prove, beyond a reasonable doubt, their capability and financial viability. This is where Rang De’s support 
proves crucial because working capital support is provided at low interest rates (which in turn improve profit 
margins) and also provided without the personal guarantees or collaterals from the venture or its board 

members.  

During the reporting period, the following loans were given: 

Partner Microenterprise Amount in  INR 
(unit  lakhs)  

Aagor,  Assam Aagor Daagra Afad 10 

ALC India,  Telangana and Andhra 
Pradesh 

Godavari Women Weavers Services PC 40 

Angadi Raichur Farmer Services PC 10 

Hasnabad Farmer Services PC 30.7 

Kotturu Tribal Farmer Services PC 2 

Ramagiri Tribal Farmer Services PC 2 

Sri Girilaxmi Tribal Farmer Service PC 4 

Sri Neelamanidurga Tribal Farmer Services PC 5.25 

Swayamkrushi Tribal Farmer Services PC 6 

Kodangal Farmer Services PC 30 

Aagas,  Uttarakhand Alaknanda Ghaati Shilpi Federation 2 

BNGVN, Maharashtra Kurta Manufacturing Unit 7.2 

Prerana Garment Making Unit 6 

Readymade Garment Unit 6 

DSS,  Odisha Dhokra Artisan Enterprise 5 

Desi  Trust,  Karnataka Charaka 35 

Dharani,  Andhra Pradesh Dharani 111 

Gudi  Samskruti  Kendra,  Karnataka Gudi Samskruti Kendra 15.6 
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HARC, Uttarakhand Alaknanda Krishi Cooperative 10 

Just  Change India PC,  Tamil  Nadu Just Change India PC 45 

Kumbaya PC,  Madhya Pradesh Kumbaya PC 4 

Kalamandir ,  Jharkhand Grassmat Unit 9 

SEVA, Manipur 12 Star SHG 5 

Urmul,  Rajasthan Urmul 10 

Grand Total  401.731 

Rang De carried out an impact assessment visit of 3 of these enterprises that Rang De supported during FY 2015-
17.  The enterprises used the Rang De loans as working capital loans that allowed them to carry out their business 
activities that in turn allowed financial benefits to accrue to the members of the enterprises. In addition the 

enterprises generated employment in the form of wage labour, thus contributing to the local economy.  

 

S A N I T A T I O N  L O A N S  

Sanitation loans constitute a very small part of Rang De’s loan portfolio at present. Since these are primarily non-
productive loans Rang De wanted to first undertake a study to assess the benefits and impact of such loans on the 
community before introducing these loans to more communities. Between 2015-17, Rang De disbursed nearly 

100 loans for sanitation purposes with its impact partner, VAMA, which works in Gwalior and Datia districts of 
Madhya Pradesh.  

Rang De met with three of these 3 borrowers who had used their loan amounts of Rs 12,600 to build a bathroom 
and a toilet. The borrowers listed safety and reduction in incidences of diseases in the entire family since the 

construction of the toilets.  

CHARAKA: H EGGODU’S  PR IDE  

Charaka Multipurpose Cooperative Society, located in Shimoga district of Karnataka, has been a Rang De 
partner since 2014. The cooperative, which is run on Gandhian principles of self-reliance and rural 
empowerment, is engaged in the production of hand crafted and naturally dyed fabric and garments.  

With support from Rang De’s social investors, the cooperative has been able to access low cost working capital 

loans that have enabled it to increase production and provide stable employment to more than 100 
individuals. The cooperative runs on the principle of profit sharing and each financial year bonus is provided to 
the weavers, tailors, dyers who are associated with the cooperative. 

Apart from providing regular employment the cooperative has also trained hundreds of women in and around 

Heggodu village in the art of tailoring. 

Source: Charaka- Heggodu’s pride  
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CHANGE IN LOAN CYCLE & SECTOR WISE AMOUNTS 

As iterated before, the Social Audits are not only a way to understand impact but also recognize ways of 

improving Rang De’s operations and effectiveness. The auditors bring back unique observations from every field 
audit. Based on these observations and feedback, the Rang De team decided to make few changes to the terms of 
the loans.   

Previously,  a  f irst  t ime borrower of  a  l ivel ihood loan received a loan of  Rs 8000.  Bearing in mind 
inflation, the loan amount for each cycle was increased to reduce incidences of under-funding a particular 
borrower. Thus,  the loan amounts were restructured in the fol lowing way: 

REVISION IN AMOUNT FOR LIVELIHOOD LOANS 

Loan Cycle Revised Loan Amount (Rs.)* Previous Loan Amount 

1st  10000 8000 

2nd 12000 10000 

3rd 15000 12000 

4th 18000 15000 

*The above loan amounts are for majority of the occupations. In some cases, loan amounts vary depending on 
the occupation and geography. 

DAIRY FARMING LOANS 

For the borrowers engaged in dairy  farming,  Rang De has increased the 1st cycle loan from INR 

10000 to INR 35000. Previously, all the 1st time borrowers received a fixed loan amount of INR 10000, 
irrespective of their occupation. After several borrowers reported that they had to borrow from external sources 
to purchase a cow or buffalo (apart from a Rang De loan), Rang De revised the loan amount to Rs 35,000 for those 

FIGURE 15: INTERACTION WITH A RANG DE BORROWER 
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borrowers engaged in dairy farming.  This  increase in the loan amount has prevented borrowers from 
taking mult ip le  loans,  whi le  increasing prof its  more rapidly.   

CONSTRUCTION LOANS WITH DARBAR SAHITYA SANSAD 

The loan amounts for borrowers from DSS in Odisha, engaged in construction related activities were revised as 
well based on the feedback of the field auditor and Rang De Impact partner, Darbar Sahitya Sansad. 1st, 2nd, 3rd 
and 4th time borrowers receive loan amounts of INR 12000, INR 15000, INR 18000, INR 21000 respectively. These 

changes were made taking into account the borrowers’ capital requirement and recurring costs. 

REFRAMING SELECTION CRITERIA FOR BORROWERS 

During the 2015-17 period,  Rang De relaxed the upper l imit  of  household income for 
borrowers from rural  areas to Rs 80000 (previously  Rs 60,000),  which includes al l  income 
sources in  the family.  Income cr iter ia  for  borrowers from urban and semi urban areas were 

also revised from Rs 1,  00,000 to 1,20,000. This was done again to keep up with inflation whereby living 
costs have increased substantially since the income criterion was initially fixed.  

Rang De also decided that this income criteria or level would only be applicable to first time borrowers of Rang 
De. From the second loan cycle onwards, borrowers may exceed earlier income criteria assuming that the first 

loan has helped them expand their business and subsequently, their income as well.   

Widening the selection criteria has enabled the organisations to reach out to a wider range of borrowers from 
different geographies, engaged in different occupations and activities, and in the process assist borrowers in a 
manner that can pull them out of poverty in an irreversible manner.  

POST AUDIT FEEDBACK 

Rang De’s post audit feedback is well documented and prepared for future reference. Within 3 days of returning 
from the field, the Impact team sends a detailed feedback mail to the partner stating the auditor’s observations, 
concerns and suggestions. The feedback process includes a detailed Field Audit Report, SWOT analysis and 

partner rating for the partner’s operational efficiency and impact on the ground. Below are samples of Rang De’s 
Field Audit Report and Partner Rating Document.  

Revised loan amount leave a positive impact on community most of the business like Carpet Weaving, 
Stitching, Vegetable vendoring etc need high investment. Rs. 10,000 is sufficient to start business at 

initial level- VAMA 
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The post audit feedback gives Rang De an opportunity to gauge the strengths and weaknesses of its partner and 

devise ways together to tackle the same. Since this is well documented and shared internally with team members, 
it also allows the organization to evaluate the partner and the community it works with dynamically and thus take 
appropriate action to protect the interest of all stake holders.  

 

ISSUES IDENTIFIED AND POINTS FOR ACTION 

While Rang De has been successful in establishing and measuring certain economic outcomes (with reasonable 

degree of confidence) of the Rang De loans such as income or profit enhancement, it has been difficult to 
determine whether a household has successfully emerged from the trap of exploitative credit sources. As an 
organizat ion,  Rang De tr ies to make the borrowers f inancia l ly  included and increase their  self-

suff ic iency and f inancia l  knowledge.  At  this  point,  Rang De does not have rel iable markers to 
identify  or  determine the above.  Thus, going forward Rang De’s evaluation forms and social audits must 
recognize a way to determine the same.  

ACTIVITY 3.2: TO UNDERSTAND THE IMPACT AND STRENGTHEN THE SERVICES PROVIDED BY PARTNER 

ORGANIZATION TO THE BORROWERS 

One of the most important criteria that Rang De bears in mind while selecting an impact partner is to understand 
how the work that the partner organization does can help the borrower in utilizing the credit amount more 

efficiently. Rang De understands that credit  by itself  is  not enough to help borrowers emerge 
out of  poverty,  it is essential that borrowers also get complimentary support in the form of technical know 

After the feedback received out internal scrutiny is improved. An additional team meets the individual 
borrowers apart from the field staff. It reduces the deviation in using loan amount- VILD 
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how on how to improve productivity (for instance how to care for a cow/ buffalo or how to improve the per acre 
yield of rice) or how to grow and diversify a business. This is especially true in the case of Rang De’s partners who 

are engaged in education services, their role in providing services is directly relevant to how well the students will 
perform during their studies and what kind of employment opportunities they get post their studies.  

Therefore it is important to improve the understanding within Rang De of how services provided by the partners 
has an impact on the lives of the borrowers and also to try and quantify this incremental benefit if any.  

ACTIVITY 3.2: OUTPUT AND OUTCOME 

Output Outcome 

a.  Conducting Primary Research (NABARD)  
b.  Complement partner’s programs   

c .  Partner Rating 

a.  Mentoring and non-mentoring services provided under 
NABARD project  

b.  Both financial & social empowerment of beneficiaries  
c .  Leading to higher incentives & better performance  

 

CONDUCTING PRIMARY RESEARCH 

Over the course of last few years, the view that poverty is multi-dimensional in its manifestations and causes has 
come to gain wider acceptance. In keeping with this viewpoint, Rang De recognizes that access to financial 

resources is at best an enabler in poverty alleviation. In  2013, Rang De received grant support from NABARD to 
carry out an action research project in the states of Maharashtra, Bihar and Madhya Pradesh. The objective of this 
primary research were three fold: 

• Identify number of critical credit injections needed to facilitate poverty reduction / movement out of 

poverty 

• Identify the importance of impact of business mentoring and support services to facilitate the journey to 

enhanced incomes 

• To appreciate whether livelihood types (traditional/non traditional) influences client comfort and 

progress towards income and enhancement 

For the purpose of the project 100 borrowers in each of the three states were identified and divided into two 

groups: those who received only credit support and those who receive credit along with business mentoring 
support from Rang De’s partner organisation. Over the course of three years, Rang De’s impact team would track 
the progress of these 300 borrowers and gather data to draw inferences that could then be used to improve 

credit programs.  

Due to challenges in Madhya Pradesh and Bihar, a new set of borrowers had to be identified in 2015 in these sets 
and the project has been extended till 2018. However, the experience of conducting research in Maharashtra and 

to a limited extent in Bihar and Madhya Pradesh did improve our data collection and gathering mechanisms.  

Some key outcomes in the interim phase of the project include: 
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• In Maharashtra, groups that received mentoring and those that did not show significant difference in 

income enhancements over credit cycles. However the difference became starker when it came to 
savings and asset creation. Borrowers who received mentoring support reported more regular (and 

higher) savings as compared to those who had received only credit support. Mentored borrowers also 
made investments in asset creation over the course of the credit cycles thus showing more financially 
responsible behaviour as opposed to borrowers who received only credit support. 

• In Madhya Pradesh and Bihar, 100 borrowers each were selected in 2015 by our partner organisations. 

While all 100 borrowers in Madhya Pradesh received credit and mentoring support, the borrowers in 
Bihar were given only credit support. Data gathered during the first loan cycle indicates that not only a 
higher percentage of borrowers who received mentoring support cultivated a savings habit  but a lso 

that borrowers in  Madhya Pradesh opted for non-farm l ivel ihood act iv it ies  that 
provided quicker and more stable f inancial  returns.  However, progress of these two cohorts of 
borrowers would have to be studied over two more cycles to be able to make inferences.  

COMPLEMENTING THE PROGRAMS RUN BY PARTNER ORGANISATIONS 

Since 2014, Rang De has made a conscious effort to work more closely with partner organisations that promote 

sustainable rural development across the country. By collaborating with grassroots development organisations, 
Rang De can thus complement their work and provide a potentially holistic solution that tackles poverty. 

Rang De’s partner organisations include educational institutes that are preparing students from rural India to 
become first generation graduates and to join the white collar workforce as well as those that are organising small 

producers (such as marginal farmers or weavers) into collectives. These collectives help producers upgrade skills 
through workshops and trainings, access resources and reap the benefits of scale through profit sharing. 

Between 2015 and 2017, Rang De brought on board 25 new partners. 15 out of these 25 organisations specialise 
in areas of development and thus Rang De’s credit program as a value add that helps them achieve their own 

objectives.  

Partners pr imary area of  work Number of  partners  

Skill / Entrepreneur development 2 

Higher Education 3 
Value chain development and livelihood promotion 10 

Rang De asked its impact partners (both new and old) to describe the support services they provide to 
communities apart from credit services. 22 out of the 26 survey respondents provided the following answers: 

It is proven that technology and finance alone cannot solve the poverty issues in the world. Therefore it means 
you need to anchor support of finances and technology for significant models of development with long-term 
partners then it will be really impactful on the ground – ALC India 
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While it is early to draw a definite comparison between borrowers who are associated with partners who provide 

additional support to borrowers and those whose primary area of work remains microcredit, preliminary data 
from the field audits indicate that the support services that the partners provide do lead to capacity enhancement 
of the borrowers- which in the long run may translate into improved financial security. 

PARTNER RATING 

In 2014, Rang De introduced a performance incentive for partners. Partners could receive an additional 0.5% of 
the interest that the borrowers pay if they were able to adhere to the processes and time lines that Rang De had 

laid down. As outlined in the previous social accounts, the partner rating was received positively by most of the 
partner organisations.  

However, the Rang De impact team soon realised that because the rating focused entirely on efficiency of 
microcredit operations, it did not adequately take into account the work that the partners were doing on ground 

to support communities. Thus in August 2016, rating parameters were redesigned to include both qualitative and 
quantitative parameters. The table below provides a comparison between the old parameters and the new 
parameters.

14 16
11

8
5

Do you provide any kind of support acrvires (training) to the borrowers 
apart from financial services? Select all that apply (22 out of 26 survey 

respondents) 

Financial Literacy Livelihoods skill training
So} skill training Health and nutriron
Natural Resource Management training
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                                  Partner Rating (New v/s Old Parameters)   

Quantitat ive Indicators  

Particulars Descript ion New 
Weightage  

Old 
Weightage 

Submission of profiles & first time yield Submission of profiles- 0.5 (submitted within 1-4 days), 0 
(taken more than 4 days) & FTY - 0.5 (85-100%), 0.25 (70-
85%), 0 (Less than 70%) 

1 3 

On-time Disbursal and updating of the date 
of disbursement on partner application on 
the same date 

1) Within 3 days of Fund Transfer from Rang De. 0.5 for 
disbursement on field & 0.5 for updating the same on dot 
net 

1 2 

On-time Repayments and updating 
repayments on partner application within 
one day 

1) Within 3 days of the repayment date (0.5)  
2) Amount transferred should be equal to the amount 
updated on www.rangde.net (0.5)  

1 3 

 Field Audit Feedback by Rang De  1 1 

 Monthly Progress Report 1 (in all the 3 months the MPR's have been submitted on 
time - before 10th of every month), 0.5 (submitted for only 
2 months and on time) 

1 1 

Total   5  10 

                                                                             Qual itat ive Indicators  

Programs Executed and Impact seen Awareness of field partner on the sector and work done 
especially towards women empowerment and livelihood 
development in the respective communities. This is specific 
to the Rang De project. 

0.5 0 

Team Expertise Organogram- relationship of field staff with the borrowers, 
as observed during audit. Either good field to borrower 
ratio or in spite of having less numbers, the sync/rapport 
should be visible 

0.5 0 

Group Formation How the group is being formed, selected, trained, given 
capacity building and most importantly how the processes 
are being followed- book keeping, maintaining minutes of 
meetings, collection of repayments, internal loans and 
importantly how is the group being rated and evolved in 
order to make itself self-reliant 

1 0 

Leadership & Organizational Structure Role of leader/founder, involvement of board, active 
participation of other team members. Clear Indication of 
hierarchy/SPOC in crisis situation. 

0.5 0 

Post loan disbursement processes Post Loan utilization checks being carried out within a 
month of disbursement of loan along with timely 
submission of LUC at Organizational/SHG/JLG level 

1 0 

Inter Communication Frequency and level of response to communication for 
facilitating smooth level of operations with Rang De team 
members. 
Pre Loan Disbursement- Communication related to group 
code creation, profiles sent for need details, projection and 
demand related issues 
Post Loan Disbursement- Finance related (disbursement 
and repayments), CEO calls and communication related to 
other major concerns 

1 0 

Adherence to Monthly Projections Meeting at least 70% of the projected monthly amounts. 
Visible efforts made to achieve the targets. 

0.5 0 

Total   5  0 

    

Grand Total  QUANTITATIVE + QUALITATIVE INDICATORS 5+5 10+0 
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The partners with whom Rang De carries out microcredit operations are rated on a quarterly basis on the basis of 
the new parameters. The new rat ings format encourages partners to not only  look at  their  
processes but a lso the way they are implementing community development programs. The 
rat ing is  done by the Rang De impact operations,  f inance team along with the inputs from the 
f ie ld auditor.  By l inking the partner’s  performance incentive to the f ie ld audit  outcomes,  Rang 
De team hopes that the partners wi l l  have more reasons to take correct ive measures to 
improve credit  support  programs.   

The post audit feedback that the Rang De team shares with the partner organisations highlights areas for 
improvement and depending on the severity of the issue a corrective course of action is recommended to the 

partner organisation.  

In the eight quarters of the FY 2015-16 and 2016-17, Rang De paid out a  total  amount of  Rs 2,69,437 as 
performance incentives to its partners. Field observations such as the savings habit of the borrowers or their 
awareness about the financials of their business are thus directly attributed to the support that the partner 

organisation is able to give to the individual.  

CONCLUSION  

Social Accounts is not only a tool to showcase what activities have been carried out in the scope period but it also 
serves as a strategic planning tool.  

This is the third Social Accounts that covers the period between April 2015 and March 2017. This Social Accounts 
is undertaken by the Rang De social accounting team under the periodic guidance of the team from the Social 

Auditors Network (SAN) India. 

This reporting period has been significant for the organization since it has been a period of rapid growth. Rang De 
grew not only in team size but also in its outreach – with Rang De achieving its highest ever loan approval in 2015-
16 and then again in 2016-17. This document tried to capture the significant developments that happened in the 

past two years and also look forward to the challenges ahead.  

The impact assessment framework is still far from perfect and needs further honing to adequately capture and 
represent data from the field. Efforts to ensure that the sample size of borrowers is more representative of Rang 
De’s borrowers (with variation in occupation, geography, loan cycles etc) should be made so that the data 

gathered can represent meaningfully the entire universe of Rang De’s borrowers.    

ISSUES FOR ACTION AND ACHIEVEMENTS  

Rang De received a lot of positive feedback from its various stakeholders including social investors, partners and 
borrowers. However, there are clearly some areas for improvement that need more attention- these include: 
providing social investors an easier way to track their investments, improving Rang De’s outreach through 

strategic communication and marketing, getting more corporate partners on board amongst others.   
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Rang De has spend significant time and resources on improving the user experience for both the social investors 
and the impact partners. The improvements have been noticed by the users and have been appreciated by the 

stakeholders, however there are some more modifications that can be made to the platforms to further improve 
the usability. With a marketing and communication team in place, Rang De developed a strategy to reach out to 
more potential social investors. Some initiatives met with moderate success and others weren’t as successful. 

More analysis needs to be done to examine the reasons behind the success or failure of initiatives so that the 

success rate can be higher going forward. 

However, Rang De had limited success in attracting donations from corporate partners. A strategic approach to 
CSR fund raising needs to be designed.  

With a growing portfolio of partners and borrowers, Rang De needs to strengthen its  r isk mit igation strategy 
to protect all stakeholders, as a change in repayment rate has a direct impact on the organisation’s ability to 

attract more funds.  

PLANS FOR DIALOGUE WITH STAKEHOLDERS  

Data gathering from borrowers and partners is an ongoing process for Rang De – as the team regularly travels to 
the field locations to meet borrowers and gather data. Dialogue with other stakeholders has however more 
sporadic- which makes getting retrospective feedback from stakeholders about Rang De’s work difficult.  With 

independent teams looking after marketing, fundraising and relationship building with social investors the 
organization aims to gather feedback on a more consistent and immediate basis.  

PLANS FOR THE NEXT SOCIAL ACCOUNTING CYCLE  

For the next social accounting cycle, Rang De’s Impact team aims to review the current impact assessment forms 
so that the data gathered is relevant and that desired outcomes can be drawn from it.   

Additionally the actionable items identified need to be prioritized and incorporated into the team’s monthly work 

plans. 

 

 

An impressive 75% of  respondents  who answered the quest ion  (222 out of  511 respondents) 
“On a  scale  of  1 to  5 (5 being the highest)  how l ike ly  are you to  recommend Rang  De to  an 

acquaintance”  gave Rang De a 5. 


