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The PPI® - A ‘Lean’ Poverty Data Tool
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 A statistically rigorous yet easy-to-

administer poverty measurement tool

 Country specific, derived from National 

Income and Expenditure Survey

 10 questions and a scoring system 

 Uses an indirect approach to poverty 

measurement

 Provides likelihood that respondent’s 

household is living below poverty line

 Calibrated to national and international 

poverty lines

 Public good, available for free download 

at www.progressoutofpoverty.org

:

http://www.progressoutofpoverty.org/


The PPI Scorecard - Example
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Source:  Uganda PPI (2012)
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More than 500 organizations working at the BoP use the PPI for measuring poverty 

The PPI has Become a Global Standard for Development  

It has been incorporated into many impact investing and sector-specific measurement 
frameworks.
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PPI Alliance Members

Anchor Funder: Foundational Partner:

Basic Members:

Steering Members:

Institutional Support Partner:
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WE’VE NOTICED SOMETHING
Talk of impact is everywhere but few people seem 

happy with the state of measurement practice. 

Genuine end-consumer data that truly helps to 

understand social value is few and far between. 



INTERNATIONAL IMPACT INVESTORS 

CAN TYPICALLY TELL YOU…

# of farmers a company has reached

# of students attending new schools

# of new solar lanterns sold

BUT WHAT ABOUT…?

Are these farmers better off?

Who are the children attending these schools?

What’s the effect of owning lanterns on kerosene usage?



WHAT IS LEAN DATA?

Designed specifically for social enterprises and investors, Lean Data helps build 

more impactful businesses by providing them with data on their social 

performance, customer feedback and customer behaviour. 

Lean Data uses low-cost technology and methods to gather 

high-quality data quickly and efficiently.

WE’RE PUBLISHED, INFORMING GLOBAL STANDARDS & WINNING 
AWARDS

35,000+ BoP
CUSTOMERS 
SURVEYED 

80+ 

PROJECTS
SUCCESSFULLY 
COMPLETED

MULTIPLE, 
GLOBAL  
TECHNOLOG
Y
PARTNERSHIP
S

IN-HOUSE
LOCAL 
RESEARCH 
TEAMS



WITH A GROWING NETWORK OF CLIENTS
Working with leading funds, firms, foundations and government agencies 

within the Acumen portfolio and beyond. 
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All data collected and analyzed by Acumen Lean Data ENERGY COMPANY
$750k invested Equity in 2015

IN THE CUSTOMER’S WORDS

44 NET PROMOTER 
SCORE

You know that the product is very 
smart so if anyone sees it they will 
have to ask and I always tell them 
how economical it is.”

66% “PROMOTERS”

500,000TOTAL LIVES REACHED

LIVES REACHED <2.50/DAY 110,000

VERIFIED: HH SIZE, USAGE, PRODUCT LIFE NO

D
E
P
TH

ELIMINATION OF TRADITIONAL FUEL USAGE
% of households who have eliminated usage of kerosene lanterns

IMPROVEMENT IN QUALITY OF LIGHT
% improvement in brightness (lumens of light available in home)

QUALITY OF LIFE IMPROVEMENT
% of customers claiming quality of life “improved very much” because of […]

POSITIVE VALUE-FOR-MONEY PERCEPTION
% of customers rating […] “Very good” or “Good” value for money

30%

175%

81%

87%

THE CUSTOMER

73% FEMALE

45 AVG. AGE

P
O

V
E
R

TY
 

F
O

C
U

S

% OF CUSTOMERS < $3.10/DAY 22%

% OF CUSTOMERS < $1.90/DAY 0.3%

RESULTS

JAN 

2017
DATA COLLECTED

402
SAMPLE 

SIZE
PHONE 
SURVEY

TECHNICAL NOTES

“

LEANDATA



BRINGING ACUMEN UNPARALLELED INSIGHT
We’re now able to understand our portfolio’s social performance in more nuanced 

terms than ever before. 

PORTFOLIO AVERAGE: 52% BELOW $2.50 / DAY

58%
ENERGY 

AVG.

24%

31%

50%

64%

76%

76%

84%
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24%

31%

43%

44%

49%

51%

77%
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46%
HEALTH AVG.

17%

33%

64%
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38%
WASH AVG.

17%

33%

64%
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50%
EDU. AVG.

27%

40%

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

O2

O1

34%
OTHER AVG.

Shading denotes that data represents a specific sub-set of customers not necessarily representative of general population

Other includes FinTech & Housing



LeapFrog Investments

Safetynets and springboards for the next billion emerging consumers



LeapFrog is a Profit with Purpose equity 
investor in emerging markets

Portfolio company operations

NOTE: Data as at 30 Dec 2016 

Additional focus countries

Tapping into the historic emerging consumer opportunity

$1bn

From leading global 

institutions

40+

Investment professionals 

with operational &  EM 

experience

17

Companies operating 

across 23 countries

91.1m

Total people reached; 

74.1 million low income

106,313

Jobs supported across 

portfolio companies 



Meeting unmet needs for 2 billion 
emerging consumers

Africa, South and Southeast Asia; enabling tools to rise into the middle class

2 billion

low-income people 

in LeapFrog’s target 

markets

$15+ trillion

of consumption will 

come from emerging 

consumers 

by 2020

$4+ trillion

of all global health 

expenditure will come 

from emerging 

economies by 2022

70%

without access to 

financial services 

(vs. 11% in developed 

markets)



Profit with Purpose is
driven by “bottom-bottom-up” insight

Low-income consumers are the source of company social and financial return

Consumer 
Insight

Quality 
products

Profit and 
Purpose    
returns



Consumer Insights In Practice

BIMA Mobile: Reaching the unreachable with insurance

Case

o Low-income consumers are able and willing to 

pay: 93% of global customers live on less than 

$10 a day, 54% on less than $2.50

o Young, tech-savvy consumers will drive 

growth: 59% aged between 18-35, majority in 

urban areas

o You can reach the uninsured: 75% of 

respondents are first-time insurance users; 

education is therefore key to distribution model

o Preference for mobile access: 90% prefer to pay 

by deduction of airtime credit or mobile money; 

greater trust in digital channels than cash 

economy showing digital inclusion is key



PQ GGPTotal Underserved

Measurement Matters

LeapFrog’s FIIRM: Data and transparency to drive social and financial returns

Financial Impact Innovation 

o Revenue / NPBT o People reached o % below poverty line

Risk Management

o ESG best practice



LeapFrog Labs

LeapFrog Labs is an R&D hub that 
accelerates growth, impact and profitability 

in our partner companies

Introducing LeapFrog 

Investments
23

o Dedicated to helping investees fast-track growth, 

implement innovations, and drive efficiency at scale

o A grant facility allows Labs to de-risk or support high 

impact innovative projects -- to date Labs has 

supported over 60 different projects across 23 

markets

o Team comprises of actuarial, human resources, 

impact, operations and strategy expertise

o Strong programmatic focus on accelerating digital 

disruption, improving understanding of customer 

behaviours, and building talent development 

capabilities across partner companies.



Results: Achieving Profit with Purpose at scale

Current impact of Funds I and II

C O N F I D E N T I A L

NOTE: Revenue growth and NAV representative of Fund I portfolio only, LCU terms

SOURCE: FIIRM (December 2016 results)

91.1 million

total people reached

Affordable & relevant 

products

Delivered to meet low-income 

consumer needs

74.1 million

low-income or financially excluded 

people reached

106,313                          

jobs                 

Jobs and livelihoods         

supported

46%

Companies have grown an 

average of 46% p.a since 

investment

Top-tier 

financial returns 

Exits achieving top-tier 

private equity returns



Thank you 



Questions?

Thank you!

Stay informed about the PPI:

• Create an account on progressoutofpoverty.org 

• Sign up for the PPI newsletter

• Follow PPI on Twitter - @povertyindex

• Contact me:  jpeachey@poverty-action.org


