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CHAPTER ONE 

1. Introduction 

1.1. Background of the Study 

According to Association of Ethiopia n Microfinance Institutions (AEMFI) 

Microfin a nce industry was introduced in Ethiopia in 1980s when the 

government failed to deliver subsidized credit to poor farmers. It was 

designed to seek effec tive ma rket oriented solutions to the provision of 

susta inable and effective fi nancial services to low and middle income 

group of people livin g in both rural a nd urban a reas. 

During the emergence of this indus try most micro finance firms 
were established to support the effort of poverty reduction by 
insuring their operational and financial sustainability. AEMFI 
Occasiona l paper No. 2, (2008) 

Since 1980s, the sector has registered significant growth and still new 

microfinance firms are joining the indus try. In Ethiopia pioneer 

microfinance firms re esta blis hed by tra n sforma tion of rura l credit and 

saving scheme development and other projects by initiation of regional 

government after ' the issu ance of the proclama tion to license and 

supervise microfinance ins titution s by NBE in 1996 . Currently, there are 

a bout 30 microfin ance institutions operating in the country and 

providing different financial services like loan, savings, a n d insurance 

services to rura l gro up based clients a nd u rba n sm a ll ar~d micro 

enterprise practitioners (AEMFl) . 

Marketi ng for a mic rofinance institu ti on ca n be defi ned as an a nalytica l 

tool to study and know th e client so as to identify microl'ina nce service 

a ttributes demanded. The concept of marketing program has emerged as 



an important Issue fo r micro[inance institution o nly Jl1 the past few 

years, (MicroSave occasional paper, -2008) , 

Accordingly, increasing competition in some markets [or micro[inance, 

s lowing growth rate in certain markets for microfinance, s lowing growth 

rates in certain microfinance institution, increasing client desertion and 

growing recognition that MFls need to be more client led contributed for 

the emergence of marketing in this industry , 

Since, it determines a ll interrelated activities of the organization and 

influence overall management, it is obvious that better marketing 

practice plays a dominant ro le towards achievement of organizational 

goal and directs a ll organizational efforts towards satisfaction of target 

customers , 

According to Micro save 2007, the landscape of the microfinance market 

has changed dramatically, Those firms who have been operating in a 

relatively non-competitive environment become facing strict challenges 

from form a l financia l institutions , Almost all microf'inance insti tutions in 

Ethiopia are facing challenges from d irect financial service providers like 

co nventional banks, rival microfinance firms and in formal service 

providers or money lenders, New MFls are continuously entering the 

market. Moreover, commercia l banks have also started to down scale to 

serve the target markets of microfinance firms, At the same time, clients 

have becomes more sophisticated and demanding, As a result, better 

marketing practices become mandatory task of microfinance institutions 

so as to ensure the ir survival in the industry through customer d riven 

service provision, 

Both internal and external factors determine the success of microflnance 

firms, (OCSSCO Strategic Plun 2 0(8) In creased portfolio s i/.e, reduced 

clien t loss, improved repayments a nd savings are those in ternal factors 
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th a t s hould be enhanced by effeclive marketing s trategies . Consequently, 

market a nd demand analysis, strategic positioning and promotion, 

monitoring and analyzing consumer beh avior are few of marketing tasks. 

Economic environment, political or regulatory, competition a nd externa l 

shocks a re a lso external factors that should be monito red . Market 

analysis IS needed to microfina nce ins titutions to monitor factors 

affecting the local economy like weather, inflation , religions, holydays, 

e tc .. . that could affect either client's dem and for financia l products or 

their abili ty to repay. Such m arket a na lysis wi ll also enable microfinance 

firms to pinpoint policies and regulations that cou ld a ffect the in terest 

rate a n institution should charge a nd to a n a lyze a ny probable s hifts in 

product demand because of catastrophic events like flood , bad weather, 

economic crises etc .. . 

Market a na lysis shou ld also consider client behavior analysis . Micro 

finance firms n eed to refine exis ting financia l products to client need s 

and preferences. To this end, MPls s hould ana lyze theil" ra te of client 

retention , the cause of client dropouts, financial products in which 

clients are more interested and their perception of cu rrent service . 

Organizations u se th e resu lt of Lhese analyses to evaluate which 

products and services can be de livered to clients cost effectively a nd 

profi tably . 

Marketing s hould be a n in tegrated function within mierofinance firm s 

since it is a bout knowing clients, competitors and bus iness environment. 

They have to closely monitor client needs and market conditions to 

become a ttuned with changing demand and to stay a head of 

competition. 

Therefore, thi s pa per tries to explore the m a rke Lin g strategies to be 

adopted by mic ro fin a nce institutions through identifying what their 

clients need. It also directs how MPIs match the attribules of their 
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According to review study of the microfinance industry in Ethiopia 

conducted by Green Bell PLC, tolerable range of saving to outstanding 

loan ratio must be greater than 25°;'" But company's saving ratio faIts 

below this range of tolerance . It ra nges from 16% to 20% from company's 

establishment. The current figure shows less than 10%. 

In 2007/8, the company introduced two new saving financial services 

caIted "Handhuuraa" (saving for child) and "Sooramaa" (saving fo r 

retirement). The naming of these financial products was taken from rich 

Oromo people's culture. These financ ia l services were in t roduced with 

Lhe hope of transforming thi s culture to modern saving in te rms of cash; 

however, these new fin a ncia l products were not successful as 

management expectation . On ly few branches reported "Handhuura" 

saving clients. 

As stated a bove the compa ny 's research and business developm ent 

experts we re devoting their time on outreach rela ted tasks like identifying 

new markets for branch expansion through out the region , introducing 

company 's methodologies to these prospective clients, desi gning new 

methodologies and procedures to extend the service for pastoral 

communities and searching fo r loana ble fund from different stakeholders. 

No investigation were made on issues like client satisfac tion level, 

evaluation of financial product attributes, causes of cl ient dropouts, and 

increasing portfolio at risk etc .... to improve the entire operation quality 

a nd ensure company sustainabi lity. These are high ly interrelated 

problems s ince a single failure in one financial service (Sav ing or Loan) 

may cause aIt these problems. 

1.3. Research Objectives 

Th e principal objective of thi s rcsearch is to in ves tigatc the major 

n:arketing problems in Oromia Credit a nd Saving Share Co . Moreover, 

5 



( 

the study intends to recommend strategies that will enable the company 

to the existing challenges in the microfinance industry. 

The specific objectives of this study are: 

l. To identify th e attributes of financial se rVIces which are more 

preferred by microfinance customers to make fin ancia l service 

choice . 

11. To assess the performance of each financial servIce attributes of 

Oromia Credit and Saving Share Company (OCSSCO) especially 

loan and saving serVIces in achieving their target customers 

preference . 

Ill. To evaluate company's internal marketing strength to achieve its 

corporate goal. 

IV. To know th e reason why clients terminate from compa ny's loan or 
· . savmg servJces. 

v. To recommend se rvice improvement straLegies that will contribute 

to its competitiveness in the industIY 

1.4. Research Questions 

To address the above stated objectives, the research work will be guided 

by the following basic research questions. 

1. Which financial product attributes are more preferred by clients in 

both loan and saving to make service decision? 

2 . How clients evaluate OCSSCO with res pect to th ese preferred 

financia l service attributes? 

3 . What problems clients faced with financial service of OCSSCO? 

4. How the company is ha ndling iLs interna l marketing especially in 

motivating its employees to enhance its operation? 

5 . Whieh service attribu tes of the company needs to be revised or 

improved to better sati s (y LLH·get clients? 

6 
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1.5. Significance of the Study 

In Ethiopia, the financial sector of the economy wa s libera lized with the 

expectation of securing the financial n eed of poor entrepreneurs both In 

rural and urban areas by considering their impac t on the growth of 

national economy. As a result , the issuance of microfinance institutions 

was a lso recognized as a significant development tool in addressing 

poverty. Consequently, pioneer MF'ls were established to achieve two 

in te rdependent goals of poverty reduc tion a nd maintainin g orga nization a l 

sustainability in operation. 

Successful microfinance institutions ';o ntribute a lot for illdustrialization 

of the na tional economy by linking rural and urban economies and can 

insure their financial sustainability. Therefore, resource poor en trepreneurs 

can s imply realize their economic dream. To achieve these social and 

organizational goals, MFls s hould attain their financia l an d operationa l 

sLls tainability. This is also possible only when the attribu tes of financ ial 

products are exactly tailored to the n eed of targel client a nd delivered 

effectively in flexible manner. To this end, MFls must undertake client 

assessment to identify m ajor problems behind service fa ilure and to 

improve each financial product attributes to the n eed and want of targe t 

market. 

Therefore , the findings of this r esearch h ave the followin g contribution 

for the organ ization under study as we ll as t.he indus try in genera l. 

;.. Th ey can improve the s hare of c lient saving out of the LO tal ioan 

portfolio a nd cOTl seque ntly s l ift to saving- led MDT 

, S ignificantly reduce th e ir portfolio as risk below reaso nable ra te by 

improving their loan repayment rate. 

," They can a lso ope rate at n level in which they becom e opera tiona lly 

and financially ~)elf sufficient. 
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,. They can also expand their client outreach so as to achieve their 

organizational mandate of poverty reduction . 

1.6. Scope of the Study 

The s tudy was undertaken in nine branches of Oromia Credit and Saving 

Share Company (OCSSCO). These branches are reasonably selected 

based on their past performance with respect to loa n disbursement, and 

saving mobi lizati"On relative to other branches. Therefore, these branches 

mai ntain the lowest rank in disbursing loan and mobilizin g client saving 

re lative to other bra nches of the company. More over, these low 

performing branches are selected evenly from a ll corners of company's 

branches . 

1. 7. Limitations of the Study 

The study has the following limitations. 

r Only nine among one hundred ninety branches o f the company 

were addre ssed in this study due to fin ancial a nd time limitations. 

In addition, for the same reason the sample size u sed relative to 

number of company's clients is low. Therefore, the outcome of this 

research study s hould be understood considering thi s limitation. 

:.- Due to the complexity of the task a nd time and resource 

constraints, the study doesn 't represent com prehensive a nalysis of 

all marketing mix elements of service enterprises. The author 

focuses on main marketing problems of the company especia lly on 

the problems related to financial products like loa n a nd savings, 

th-:ir a ttributes with respect to client preference, price (interest a nd 

other charges) promotion of these products, people (staff" co mpetency in 

handling these produ cts). 

>- The findings of the research presented in thi s paper assume that 

all responses of the respondents are ra tionally filled. But it may 

not be absolutely free from the limitation s of bia s . 
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» Finally, shortage of secondary data like restrictions to access 

different internal data literatures especially on marketing of 

financial services (absence of marketing literatures in microfinance 

context) were some of the limitations the author faced. 

1.8. Organization of the Study 

Th is paper is organized in five chapters. The first cha pter of the study is 

dea ling with introductory issues. It presents the back ground of the 

study, the statement of the problem, objectives and s ignificance of the 

study. Review of related li teratures h aving a brief background of 

micro finance industry in Ethiopia and their service delivery models a s 

well a s marketing mix elements in MFls are discussed in chapter two . 

Chapter three of the study deals with the research methodology in detail. 

The n, the fourth chapter includes the collected data presentation and 

a na lys is of the research. And lastly; summary of the findi ng, conclusion 

a nd recom mendation of the researcher are presented. 
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CHAPTER TWO 

2. LITRA TURE REVIEW 

2.1. INDUSTRY OVERVIEW 

The tenn micro finance was Jirst introduced in 1990, with the 
specific connotation of encompassing micro credit and micro 
saving as well as other financial services. It comprises fonna l 
and infonnal financial institutions, s mall and large, and 
provides small size financial services to the rural and urban 
lower segments of the population Wolday Amaha (2008). 

This implies microfina nce is a system of de livering financia l services to a 

prev iously ignored, excluded, a nd disadvantaged world popula tion . 

lvlicrofinance is a more Jonnalized s ystem of mobilizing small 
savings and transfonning these in to a wide range of 
s ervices.... It is a tenn that embraces a set of social and 
financial devices designed to overcome institutional rigidities 
oj Jonnal financial institutions and to comp ensate for 
limitation of the target market segment, that is the p oor people 
who have no regular income/ must vulnerable to shades .. " 
Sahara, 2000 . 

From these, what makes microfinance different. from conventional 

financial system is its high degree of flexibili ty a nd their ta rget clients. 

Accord ing to Prof. Muhammad Yunus, the Bangladesh Economis t a nd 

fo under of Grameen Bank, Microf'ina n ce is a revolution in banking that 

has opened doors that for years denied financial services to the poor; 

when banks lent to the r ich, the microfinance insti tutions lent to the 

poor. When banks lent to men, they lent to women. When banks m ade 

large loa ns, they m ade s m a ll ones. When ba nks require co ll ateral, their 

loa ns whe re colla teral free. When banks require endless paperwork, their 

loans were virtua lly paper less and thus fri endly to a large ly illitera te 

custom er group. When clients had to come to the ba nk, th e microfinance 

instead went to the clients. Therefore, ~i<;~ofjnancQ sc;rvi ac . is · targeted 

t _3 I ~ rrr -l:~ 
, . ~ 
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and designed to meet the needs and match the capacity of its prospective 

custom ers . It is a lso a process of implementing procedures specifically 

designed to that end. 

Microfinance, of which micro credit is a component, is a sub 
set of flexible structures and systems by which a wide range 
of financial and enterprise development services are offered to 
micro enterprise owners in an affordable and convenient 
manner Okoye 28. 

Therefore, microfinance has a third level of m eanin g, which goes beyond 

the core product, a nd even encom passes service delive ry m echanisms 

and process. Stuart Rutherford acknowled ged this fact as fo llows . 

Microfinance is when a financial product is we ll suited to the 

low income popUlations' capacity to save and their needs for 

I " ump sums ..... " ..... or product delivery s ystems are 

convenient" and " .. ". when the provider institution is well 

adapted to delivering such products. 

This implies m icrofi nance institution s mus t undertake ins ti tu tional 

innovations a imed a t servin g the poor without rely ing on wealth as the 

basic mandatory colla teral. These innovations include group lending with 

join t liabili ty, village banking, a nd individual lending m ethodology with 

client character test. In addition, AEMFI has a lso cited the following 

featu res and service delivery models of MFls. 

These include: 

.:. Sma ll value loans : Compared to regula r fin a ncial products , the 

loans offered by MFl s are almost a lways sma ll in value, no t only 

because of the need to ma tch size and capacity to repay, but also 

deli berately to minimize credi t ris ks while the provider learn s more 

a bout the credit Worthiness of customers. Th e other reason for 
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small value loans in microfi nance is the investmen t opportunities 

in which the low income and poor clients can e ffectively invest 

given their limited experience and capacity . 

• :. High effective interest ra tes: To cover their costs MFI loans ha ve 

a ttrac ted high interes t rates . 

• :. High sustainability threshold: More MFls are gradually becoming 

fina ncially self-susta ining . 

• :. Short term frequen t repayments: MFI loans a re typically s h ort 

term: Jus t for 12 mon ths, 180 days, or even s horter than 9 0 days . 

Repayments are frequ ent and without grace period . 

• ;. Successively larger loans: MFls all provide small value loans, but 

offer successively bigger loans to clients as part of th eir risk 

management strategy. The more they get to know clie nts, the more 

MFIs a re willing to give bigger loa ns and better terms . 

• :. Relatively high operationa l costs : On relative terms, MFis have 

been less effective in managing costs, though thi s is changing. 

While it is a lso true tha t this is somehow related to the above 

characteris tics, lack of standards or explicit expectations in the 

initial development of microfinance had not encoul-aged MFls to 

stream line opera tiona I costs. 

2.1.2. Microfinance Industry in Ethiopia and its Challenges 

Like in the rest of the world, the credit policy of the country both during 

the imperial and Derge periods had m any problems a mong which setting 

of proper targets, shortage of skilled m anpower a nd fund s as well as 

rel ia nce on collateral rather than repayment capacity were the majors . 

During th e Derge regime, there were m a ny NGOs in volved in the 

provision of micro fin a nce service, in rural areas in particctiar. However, 

NGO credit sch emes were fra ught with lots of problems resu lting in a 

'bad credit culture'. These include ch a rging interest rates that do not 

12 



reflect true cost; lack o f sound lending & collection policies & procedures; 

lending wi thout verifying borrowers integrity a nd ski ll ; lending based on 

needs as perceived by NGO staff rather than fe lt needs of borrowers ; loan 

te rms not based on repayment capacity and cash flow of borrowers; 

lending withou t taking loan portfolio diversification into acco unt and lack 

of serious collection effort by pursuing defaulting borrowers, 

During the emergence of this industry m ost micro finan ce firms were 

established to support government effort of poverty reduction by insuring 

their operational and financial sustaina bility, The exi s ting ma rke t 

opportunities in this indus try were not recognized as a prime motiva tor. 

Due to thi s fact Ethiopian pioneer microfinance firm s were established to 

d ischarge a pure socia l responsibility and established by transformation 

of rural credit and saving scheme development and other projects by 

initi a tion of regional governments afte r the issu a nce of the proclamation 

to license a nd supervise microfin a nce institutions by NBE in 1996, 

2.2. Marketing in Microfinance 

Marketing in microfinance attempts to understand the needs of the 

microfinance clients a nd adapt operations in order to meet: these needs 

so as to achieve greater profi tabiJity/sustainability , 

Innovative MFls are paying careful attention to the operations of the 

infO/mal sector and are learning invaluable lessons that may be useful in 

terms of product design and deliuery mechanism, (MicroSave 2008), 

From this we can imply that firm s should adapt fl exibl e marketing or 

financia l service delivery strategies to fit with their target market need, 

They need to design the right financial products in which the ir a ttributes 

are shaped a s of the needs a nd pre ferences of target market. It is an 

inLegrated func t ion which requires the participa tion o f the entire 

institu tion from the general manager to the loan officers, 8vcryone has a 
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role to play in ensuring that information IS collected, transmitted, 

a nalyzed, and the appropriate decisions taken. Then the whole 

institution must be behind the initiatives that are created . 

To this end, as a service organization, microfinance institutions should 

consider the Bps in marketing to in sure their su ccess in the industry. 

These include product, price, promotion, place, positioning, people, 

process a nd physical evidence. 

2.2.1. Financial Products in Microfinance 

In microfi nance context, product represents financial services delivered 

uy MFIs. In Ethiopia, most MFl s deliver financia l services ! products! like 

s mall s ize loan, savings, and insurance for loa n clients. In order to keep 

the microfinance firm competitive in the industry, it is mandatory to 

design and modify financia·l products tha t will fit the ta rget clients' need. 

This also needs clear unde rstand in g of the target clie nt. The target 

clients of micro fina nce a re poor but willing to pay for access a nd 

convenience . They demand loan at clients' doorstep, low transaction cost, 

s mall transition period, and a pplication procedures are s imple and 

clearly understood by the clients . 

Most Microfinance institutions in Ethiopia have started with set loan 

products and have stuck with them with s light modifica tion. For many 

institutions that started with group loans and a re receiving importa nt 

feedback from the clients on their desires, · the first major shift in 

products appears to be to add individual lending. This is a n important 

challenge for institutions tha t do not have experience with managmg 

co llatera l and individual ri s k. However, some microfina nce firms in 

Eth iopia like Addis Credit and Saving Share Company, Dedebit 

Microfinance and Oromia Credit a nd Saving Sha re Company started to 

deve lop and m anage small size individua l loan on restricted base. 

AEM FI Occasional pa pe r No. 2, (20 10). 
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Until there is a felt need for the s pecific information , the Ml"l s tend not to 

want to invest in the research for new product developme nt. Even afte r 

there is a fe lt need for new products, it is sometimes difficult to get 

enough funds to cover the costs. Pilot testing of new produc ts depends 

on the nature of the product and the market. 

Testing of individual loans or other products designed for existing 

cl ientele is usually carried out in well esta blished branches wi th existing 

clients only . 

When existing MFls develop new products for their markets , they first 

inve stigate similar products in other countries , when possible . 

The oth er important financial service offered by MF'I s is sav ing services . 

Target cl ients of MF'ls are characterized as low inco me poor peoples who 

a re found both in rural and urban. These people can save so as to 

finance th eir future expenditure . 

Poor people savc because they mus t, smce the ir income IS rarely 

sufficient to m anage crises, to invest or to pay for la rge expected 

expen ses, such as school fees, wedding, or 

renewal / 

home co ns truction ! 

Numerous s tudies and worldwide experience confirms that 
they use info rmal savings de vices even though these are often 
neither reliable nor secure due to limited access to deposit 
services offered by formal or semi-formal institutions . The 
consequence of the scarce availability of appropriate savings 
services is that most poor people save in informal ways like 
saving in kind. Okoye . 

However, Ethiopian microfin a ncc in stitutions a re fac ing cha ll e nges from 

differen t a ngles. The real return from sma ll saving even in formal 

financ ial institutions may not a ttract rural savers due to economIc 

opportunities they have. Those savers want security of their savings, with 
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D. Related to institution's staff. 

• Skill of the institution's staff. 

• Lack calculating interest on time and posting on the ledger and 

passbook of depositor. 

• No strong understanding of saving product by the company's line 

staff or lack of internalizing purpose and benefit of saving for the 

company 

• Lack of skilled manpower on savmg mobilization and product 

management. 

• Week commitment to mobilize saving 

• No collaboration or strong relationship with other stockholders 

Factors related to clients 

• Poor financial Literacy ;- un planed financial management 

• Extravagancy social ceremonies (Holy days, wedding social get 

together etc.) 

External Factors 

• Less support of regional government on mobilization of institutionally 

ideal/ non functional or unu sed money accumulated in government 

banks. 

• Different institutions have bad Image of on the company due to 

different factors. 

• Lack of knowledge why OCSSCO mobilize saving by stakeholders 

Microfinance firms need to continuously develop new finan cial products. 

According to MicroSave MFls develop new products to address client 

needs. Some of these are the need to 

.,. Effectively respond to the demands a nd preferences of customers 

.,. Examine the potential for deeper outreach especially remote 

potential clients who are not add ressed by other MFIs 

.,. Improve sustainability by generating higher revenues to cover 

costs. 
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:.> Raise new source of capita l for loa n s 

:.> Reta in loyal clients and reduce client loss and 

:.- Reduce vulnerability. 

MPls generally develop n ew produ cts to add to their product mIx 

following feedback and dem a nd from the clients or competitive forces 

that push them to expand their market. 

During need and opportunity analysis, MFIs s hould review the 
existing competition and products offered by both the formal 
and informal sectors. In the process of need and opportunity 
analysis all attributes of financia l products which are 
appropriate to clients are determined (Micro Save 2010). 

Iden tifying needs is possible by using internal records. For instance, 

limited growth in the take- up of savings or loan products may be one 

indicative of inappropriate produc ts. If many of the saving accounts are 

dormant or maintained at the minimum a lso s hows the need to review 

and improve products. 

Si milarly, if clients a re only ta kin g limited loans despite expressed needs 

for additional credits, the degree of the loan products m ay be restricting 

their desire or ability to u se them. Liquidity a nd profitabili ty levels are 

also good indicators that can ini tiate new product development. To this 

end both limited and excess liquidity are undes irable to MF'J s. 

Profitability pressure a rises when an MF'J strives to maintain its self 

sufficiency or to meet investors or stakeholders demand. Once the need 

and opportunity of new product developm ent a re identified the next step 

is designing and pilot testing. Monitoring a nd evaluation a nd finally 

implementation/commercialization / are consecutive tasks to be undertaken. 

2.2.1.1. Branding Microfinance Service 

01' the most overlooked cus tome r va lue is image. This p"ioritization I S 

understandable given that image value prohably carries the least weigh t 

with microfinance custom e rs . Yct precisely beca use it: is generally 
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underutilized, MFls, particularly those in competitive m a rkets, m ay be 

able to generate the greatest additional customer value through an 

effective branding strategy . 

A brand is an image, cultivated through marketing 
strategies, that identifies the products or services of one 
company and differentiates them from those of its 
competitors. A brand is more than just a name or a 
logo. It conveys a complex level of meaning about the 
company, its products, and its customers. Strong 
brands generate loyalty because customers like being 
associated with the image that the company or its 
products represents (Kotler). 

2.2.1.2. Financial Product Attributes 

Product Attribute is what microfinance clients' view as the key 

elements/ criteria/attributes in finan cial services which are important to 

make financial service choice decision. Alternatively it can be u sed to 

unders tand clients' satisfaction/ dissatisfaction with different elements of 

the MFI's financial services. Microfina n ce clients perceive different 

financial product attributes according to their importa nce to them. 

Product Attribute Ranking allows us to see how clients and 
potential clients perceive the components of financia l services, 
and which of those elements are important for them. It also 
helps challenge pre-conceived notions about poor people 's 
attitudes towards fin ancial services, what matters to them, 
and why they have those preferences. (Microsave 2009). 

According to Micro save microfinance savers make a decision on were to 

save based on their mental evaluation of saving attributes which are 

more important to them and the performance of a particular 

microfin ance in s titution on more preferred fin ancia l attributes . For 

instance , microfinance branch distance/proximity, security of client 

deposit, m inimum account opening balance, friendly staff. Ch a nce of 

getting loan a fter saving, interes t on deposit, fast service, branch opening 
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hours, etc ... a re some of saving fin ancial product attributes which are 

interests to savers. 

2.2.2. Pricing Microfinance Service in Ethiopia 

Price in microfinance service represents payment made by service clients 

in terms of loan interest, service charges, insura nce payments e tc ... 

Pricing considers the demand, profit/ sustainability / objectives u s ing 

various strategies that include cost based, cost-plus, dem a nd-based and 

break-even. It looks at behavioral attitudes, perceived values, etc. .. It 

seeks to determine what the buyer must give up for the fina ncial service 

in terms o f interest rate, and other re lated expenses . Micro lenders a re 

su bject to s ignificantly higher transaction costs than convenl.ional banks 

bo th in a bsolute and relative terms . Costs involved are the major 

considerations in determining these rates . 

It is often observed that the interest rates charged to 
borrowers of micro loans are quite high in both developed and 
developing countries. In countries like Indonesia and 
Philippines it reaches up to 80% (AEMFI 2009). 

Three types of costs are associated with the lending process. These are 

the cost of funds for on-lending, the cost of risk or loan loss and 

administrative costs . 

In Ethiopia, proclamation number 40/1996, was issued in 
January 1996 to license and supervise the business of 
microfinance so as to provide legal framework to the industry. 
When the government issued this proclamation, the interest 
rate of the industry was regulated and the MFls were not 
allowed to set their interest rate. The maximum loan. interest 
rate was almost 12% (AEMFI 2009). 

Currently, most micro finance institutions are charging more than this 

maximum rate due to challenges th ey a re fac ing in the indus try. The 

challenges to succeed in reaching the remote poor wh o has no fina n cial 

access from con ventiona l banks through devising innovative strategies 

wh ich include organizing borrowers into groups to reduce the risk of 
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MF'Is that selected their interest rates based strictly on sustainability 

issues rather than market ana lysis a re often s low to adjust prices in 

re lation to the market rates, Only those MF'ls tha t are dependent on 

borrowed money pay close attention to the market rates a nd adjust 

theirs in reaction to the commercial rates, S ince most successfu l MF'ls 

are a lrea dy lending at positive real rates of interest that are s ignifica ntly 

h igher than the commercia l marke t rates, cha nges in the local market 

rates ra re ly have much effect on them. 

As competition increases or the MFls begin to understand their 
clients better, pricing often changes (u sually increases, but 
sometimes decreases) as a reaction to the market 
environment. However, only a few of the institutions surveyed 
noted that they have modified their rates in response to 
competition, and then it is usually to have the same price, 
rarely ever lower. They prefer to adjust other product 
characteristics (s uch as timing, term, guarantees). Dichter, 
Thomas and Ma lcolm Harper, 2007. 

The ways that prices on fin am:ial products a re calculated a nd presented 

vary greatly between institution s in the same country. It is often 

observed that the interest ra tes charged to borrowers of micro finan ce 

loans are quite high in both developed and developing countries up to 

80% like in Indonesia and Philippines. Micro lender s are subject to 

sign ifican tly higher transaction costs than conventional banks both 111 

absolute a nd relative terms . Costs involved a re the major considerations 

in determining these rates . Th ree types of costs are associated with the 

lending process . These are the cost of funds for on -lending, the cost of 

risk or loan loss and ad m in istrative costs. These costs also vary 

proportionally with loan s ize that will be disbursed. Therefore, it is 

a pparent that a con'siderable portion of the higher interest rate charged 

to borrowers by micro lenders is derived from increased costs associated 

with th is transaction. Des pite these high interest rates, micro lenders 

should a lso provide a positive marginal benefit to borrowers to ensure 

client satisfaction. Therefore, the h igh rates charged by microfinance 
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institutions must be affordable and lower tha n th ose charged by informal 

sources like local money lenders, a nd poor clients must be able to pay 

this rate. 

Cu rrently, Ethiopia n Microfina nce institutions are charging different loan 

interest rates for ma in financ ial services n amely rural and urban group 

based loan and small and micro enterprise loan . These fin a ncial services 

a re selected due to their recognition in a ll MFls in Eth iopia and each firm 

is delivering these services to its clients. 

The following table s hows the comparative pnce (inte rest rates and 

service charge) of some of Ethiopian microfinance institutions for two 

important financial products (Rura l and urba n group based and sma ll 

and micro-enterprise loan s). 
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Table:!. Interest Rates and Service Charges Charged by 

Ethiopian MFIs 

NQ ~ v 
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1 ACSI 13 % 18 % 

2 ADCSI 13 % 13 % 

6 Busa 30 % 30 % 

7 DECSI 18 % 18 % 

8 Dire 11.5% 11.5% 

9 Eshet 24 % 24% 

10 Letta 19 % 19 % 

11 OCSSCO 12 .5 % 10 0
/ 0 

12 Omo 18 % 18 % 

13 Shashemene 17 % 17 % 

MFI 

14 Sidama 18% 15% 
-

I 15 Wisdom 15% 15% 

I 16 Harm"i 12% 11% 

/ 17 
-

Gasha 15% 15% 

I 18 PEACE 18 % xxx 

19 Africa 18% 16% 

Village 

20 SPSI 18.5% 18. 5% 

2 1 Harbu MFI 13% 13% 

22 Meklit . 24% 17% 
- - .- --

23 Wasa Ra 24% 24% 
I 

Source: Association of Ethiopian Microfinance Institutions (AEMFI) 

~ All considered in the table a bove a re fla t ra tes . 
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).- Service ch arge percentages are out of the total loan 

given to clients. 

2.2.3. Promotion of Microfinance Service 

Unless clients know what MFls are offering, they are not offering them. 

MFls should communicate their financial services through proper media 

available in the market. MicroSave a lso cited some of the main vehicles 

for publicity identified were the media, institution specific literature, and 

s pecial events . The other main means of promotion and the tool that 

most of the institutions believed to be most effective is the use of the loan 

officers interfacing with potential clients and the word of mouth 

communication among cu stomers . 

Different kinds of tools may use at different points in time. Microfinance 

firms can get free opportunities to communicate their service to their 

target clients. 

The opening of a new branch is always an opportunity to hold 
a media event, around which there can be advertising, special 
articles, and p ieces in the media and the public authorities 
can be in1!olved. Advertising and promotion is usually 
localized around the branch or town where the institution IS 

located Graham A.N. Wright, Leonard 1998. 

They also cited standard advertising a nd publicity tools which include 

the general media (printed press, radio, television, banners, and 

broadcasting cars) and institution-specific media like brochures, posters, 

leaflets, flyers, calendars, billboards, logos, bumper stickers, and other 

items. 

In general MFls must unders tand the characteristics o f thei r targe t 

market in selecting the right medium to communicate the service. 

Loyalty incentives are also means of capturing relationships . Companies 

that realize the importance of repea t customers have deve loped incentive 

programs to enhance client retention. 
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Som e microfinance institutions classify their best customers a s Very 

Important Persons (VIPs), which e n titles them to preferred services that 

include a lower interest rate and fa s ter loan processing. This h as the 

dual benefit of rewarding time ly repayment (rather than punishing 

delinquency), lowering administrative expenses, and providing customers 

with a ta ngible reward for their repeat patronage. 

Income requirements and an excellent repaymen t record qua lify 

customers for this service, which may in the future be u sed to automate 

the disbursement and repayment process. These sam e customers a re 

a lso eligible for home improvement loans. 

Awards can a lso be given to customers who meet certain milestones. For 

example, they m ay be classified as "golden customers" once they have 

been with you for five years, and this could entitle them to receive one 

loa n at half price. Or perhaps once they have successfully repaid ten 

loan s without delinquency, they can receive their 11'h loa n for free . 

These types of programs not only reward repeat patronage, but they a lso 

create disincentives for desertion. 

2.2.4. Place /Distribution/ Location of Operations/ 

This involves making sure tha t the scrvice/ product/ is accessible where 

and when it is wanted. This includes such options such as outreach 

agents, mobile bankers, and ATM s . From the customers perspective, 

place refers to convenience and accessibility of the product or service 

being offered by microfinance ins titutions. Accessibility of m icrofinance 

branch is one important consideration in making decisions on were to 

save or borrow. Depending on existing infrastructure MFI s can also solve 

existing spatial gap through se rvice communication technologies. 
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2.2.5. Service Positioning in Microfinance Industry 

Positioning is the act of designing the company's offering and 

image so that they occupy a meaningful and distinct 

competitive position in the target customer's mind (Kotler). 

Accordingly, it is how the MFls occupy a distinct competitive position in 

the m inds of the target customer rela tive to other MFls a nd other 

fi nancing firms. This could be in terms of low transaction cost, low price, 

high quality, quick a nd professional service. The positioning of the 

fi nancial product need s to be consistent with the posilioning of the 

institution. 

2.2 .6. The role of People / staff/ in MFI 

Includes how the clients are treated by the people involved wi th 

delivering the product/ service. i.e the staff of the MFI. Arc they treated 

with courtesy and attention? Are they made to feel welcome') 

M Pis need to provide quality custome r service so as to survive 111 the 

industry. These may include activities like regularly checking to ensure 

that the customers is satisfied with the products services, seeking out 

cllstomer complaints and relishes the opportunity to resolve them, 

actively soliciting customer suggestions for improvements, working to 

discover new ways of meeting customers' evolving needs and s triving to 

exceed customers' expectations . 

Customer service begins at the top. Executive management sets the tone 

fo r how staff should treat the cust.omer by how the company treats its 

staff. It needs to ensure tha t the head office provides its branches (its 

internal customers) with qua lity service so they can in turn provide th eir 

clients (external customers) with the best possible service. Senior 

managem ent also needs to step out of the office on a regula r basis and 

ta lk to customers, both internal and extern a l. 
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By focusing our staff's attention on this issue, we can enco urage them to 

c ultivate word-of-mouth marketing by creating positive experiences. On 

the other side, bad news travels a lot faster tha n good n ews especia lly in 

microfinance institutions. One person's n egative experience can quickly 

be t ransmitted to many people . Dissatisfied customers are more likely to 

le ll people a bout their unpleasant ex perience tha n a satisfied customer. 

Ninety percent of dissatisfied customers whose problems are 
not solved will never do business with the ins titution again; 
but when customer complaints are received, responded to, 
and fixed, there is a 90 p ercent chance that the forme rly 
unhappy customer will return. Complaints also provide a 
valuable source oj' cuslomer salisj'action information. A database 
of customer service complaints can help categorize issues to 
focu s on the underlying reasons for the complaints Ma rgvesite 
S. Robinson (200 1). 

It is not su fficient , however, to focus on compla ints, because pe rhaps as 

few as one in fifty dissatisfied cLis tomers actually voice the ir concerns . 

MFls need to u se tools that make it possible to regula rly gauge the tenor 

of customer sentiment. They also should make it easy for customers to 

communicate with them. For example, a branch manager may meet a ll 

new clients as an important in terna l control function, which a lso creates 

an oppor tunity to solicit their opinions, m a ke them fee l comfortable 

about expressing themselves, a nd let them know that he has a n open 

door policy. 

2.2.6.1. Building Relationships 

In microfinance, the personal relations hip between clien ts and front-line 

s la ff is more important than in most service industries. 

Accordingly, loa n officers who create close relationsh ips with their 

customers develop a sixth sense in evaluating an a pplicant's character 

a nd repayment capacity. For instance, interviews with both clients and 

loan officers reveal that the strong relationship between the two is an 
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MFI can, and s hould use a different marketing mix for each 

product and for each market segment. Each "P" doesn't need to 

change from one segment to another, but the mix as a whole 

should cater to the market's particular need and preference" 

Cheryl Frankiewicz. 

Accordingly, each set of 8ps must be consistent with the institution's 

resource, business strategy, image and culture. Individua l elements 

should also be consistent, so that as a whole they can convey a coherent 

message. 
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CHAPTER THREE 

3. Frame of Reference and Research Methodology 

This chapter will provide the general framework of the research 

methodology adopted by the researcher based on literature review. 

3.1. Frame of Reference 

In this part the conceptua l framework of the research tha t explains the 

key factors and variables are presented. The conceptualization helps to 

answer the study's research questions. This conceptual framework will 

a lso guide the data collection of this study. 

Main purpose of the study is to investigate the m ajor markeLing problems 

of Oromia Credit and Saving Share Company (OCSSCO) so as to 

recommend marketing strategies that will enable the company to fit the 

existing challenges in the micro fin a nce industry. To this end, the first 

research question to be addressed is to identify what financial service 

attributes of both loan and saving a re favored by microfinance clients. It 

a llows u s to see how clients and potential clients perceIve the 

components of financial services, and which of those elements are 

important for them. The second research question ; attempt to identify 

how clients evaluate the performance of different attributes of saving and 

10[111 financial products of the company. The third research objective is to 

identily what problems clients face with current service of OCSSCO . The 

fo rth , is to identify what problem::; exist in the company with internal 

marke ting. 

Like tangible products, microf'ina nce servIces maintain different 

attributes which benefit clients. These attributes he lp microfinance 

clients make decisions based on their importance to them. Clients can 

a lso rank from what they "DISLIKE" most to what they "LIKE" best. 
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data. Both statistical methods and participatory rapid appraisal (PRA) 

tools were used in combination. 

3.2.3. Population and Sample 

Target population of this study was loan clients of the company, clients 

having deposit accounts, and dropouts . 

Accordingly, 165 saving clients, 250 loan clients, 45 branch employees 

a nd 120 dropouts are addressed . 

In addition, group discussions constituting two saving clients, two loan 

clients, two dropout members in each branch were made . These 

participa nts were asked on issues they consider in making service and 

loan decision from financial institutions as well as what problems they 

face in Oromia Credit and Saving share Compa ny (OCSSCO). 

3.2.3.1. Selecting the Sampling Method 

In order to answer the research questions a nd achieve the research 

obj cctives, data and informa tion wc rc co llected from bO lh primary and 

secondary sou,·ces . The prima ry datu were collected through survey a nd 

focus group discussion to understand respondents' preference a nd 

sa tisfaction level with company's financial service from both loan and 

saving clients, dropouts, and interna l staff constitu ting branch 

managers, branch loan officers, auditors, and accountants . 

Branches constituting the highest client dropout, the lowest savll1g 

account and the lower loan disbursement were taken for this research 

pu rpose . Robe, s inana, and Agarfa branches from shashemene a rea 

office, !-la ramaya, Kombolch a a nd !-lima branch es from Ha ra rge area 

office and Sebeta, Adama, and Mojo branches from Showa a rea offices 

are selected . These branc hes m a inta in the least rank in mobilizing 

savings and loan disbursement. 
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Focus group discussions were analyzed by uSing rapid participatory 

appraisal (RPA) tool. 

3.2.4. Data Collection 

Both primary and secondary data were collected for this research 

purpose . Questionnaires have been designed to collect data from both 

saving, loan clients, and dropouts of the company. 

Moreover, different literatures, occasional papers and company 

documents were also used for this purpose . 

To measure the importance of different saving and loan fina n cial services 

to clients' importance rating ranging from "Very important" to "Not 

important" was used. Aga in to let respondents set their level of 

agreements with OCSSCOS performa nce with respect to these saving and 

loan financial attributes a level ranging from "Strongly agree" to "Strongly 

disagree" was also designed. 

Questionnai re also consist different questions and demographic data 

which are relevant to the research undertaking. 

Questionnaires were also pre tested a fter proper translations were made 

in cooperation with other "afaan Oromo" experts. 

3.2.5. Data Analysis 

Data has been presented and a na lyzed by uSing Descriptive Statistics 

like mean and standard deviation . Focus Group discussions were a lso 

a na lyzed by Participatory Ra pid Appraisal (PRA) methods of micro save 

too l. PRA tools help to check the validi ty of the statistical methods 

<l flplied La a nalyze collected c1ata. 
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CHAPTER FOUR 

4. Data Presentation and Analysis 

In this part data collected from loan and saving clients, dropouts and 

internal staff of Oromia Credit and Saving Share Company (OCSSCO) 

were presented and analyzed by s tatistical and participatory rapid 

appra isal (PRA) method. 

A survey of 250 loan clients, 165 savmg clients, 120 dropouts of the 

company was conducted to identify microfinance service attributes 

demanded by clients. Loan clients were asked to find out what they view 

as the key elements or attributes in loan financial service and to identify 

their relative importance to them and to evaluate the performance of the 

company (OCSSCO) in delivering these values. Due to strict follow up by 

the researcher, all questionnaires were returned. 

However, some questions were without response. With the same fashion 

saving clients also rate the attributes they value m ore by representing 4 

"Very important" to 1 or "Un important" with saving fin a ncial products 

and let them to mark their level of agreement with company's 

performance in delivering these attributes by marking 5 representing 

"S trongly agree" to 1 representing "Stron gly Disagree". 

4.1 Characteristics of the Respondents 

Responden ts were asked to fill a questionn a ire to fill relative importance 

of loan and saving fin a ncial attributes to make service ·decis ion. They 

were from different sex, age, year level, occupation, education status, and 

religion as presented in the followin g table. 
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Table: 1. Sample composition by, Age, Sex, Martial status, Religion, 

Education Status, and Occupation 

Items Respondents 
Loan Clients Saving clients 

No % No. % 

Martial status: 
Married 183 73 .2 134 81.2 
Unmarried 58 23.2 23 13 .9 
Divorce 3 1.2 2 1.2 

Widowed 6 2.4 6 3.6 

Religion: 
Christian 121 48.4 79 47.9 
Muslim 114 45.6 83 50.3 
Others 15 6.0 3 1.8 

Education: 
Illiterate 66 26 .4 22 13 .3 
Elementary 1-4 60 24 .0 65 39 .4 
Elementary 5-8 53 21.2 48 29 .1 
Secondary 9-10 56 22 .4 15 9 .1 

. Diploma 12 4.8 14 8.5 
Firs t degree and 315 1.2 1 0.6 
above 

Occupation: 
Farmers 103 41.2 127 77 .0 
Traders 8 3.2 22 13.4 
Gov. employees 35 14.0 16 9 .6 
Unemployed 78 31.2 0 0 
others 26 lOA 0 0 

Client status: 
Existing 120 48 .0 11 8 7 1.5 
New 130 52 .0 47 28 .5 

Source: QuestIOnna Ire 

The cha racteristics of the responden ts in terms of age, sex, martia l 

status, education, occupation a nd their s tatus with com pa ny 's business 
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is believed to satis fy th e researchers requiremen t. Responden ts a re a lso 

taken from clients from different levels of educationa l background a nd 

occupation. The m ajority of them are exis ting clients who are expected to 

know the company's service perform a nce. The inte ntion of the researcher 

here is to identify financia l service attributes which a re relevant to 

microfin ance clients that provide more value to them. 

Loan clients were a lso asked to respond on rela ted Issu es and th eir 

response is compiled as follows. 

4 .2 . Findings on Loan Financial Service of OCSSCO 

Table: 2. Tabulation of question related to company's service 

Questions Number % 

I. If you are a new client who communicate you to 
join the service of OCSSCO? 

Staff members 
Friends 
Government bodies 
Others 

12 . Why you requested loan from OCSSCO? 
! For consumption 
: [Cor busi ness/ profi t purpose 
, To repay other loan 
I Other 

3, How long it takes you to get loan from your 
application date? 

1-5days 
6- IOdays 
11- I Sdays 
More than '15days 
4 . How do you evaluate loan s ize of OCSSCO with your 

loan demand? 
Satisfactory 
Not satis fac tory 

5 . Have you got a ny trainin g service on loan uti lization 

I 

a nd repaym ent? 
Yes 
No 

112 
I S 

102 
21 

40 
125 
22 
63 

0 
6 
15 

229 

9 1 
159 

223 
27 

44.8 
6 .0 

40.8 
8.4 

16,0 
50 ,0 

8.8 
25.2 

0 
2.4 
6 .0 

9 1. 6 

36.4 
63.6 

89 .2 
10.8 
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6 . If "Yes" have you practiced a s of the training given to 
you? 

Yes 162 64.8 
No 8 8 35.2 

7 . Are you satisfied with all loan eligibi lity criteria? 

Yes 

No 

8 . If your response IS "NO" which is not appropriate to 
I you? 

I Group collateral 

I Group and center meeting 

Compulsory saving 

4 9 
201 

106 

5 1 

3 7 

19.6 
80.4 

42.4 

20.4 

14.8 

I Group pressure .--=:-:::7=:-::-:::-,---:-2-;.8_.J 

From thIS table most n ew cllents Jom the servIce of OCSSCO wIth 

company's staff (44 .8 %) and government bodies' recommendation 

(40.8%). The remaining 6% and 8.4% were communicated through 

friends and other sources which imply the company is communicating its 

servIce mainly by using its employees through word-of-mouth 

communications. Loan clients were asked the purpose for which they 

request loan from OCSSCO. Accordingly 50% of loan clients requested 

for business 16% for consumption, 8.8% to pay other loan and 25 .2% for 

other than these purposes. 

They were also asked to respond on how long it takes them to get loan 

from their date of application. Almost 9l.6 % of the res pondents wa it 

more than 15 days and the other 6'Yo and 2.4% respond 11 · 15 a nd 6-10 

respectively. 89.2% of the respondents agree that the company provided 

tra ining service on how to utilize loa n and the remaining 10.8% didn't 

agree. Out of these only 35 .2% of lhe respondents ut ilize according to the 

training given to them. On the other hand, respondents were asked to 

ma rk wheLher th e loan amount provided by the company can adequa tely 

satis fied the purpose for which they reques ted. Only 36.4% res pond 
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"Yes" and a lso only 19,6% of the responden ts were satisfied with loan 

eligibili ty criteria, 42.4% of the respondents were dissatisfied du e to 

group collatera l, 20.4% due to group and center meeting, 14 ,8% due to 

compulsory saving imposed by the company, 2,8% due to group 

pres sure, 

4.2.1. Respondents' Belief towards the Importance of 

Loan Financial Attributes 

Product a ttribute ratings h elp to see how clients perceive the 

components of financial seJ:'vice a ttributes and which of those elements 

a re important for them, 

These loan financia l attributes include interest on loan, repayment 

schedule, grace period, friendly sta ff, loan amount, etc", 

Accordingly, loan clients rate the a ttributes of loan products as follows 

to make decisions where to borrow money, To this end "4" represents 

"Very important" a nd "1" represen ts "Un important" to the other end, 

Ta ble: 3. Loan service attributes Vs Number of respondents' rate 

respective mark 

r~Q Loan a ttributes 4 3 2 1 
Total Average Rank 

--
In terest on loan 38 44 115 53 567 2,26 7 

! 2 Loan s ize 103 112 29 6 8 12 3 ,24 1 

3 Repaymen t schedule 64 83 70 3 3 67 8 2,7 1 6 
--

4 Grace period 2 49 55 114 379 1.51 10 
-

5 Access to repeat loan 86 106 50 8 770 3,08 2 
6 -

Group colla teral 7 51 88 104 4 6 1 1.84 9 

7 Compulsory saving to 31 41 91 87 5 16 2,04 8 
client -

8 Proximity of the 83 94 58 15 74 5 2 ,98 4 
branch --

19 Friendly s taff 83 89 74 4 75 1 3 ,004 3 
I 
I 10 Training on loan 76 77 53 44 685 2 ,740 5 

utilization l -
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-" T 7 Compulsory savings as 
colla teral to loan are 41 30 116 53 10 789 3 .1 56 6 

I appropriate to client. 
18 Branch staff employees 
I care clients with due 22 49 108 48 23 749 2 .996 7 

~ attention 

Company's branch is easily 
reached during urgency 38 111 8 6 25 0 942 3 .768 2 

(accessibility). 
10 Branches staff provide 

appropriate training on 
83 97 32 27 11 964 3 .856 1 loan utilization. 

One criterion of microfinance clie n ts to ma ke choice from which MFI to 

borrow is t.heir access to ge t immediate loan access up on fu lfilling a ll the 

requirements. Cumula tive data im plies OCSSCO's loan cl ients a lmost 

disagree on immedia te access of c lients to loan from the ir a pplication 

(2.44) which is in be tween 'Agree' a nd "S trongly Disagree" However, 

respondents agree on the a ppropriateness of repaymen t sch edule with 

the ir ca sh flow. On the other ha nd, they a re indiffe ren t on the effor t of 

the s taff m embers in client treatmen t. 

The company is performing well in delivering client training on 

productive loan utiliza tion, in ma king its branch accessible to clients and 

in designing competitive interest ra te . However, these loan a ttributes are 

no t in th e top three clients ' demanded loan service attributes . In other 

words , these three a ttributes a re not basic ones for microfin a nce clients' 

to ma ke decision to select source of finance for their business 

underta kings. Again the compa ny is performing poor in loa n size or 

a mount adjustment with the prevailing market cha nge . Responden ts also 

favo red individu a l loan s ince they dis play the ir disClgreement on 

ap propriateness of group colla tera l method in loa n provi s ion . They a lso 

agree on the point that group guarantee can restrict on go ing access to 

loan. 
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4 .2. Findings on Saving Financial Service of OCSSCO 

Respon den ts from saving clients were asked on which savin g product 

they a re currently using, the a m oun t they a re saving, company's e ffort 

on promoting its saving finan cial product and related is sues with saving. 

The following table shows their response on questions re la ted to saving 

responden ts characteristics. 

Table : 5 

Questions Number Percentage 
1. Which saving service you are currently 

using? 161 97.5% 
Voluntary saving 4 2 .5% 
Handhuuraa (child Saving) 0 0% 
Soorarnaa (Saving for retireme'!.!L 
2. How much money in ETB do you saved 

per month? 
15 9% Less than 50 

50- 100 144 69% 

100-200 25 15% 

More than 200 11 7% 
--

3. If you are volun tary saving clien t why 
I you saved in OCSSCO's branch? 
I To secure mon ey 48 30% 

I To get loan access 103 64% 
2 1% , 

To get interest on saving 8 5% 
To accumulate wealth 

4. For how long you wait as a savmg 
client? 79 48 % Less than 1 year 73 44% J-3year 13 8% 3-5 years 0 0 % More than 5:tears 

5. How you joined OCSSCO's saving 
service? 34 2 1% 

By friends' recommendation 3 2% 
Through company's advertising 128 77% 
Through comEan,l( emEloyees 

6. Which medium is company's mean s of 
communica ting its service? 

TV ad show 9 56 % 

Radio 0 0% 

Brochures 0 0 % 
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Pump lets 7 44 % 

7. From which aspect of OCSSCO's saving 
service attribute you find faul t? 

Interest on saving 11 7 ~/o 

Easy access to withdraw saving 43 26 % 

Confidentiality of account 24 15 % 

Client treatment 8 5% 

Security of client saving 38 23% 

As indicated on the above table OCSSCO has designed different saving 

financial products like volun tary, h andhuuraa or saving for child 

education or any other expected expenditure, and sooramaa or savmg 

for retirement. However, compared with volun ta ry clie n t savers the 

number of handhuuraa and sooramaa savers is insignificant. In addition, 

the maj ority of these savers deposit 50-100 ETB which is lower per 

client. Res pondents were also asked for their m otive to save in OCSSCO. 

Almost 64 % of the total respondent desire loan after saving certain 

amount and about 30% of saving client respondents need security of 

their deposit. On the other h and, 92 % of saving responden ts were short 

lived, less than three year s. 

Rega rding service promotion or communication respondents were a lso 

asked on how the service was communicated to them. As indicated 

above , the company is u s ing its employees to communicate its service . 

Through other media like broch ures a nd TV ad only 3% are 

com municated . 

Fmally respondents were asked on whic h aspect of OCSSCO's savm g 

service attribute they find fa ult. Th e majority of these respondents claim 

lengthy saving wi thdrawal process and security of the ir deposit. 
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4.2.1.Respondents' Reaction on the Importance of Saving 

Financial Attributes 

Saving clients provide different weight to different attributes of saving 

financial service based on their importance to m ake decis ion s on were 

to save. Some of these saving fina ncial service attributes include 

interest on saving, security of client saving, easy saving withdrawal 

process (fast service), confidentiality of client saving account, minimum 

account opening, branch office quality, friendly service, branch 

accessibility (proximity), and withdrawal by cheque, etc ... 

With the same m a nner, respondents rate the importance of different 

saving financial attributes by marking under "Very important", 

"Important", "Less important" and "Not important" by representing 4, 3, 

2, and 1 respectively. 

Table: 6 Importance of saving financial attributes rating 
,----

Sin Saving attributes 4 3 2 1 
Mean 

1------ M 

1 Interest on saving 15 2 1 85 44 1.775 _. 
2 Security of saved money 70 60 20 15 3.121 

---------, 

3 Easy saving withdrawal (fast service) 46 11 5 ' 4 0 3.254 

4 Access to loan a fter saving 11 28 19 6 3.490 
2 

5 Branch accessibility (proximity) 42 50 51 22 2.679 

-
12, 163 6 Pri endly service 18 40 58 49 

[7 Minimum account o!,ening 7 17 5 136 1. 363 -

t Bra nch office quality 5 1 53 38 23 2.800 
-

Confidentiality of ~avers account 18 11 60 75 1.818 
., 

From thiS table we can Infe r that rmcrofInance saVIng c lIents consider 

three saving service a ttributes m ore than others to m ake decision on 

where to save or whether to save or not. These are access to loa n a fter 

saving, easy saving withdra"lal process and security of saved money since 
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Jduct 
:ributes 

Table: 7 Matrix of Pair-Wise ranking of saving financial product 

attributes 

PRODUCT ATTRIBUTE 

RANKING 

ACCI':SS TO LOAN AFTEI< SAVING l6 

EASY SAVING WITH DI~AWAL 14 

APPEARANCE FINAL 

2 
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SECURITY OF SAVED MONEY 12 3 

BRANCH OFFICE QUALITY 10 4 

BRANCH ACCESSIBILITY 8 5 

FRIENDLY SERVICE 6 6 

ACCOUNT CONFIDENTIALITY 4 7 

INTEREST ON SAVING 2 8 

Therefore, this pair-wise finan cial a ttribute ranking by discussion group 

participants IS similar to the result observed in attribute ranking by 

respondents. 

4 .2.2. Respondents' Evaluation of OCSSCO's Saving Service 

Performance 

In order to evaluate whether OCSSCO is delivering valuable attribu tes of saving 

or not, respondents were asked to mark their level of agreement by representing 

5 to " Strongly agree" 4 "Agree" 3 "Undecided" 2 "Disagree" and I "Strongly 

disagree" as follows. 

Table: 8 OCSSCO's performance in delivering valuable attributes of 

saving service 

E I Description 5 4 3 2 1 
Mean 

J.I 

/ 1 OCSSCO pay better interest on 50 22 70 23 0 
3.60 

client saving 

2 The company's branch has good 11 23 54 62 15 
2.71 

reputation in securing clients 
saving 

! '3 Clients can simply withdraw their 13 17 54 48 33 
2.56 

I saving without ups and downs. -
I 
: 4 Company's branch keeps clients' 25 30 102 8 0 

3.43 

~ 
saving account confidential. 

1.73 
i 5 Branch office facilities a re 13 8 5 35 104 
I attractive. 
1---

4.19 ' 6 I Stafr members give good 95 35 11 20 4 
, I treatmen t to saving clients. . - o • 

7 Company's minimum opening 25 102 30 I 0 
3.78 

balance for saving account is low -r_ o 

1 8 Loan access after saving some 114 20 3 20 [ 8 4.28 
I amount I 

J. I 
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Similar to loan service, OCSSCO is performing poor with saving 

attributes like securing client saving, fast saving withdrawal service, and 

making branch office attractive to clients which have more value to them. 

However, it is performing well in providing loan after saving, and 

facilitating minimum account opening balance. On the other hand, more 

than haIf of these respondents are indifferent about OCSSCO's performance 

in keeping confidentiality of their saving account. 

Respondents were also asked to respond on what problems they face on 

, saving service of OCSSCO. More than half of these respondents cited 

their doubt on the security of their saving deposit. Enumerators were 

tried to probe the reason behind their distrust through thorough 

discussion with participa nts. Participants a lso cite poor physical 

appearance of branch building (office) and office furni ture compared to 

other. financial service providers like commercia l banks . Theft by some . -

, 

staff members of the branch, frequent staff transfer, poor internal control 

system , bad credit history (unpa id loan provided by the company) a nd 

company rule of recovering unpaid loa n from group m embers' saving 

account are some of the response given by participants of the discussion 

as problems with saving in the company. Some responden ts from Muslim 

religion also cited their preference for non-interest bearing saving service. 

4.3. Findings on Company's Internal Marketing 

Company's employees play crucial role in achieving corporate marketing 

goal. They can also realize marketing problems the com pany is facing. 

Th is is particularly true for front lin e staff members who have direct 

contact with clients since they can closely monitor cl ients need and want 

.as well as their source of dissatisfac tion with the service . It is upon 

recognition of this fact that the researcher selects sample respondents 

from all sample branches' staff constituting branch managers, 

accountants, auditors, cashiers and loan officers. 
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4.4.1. Characteristics of Respondents 

Table: 9. Characteristics of Employee Respondents 

SIN Respondents Number of % 

characteristics Respondents 

1 Position 
Branch manages 9 20 
Loan officers 9 20 
Accountants 9 20 
Auditors 9 20 
Cashiers 9 20 

2 Age 
18-25 6 13 
26-30 31 69 
31-40 8 18 
>40 0 0 

3 Sex 
Male 4 1 91 
Female 4 9 

4 Martial Status 
Married 7 15 
Unmarried 37 83 
Divorce 1 2 
Widowed 0 0 

5 Educational status 
High school 3 7 
Graduates 38 85 
Diploma graduates 4 8 
First degree and 0 0 
above 

6 Service experience 
in OCSSCO 

33 Less th an one year 15 
1-3 years 22 48 

3-5 years 6 14 

> 5 years 2 5 

7 VVould you serve in 
otherMFls? 2 4 
Yes 43 96 
No 

As indicated ll1 the above table, each sample branch IS represented by 

one branch manager, accountant, auditor, loan officer and cashier. They 

have their own responsibility in serving clients . Regarding their 

educational background 7% of respondents are high school graduates 

having no occupationa l knowledge, 85% are diploma gradu ater; and 8% 
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a re degree graduates. On the other hand, only 5% of sample 

respondents serve more than five years in the company. Almost 81% of 

sample respondents serve less than three years . Even on ly 4% of the 

respondents serve in other microfinance firm before joining OCSSCO's 

staff. 

Table: 10. Respondents' reaction on basic questions on OCCSCO's 

operation 

Question Number % 

Would you take any induction training upon 
joining OCSSCO? 
Yes 32 71 
No 13 29 

Do you believe that these induction 
programs enable you to effectively 
discharge all your duties and 5 15% 
responsibilities? 27 75% 
Yes 
No -
Are you feeling comfortable for being 
OCSSCO's staff member? 
Yes 22 48% 
No 23 52% 

If your response is "No", why? 

Low salary or benefits 45 100% 

Tiresom e job 45 100% 
45 100% 

Low motivation 45 100% 
Challenging work environment 

What problems you faced with your loan 
products? 

45 100% 
Repayment 45 100% 

Low loan s ize 45 100% 

Low client commitment 
-'-
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Do you believe that your branch mobilize 
reasonable saving from clients? 

o 
45 

0 % 
100% 

Yes 

No 
~:-----------------------------------~--------~----~ 
If your response is "No" what do you think 
for its causes? 

Una ttractive interest 

Lengthy saving withdrawal process 

Low promotion 

Logistic problem 

Poor staff motivation 

Poor branch office quality 

Re ligious causes 

Is there any arrear or unpaid loan 
registered in your branch? 

Yes 

No 

If your response on question no. 14 is "yes" 
what are the causes of these unpaid loans? 

Absence of strict loan follow-up 

lnability to pay due to natura l disas te r 

Clients ' deliberate act 

Clients' d issatis faction on company's loan 
service 

Is there any effort made by the company to 
communicate its financial service to 
potential clients? 

Yes 

No 

18 40% 

41 91% 

45 100% 

45 100% 

28 62% 

45 100% 

18 40% 

45 100% 

o 

23 

11 

38 

42 

17 
28 

0 % 

51% 

25% 

84% 

93% 

37% 
63% 
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If yes what media were used? 

TV advertisement 

Radio 2 11% 

Word of mouth communication through clients 0 0% 

Communication through government bodies 5 29% 

Client incentive 0 0% 

Other print media 10 58% 

As indicated in the above table some staff members (29%) a lso start job 

without getting any induction training to the company 's operational 

methodology. 

Again only 15% of the respondents who get induction program witness 

the effectiveness of the training program given to them. In addition, 

about 28% of company's staff respondents are not comfortable for being 

OCSSCO's employee . They were asked to lis t the reason behind their 

dissatisfaction. Almost a ll respondents cited reasons like low salary and 

benefit package, tiresome job, low motivation, logistic problems like 

absence of motorbikes , and automobiles, absence of capacity building 

e tc .. , 

They also explain the problems they faced with both loan and savmg 

financial service of OCSSCO . Poor repayment, low client commitment to 

group and center meetings and increasing client dropouts are the main 

problems they faced with loan service of OCSSCO. Almost a ll 

respondents agree on the fact th at the company is mobilize saving below 

its potential due to low saving service promotion, logistic problems and 

poor office quali ty. Some other reasons includes lengthy clients saving 

withdrawal (too long waiting time for saving withdrawal may takes a 

week or more some times issuing of cheque to with draw money from far 

distance banks), unattractive interest a nd religious causes (Muslims 

co nsider interest bearing savings as Haram or evil). 
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Poor staff promotion, absence of saving operational manual , a nd absence 

of man power on saving at different level of the company are some of 

reasons identified through group discussion. 

All branches under this assessment were registered arrears. To this end, 

respondents also list the ma in causes behind increasing arrears in their 

respective branches. Accordingly, some of these causes include absence 

of strict loan follow up, natural disaster , double loan by other MFls, staff 

fraud, clients' deliberate act, client perception of considering MFls' loan 

as government aids, poor fina ncia l literacy, group leaders default etc .. . 

Regarding service communication, only 37% of respondents recall 

company's effort to communicate its service by using print media (58%) 

through government bodies (29%) and TV ad (11 %). 

Finally, respondents were asked to recommend solutions to improve the 

current perform a n ce of both loan and saving financial products. 

Improving branches office to promote company image, solving logistic 

problems, providing business development service to loan clients, paying 

be tter interest to depositors, motivating employees and reducing staff 

frauds are some of recommended ideas. 

4.4. Findings from Dropouts of the Company 

OCSSCO's operational problem a lso comes from increasing number of 

client dropouts. Clients also have their own justifications to leave the 

company'service. 
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4 .5 .1. Characteristics of the Respondents 

Table: 11 

Statement Number of 
respondents 

Sex 
Male 93 
Female 27 

Client type 
Loan 87 
Saving 33 

If you are saving client how long you 
wait with company's saving service? 
One year 28 
1-3years 73 
3-5years 19 
More than 5years 0 
If you were a loan client, for how many 
cycles did you borrow from the branch? 
One 32 
Two 46 
Three 30 
Four 9 

_More than five 3 

% 

77% 
23% 

73% 
27% 

23% 
61% 
16% 
0% 

27% 
38% 
25% 
7% 
3% 

From the above table we can infer that the majority of dropout clients 

were loan clients. However, a lmost 90% of these clients leave this service 

with in three years and 84% of saving clients were left the compa ny's 

saving service within the same years. 

Dropout respondents were also asked to share the problems they face 

with company's financial service, their experien ce wi th company's 

service, their reasons to leave, what they like and hate about OCSSCO's 

service and oth ers as follows. 
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Table: 11. Tabulation of dropouts' response on OCSSCO's financial 

service 

S tatement Number of Percentage 

respondents 

What problem s you faced with the loan service of 
company? 
Loan amou nt 87 73% 
Loan repayment term 19 16% 

,_ Expensive Loan (in terest, fee ) 14 11% 
, 

Which best describes your experience of 
participating in the program? 

Good 34 28% 

I Undecided 
69 57% 

Bad 
17 14% 

I Why you left Company's service? 

I Obl igatory savings 28 23% 

I Obligatory train ings 
42 35% 

Time cen ter & group meetings 52 43% 
I 12 10% 

Staff treatment 6 50/0 
connict with the s taff 

, Availability of better terms an d cond itions 
35 29% 

, 6 5% 
Personal source of working capital 17 14°/u 

L-Bu siness tennination 
I I If you were a saving client 

withdraw your m oney? 
why you d ecide to 

I dou bt its secu rity 19 58% 

, I didn't get immediate access to loan 6 18% 
I 
, I obse rve fraud by bra nch staff mem bers 8 24% 

I How do you compare OCSSCO's saving interest 
with resp ect to other financial institutions? 

Better than others 24 73% 

Equivalent 6 18% 

Lower 0 0% 

I don't know 3 9% 

Is t h ere any religious case that prohibits you I ,. " m"" '" oesseo •• • "o,c ""'c~_c, 
95 79%, 
25 21% 

Yes 

No 
I 
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As indicated in the above table dropout clients were asked on what 

problems they faced with loan service of the company. About 83% of 

dropout clients cla im on size of loan to finance their business 

undertaking. Loan repayment and interest charge and its related costs 

are also part of client dissatisfaction. Again about 57% of dropout clients 

both from saving and loan are undecided about their experience with 

OCSSCO's financial service. Even 17% of these respondents had bad 

experience with its service. 

Regarding reasons to terminate company's servICe loan c lient dropouts 

were asked to why they left it. Obligatory group a nd ce n te r meetings , 

savings, trainings and availability of better terms and conditions from 

other sources are the main reasons listed. 

Those who were savers were also cited their reasons to withdraw their 

de posit from OCSSCO. Both doubt on security of their saving, staff 

fra ud , a nd absence of subsequent access to loan are contri buled for their 

sepa ra tion from OCSSCO. 

Almost 73% of dropout clients agree that OCSSCO 's interes t on saving is 

relatively better than oth er financia l institutions paying interest on 

deposits. Finally, there were a lso dropouts who terminate from OCSSCO 

due to their religious reasons on interest bearing saving. 
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CHAPTER FIVE 

Summary, Conclusions and Recommendations 

5.1. Summary 

The summary of the major findings on loan servIce of OCSSCO are 

shown as follows . 

• ;. The m ajority of loan clients were communica ted through 

company's own staff through d irect contact with potential clien ts 

(40%). In addition, client screening, training on loa n utilization, 

loan appra isal and even repaymen t collection rests on staff. 

.;. Loan disbursement process of the company ta kes very long time 

from client application date which is more than 15 days . Internal 

records a lso show that money transfer process from head office by 

its self takes a minimum of ten days from the application of branch 

offices . 

• ;. The majority of respondent clients (6 5. 5%) are not satisfied with 

loan amount the company is extending for each clients in a group 

and about only 19.6% of the clients were liked the company's loan 

disbursement procedure. Group collateral method , obligatory 

group and center meetings, and compulsory savings are the main 

causes of cl ient dissati sfaction . 

• ;. Loan fin a ncial service attributes importance ranking method was 

employed to identify which attributes a re more important and 

which are less importa nt to clicnts to make their own decision. 

Accordingly, loa n s ize is the first criterion to decide from which 

financial source to borrow. Accessibility of branch , access to repeat 

loan, friendly staff and tra in ing on loan utilization are consecutive 

considerations to make the same decision . 

• ;. Regarding OCSSCO's performa nce with loan attributes good 

achievem ents were observed in client tra ining on productive loan 
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utilization, branch accessibili ty and attractive interest rate to 

clients but performing less on those valuable attributes to clients' 

like loan size adjustment with changing market price and provision 

of repeated loan . 

• :. Clients also ch a llenge the appropriateness of group guarantee 

(2.012 which is in between "disagree" and "strongly d isagree" on 

rating) and compulsory saving for loan clients. They a lso preferred 

individual loan than group loan by proving the impact of group 

guarantee on ongoing loan access (3 .584 which is near to "Agree") . 

• :. Client treatment in microfinance service represents provision of 

fast, friendly serVlce and client support through business 

development. However, rcspondents are indifferent on staff 

treatment (2.996) but performing well on training part (3 .856) . 

Findings on saving financial prod ucts of OCSSCO are summarized as 

follows . 

• :. The majority of respondents are volu ntary savers (97.5%). All 

saving financial products were not properly comm1.1I1icated to 

a ttract savers . 

• :. Most microfinance clients save for the sake of ensuring loan access 

a fter making some deposits (64%). The remaining needs to ensure 

security of their deposit. However, interest on deposit p lays 

insignifica nt ro le 111 attracting microfina nce savers (1 %). 

Compulsory savers were not treated by the researche r as actual 

savers because it serves as a guarantee to partial payment of the 

loa n. It is imposed by the company on loan clients . 

• :. Most company's saving clients a re short lived, less than three 

years. This situation has its own impact on company's loan 

portfolio as well as its cash flow . 

• :. Almost little effort was done by the company 111 promoting saving 

financia l product through d ifferent medi a . Almost all promotional 

responsibil ity lies on branch employees like loan officers (77%). 
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.:. Saving clients a lso find objectiona ble practice by OCSSCO 

especially in securing client saving, a nd saving withdrawal process. 

Through informal discu ssions the researcher a lso find s taff th eft 

and fraud which that leads savers to doubt the security of their 

deposit. Saving withdrawa l process takes too long time. This a lso 

affected reliability of clients on company's service . The situation 

a lso forced clients to withdraw their money in advance . 

• :. Both saving fina ncial attribute ranking and Pair-Wise ranking 

methods were jointly applied to rank saving service attributes 

accordin g to their importance to saving cl ients. Both methods 

provided the same rank. Accordingly saving clients consider their 

access to loan after saving more than others (3.490) and (16 on 

pair-wise ra nking). Easy saving withdrawal and security of their 

fu nd rank the second a nd third position. However, the company's 

performing poorly especia lly on attributes like en s u ring security of 

client saving and delivering fast saving withdrawal upon client 

request . 

• :. Quality and attractive branch offices play significant role in 

improving client perception on security of their deposit and 

attracting more saving. However, the company is unable to exploit 

this opportuni ty. Almost a ll branches a re not in a position to 

communicate this message . They ma inta in unfavorable image J.n 

the mind of clients relative to other financial institutions like 

conventional banks and other cooperative banks . 

• :. Group discussions with saving loan clients and staff members of 

the compa ny a lso shows theft by som e staff members of the 

branch, staff turnover, and internal control system a re some of 

other reasons for low saving mobilization in these branches . 

• :. Company's staff members have little motiva tion due to unattractive 

salary and benefit packages. Little effort was made to promote and 

upgrade th eir capacity through training a nd formal education . 
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·:. According to branch staff members, client commitment to group 

and center meetings is low. More over, poten tia l clients show more 

preference to individual loan ra ther than group solida rity loan . 

• :. Some Muslim saving clients refused interest on their deposit due to 

their religious affiliation and prefer not to accept any additional 

money rather than their actual deposit since it is haram or evil 

practice. • 
.:. OCSSCO has no savmg operational manual. Moreover, there IS 

shortage of manpower to promote and mobilize client saving at all 

levels of the company . 

• :. Internal data shows that company's loan SIze for indi vidual client 

is determined during the establishment of the company. Until now 

no adjustment was made to improve it with cha nging market price. 

Dropout clients a lso cited this reason for their termina tion, since 

they can get this amount with s imple effort from personal source 

friends, and other money lenders . 

• :. Dropouts also have s trong resistance to obligatory group a nd 

center meetings, savings, and trainings. Dropout savers a lso cited 

doubt on security of their deposit as one of the m a in reasons for 

leaving company's service . 

• :. Some interna l data a lso shows company's inte rnal control system 

is very poor. The overa ll operation is controlled by manual system . 

• :. Finally, dropout clients approved that OCSSCO pays relatively 

be tter saving inte rest than any financia l institutions (73%). 

Findings on internal marketing of OCSSCO a re a lso summarized as 

fo llows . 

• :. Company's employee retention rate IS very low. S ince most 

employees served for a short time which is less than three years 

(81%). 
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.:. Som e staff employees are not happy with their job in the company 

due to a bsence of salary a nd benefit packages compa red to 

challenges they are facing on the job . 

• :. They cited a lmost similar cau ses for poor pe rforma nce of saving 

and loan financial products with loan and saving clien ts . 

• :. Improving branches office to promote company image, solving 

logis tic problems, providing business development service to loa n 

clients, paying better interest to depositors, motivating employees 

and reducing staff fraud s are some of recommended ideas by staff 

employees. 

5.2. Conclusions 

The researcher concludes the following points based on the findings of 

this research study. 

>- Loan size is the main loan financial attribute that gives more value 

to microfinance clients to make borrowing decision. However 

company's loan size is small to finance clients business both 111 

rural and urban areas. No revision was made to a dju st it to 

changing market price since company's esta blishment. Access to 

repeat loan, accessibility of branch staff and friendly service are 

also additional considerations. 

:r FrC' m clients' p erspective, group loan, compul sory sav ings of loan 

clients and other requirements like group and enter mee tings have 

no value to them. However, it is company's strict operational 

methodology to insure client commitment to repay loan. 

:r Loan follow up in microfinance constitute provision of business 

development service and loan collection. However, clients were not 

satisfied with loan follow up procedures a nd practice of OCSSCO. 

:r Successive loan after saving, easy saving withdrawa l service, and 

security of client deposits a re the main saving produc t attributes 

that savers value more in making a decis ion to save or n ot. 
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However, OCSSCO is performing less in delivering these attributes 

as desired. 

:;. The company set better interest rate relative to other financial 

institutions like conventional banks to potential savers to mobilize 

more saving as a means to improve its portfolio quality. But 

clients didn't react positively. As a result, no significant change 

was observed. Again most saving clients of OCSSCO were short 

lived . 

» The company used a lmost only its own branch employees to 

promote its saving and loan services. No further effort was made 

to communicate the services by using other media. 

'r Employees have no pos itive attitude to the job they are 

undertaking. Their cu rren t motivation to the job is not promising 

to promote as well as improve the service and its quality. 

'" Lengthy saving withdrawal , occasiona l theft by branch employees 

and poor physical facilities of branch offices are the main reasons 

for cl ients feelings of insecurity for their deposit and are obstacles 

observed to mobilize saving from target clients . Muslim savers do 

not accept interest bearing deposit due to their religious a ffilia tion. 

;;. The company is working in poor infrastructure. Core banking 

system software is not available. As a result company is using 

manual system to control the entire operation. 

5.3. Recommendations 

Based on the results of the findings, the researcher recommends the 

following marketing strategies so as to solve the current operational 

problems. 

i OCSSCO should continuous ly revise its loan size with changing 

market price so as to finance its urban and r ural clients 

business . Since, both under and over finance lead to clients 

default. 
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... Alternative methodology other than group solidarity loan for 

loan disbursement must be designed for rural and urban 

clients at individua l level. 

... OCSSCO should shorten client saving withdrawal procedure 

so as encourage prospective savers in the company. To this 

end, fulfilling the human resource requirements at each bran ch 

level and making reserve fund available a t branch office and 

avoiding issuing chequ e for withdrawal are important measures 

to avoid this problem . 

. -,l. OCSSCO should also Improve a ll phys ical facilities of its 

branch by using conventional banks as a benchmark to attract 

more savers . 

. ,,- The company sh ould also improve its internal con trol system 

lhrough advanced management information system. Moreover, 

more a ttention is required on employee recruitment and 

selection process so as to minimize occasional theft. 

J. New savin g financial product must be designed to exploit the 

majority of Muslim market by considering their need of non­

interest bearing saving account. Islamic banking model may 

serve as a starting point to design this service . 

.• The company should a lso use different promotional media to 

commu nicate its service 111 addition to internal staff. 

Accordingly, local media like Oromia TV, Oromia regional radio, 

public relations at new branch opening and other print media 

are recommended strategies. Promotional messages should a lso 

commun icate each a nd every financia l products of OCSSCO 

like voluntary saving, Ha ndhuuraa (saving for chi ld), Sooramaa 

(Saving for retirement) etc ... 

,j. Provision of business development service is the main support 

to minimize client default due to business failure. Therefore, 

clients must be supported by branch staff 111 des igning their 
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incom e generating business . The company should undertake 

capacity building programs so as to make them competen t 

enough to provide business development service (80S) to their 

clients. Improving the existing logistic facilities to reach remote 

rural clients is a lso important measure to be taken . 

. ,., The company sh ould a lso plan for new motivatio nal methods to 

its employees so as to strength its internal marketing which is 

the engme for overall operational improvement. These 

motivational plans should include both financial and non 

financial methods. 
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Univarsitii Finfinnee 

Sagantaa Barumsa eebbaan boodaa 

Gaaffilee Iiqeeffattoota WALQO tiin guutamu 

Kabajamaa Deebii kennaa : 
Gaaffileen kun kan qophaa'an haala gabaa tajaajila liqii Waldaa !\ks iyoona Uqii 
Ii Qusannaa Oromiyaa qorachuu dha. flu'aan '1or<1nnoo ka naan 'lrgamu Y<1aci,) 
furmaa taa tajaajila liqi i Waldichaa kan fooyyeessuu fi lJorataa n saga ntaa brumsa 
cebbaan boodaa hordofaa jiruuf u laagaa lxu'baachis u g uutuuf t<l'a. 
K<lnaa fuu, deebi in kennitan tajaajila llusannaa fooyyessuufi s ta ' ~ dhimma 
qoratailn barbaaduf ga'ee guddaa qaba. 
Dcebii kennuun deeggarsa naaf gootaniif durscc galatcdfi1chaa decbiin kennit'lIl 
iccitummaan isaa kiln eegilmuu ta'uu akka beektiln is in hu bachiisulln barbilild il. 

Kutaa Tokkooffaa 
"1. Maqaa dame _________ _ 

2. Umurii D 18-25 D 26-30 D 31-40 D >40 
3. saala D Dhiira D Dhalaa 
-t. Haala Fuudhichaa D Kiln fuud he D kan hin fuune 
:J. Amantaa D Kiristaan D Musliill1a 
6. Sadarkaa Barumsa D Kan hin bilfanne D Sa darkaa tllkkoltaa 

D Marsaa tokkoffaa (1-4) D Sadarkaa tokkoflaa marsaa 2ffaa (5-8) 
D Sadarkaa lammaffaa (9-]0 ) D Diploomaa [~ Diigrii 

7. Hojii D Qotee bulaa D Daldalail L:=J Hojjataa Mootumma'l 
o kan hoj ii hin qabne D Kan biro 

8. Haala maamilummaa 0 Maamila ture 0 Maamila ha,u'''<1 
Y .. Tajaajila liqii WALQO keessatti akkamiin jalqabde? 

D HOjjattota dame qunm1l11UUn 
o Corsa hiri yootaatiin 
o Beeksisa Waldichaatiin 
o Qaama mootuJ1lmaatiin 

o Kan biroo 
10. Guyyaa iyyannaatii kaasee liqi i argachuuf yeroo hagam silti fudhata '! 
o 1-5 0 6-100 1-15 D> 15 

I I. Liqii WALQO maaliif gaafatte? 
o Baasii manaatiif 0 Hojj biroo ti if D liqii bir;lil kanfi:IIIIIiI' 

12. Liqiin argalte dhimma barbaadclecf ga'aa turce? 
C.J Ca'aa dha. 0 Ga'ila miti 

13. Akkaa taa itti fayyadama liqii irratti leenjii fudhattce jirtaa? 
D Fudhadhecra D [-linfudhannc 



14. Deebiin kee armaan oli i "fudh adhe" yoo ta 'e akkaalaa kenjii k,l l1<l<1n 
fayyadamtee jirtaa? 

o Fayyadamee jira 0 Hin fayyadamn~ 
15. Adeemsa kenna a liqii WALQO ti in gammaddee jirtaa? 

o Gammad ee jira D I-Tin gal11l11alinl'? 
16. Deebiin kee armaan alii" hingaml11adne" kan jedhll yoo t<J' e Sdbabni isaa 
kamii? 

o Wabummaa garee 
D Walga'ii garee fi wiirtull 
o Qusannaa dirqii 
o Kan biro 

Kutaa Lammaffaa 
Qajeelfama: Madda liqii fiJ achll llf wantoota hllbannaa kecssa ga lllll qaban 
annaan gaditti taa'an akkaataa faayidaa isaa n qaballiill kaa'i 
" '1" baayee fayyada "3" ni fayya c! a "2" xiqqoo fayyada " I" hill fay yadu 

LLa<i<. I ibsa . .---~ ~3~1 

~-- -t ~:1:11: I~~::faltii ligii --==--==----=- ~l-~,=--;'_j y""'""',,,,lfii",,bii liqiC. __ .. _~ ___ ._. _ _____ _ ____ /_ _ .. / 
~ Liqii qllsannaan boodaa _________ . __ ; ______ _ 
I .- - I 

, 5 Dhiyeenya dall1ee ___ __ + __ j-_ 
~7 _ . Taiaaiila l11ijaawaa .--__ ----_.-_1----1-_ -t---

_ Baay'ina liqii kennal11l1l1 __ 

: 8 Wablll11maa walii _I 

9 QlIsannaa dirqii .-... ----- ... ----j--- - __I 

',-,-I O'--_.l_W:...:...:a:.:J=g.a'.:.i:...i= g,ar:...e:..:e:....:..:fi_w..:..:..:ii.:..r.:..:tll.:..lI.:..... ___ . ________ . _________ . ___ . _. _ __ .. 



Kutaa sadaffaa: 

Qajeclfal11a: Qabxiilee armaan gaditti ibsaman ilaa l chi s~c raawwii WAI,QO madaali 

·S· Sirrittan wa liigala "4" nan Waliiga la .. J" JvIurlc<;ss lili hin danda·u .. " .. Nnn nWrina 
·T· sin·ittan l11 0rma 

~ I 
Lnk I lbsa ,~ -~r-; ' I 

. 1 -) 

I k I' . 

~QOn dhala ligii xigqaan gaari i ni kanhlla ._____ _____ _ _ _ .. 

f 2 I W ALQOn ligii kelUm gatii gabaa waliin ni s irEce_s:~~ _____ . ___ . __ . _____ . 

j 3 _ p eroon liqiin ittiin deebi 'uu ~effallootaarmijaa ' "a clh ,~. ___ ._ _ _______ . 

_ .j I Liqiin gurl11uu liqii dhuunfaa caalaa l11ijaa'aa elha j 

--t -------------------------------.------'--- -- -- ------
.l.. i ,\~lbUmrnaar~.l\..urmuu carraa liqii argachuu ni dho rka. ___ ._.1. 
~_._+ Qusannaan clirgii liqeeffattotni ni fcclhu . . _____ . _ ._ _ ______ .. . I 

?.-. Yeroon hoj ii damee kanaa ll1aa l11il aarmi.iaa~1!! "l1a. _._. __ ._ .. _ .. __ . . __ -_ I 
18 Hoj·attootni dame maamiltoota ligii ni kunuun~ _____ .. _ _ ._ .. ___ . ___ ._1 
I 

':I Hojjattootni damee haala ittifayyacl ama liqii in·a tt i Icenjii ni ,. 
kennll . 

,---t-'--"'-'-' ---... _ -.-- -- .-- ---.-.-.- --. 

1 10 Liqeeffattootni ulaagaa hunela yoo guutan liqii dalill1ii I 
__ I argacllllu ni clanda' u. I I 
- 1 1~;l11ee n waldi chaa iddoo .w ccnyn maal11iltoolaaf dhiyccnya ····-,·--·-1--·-

i qaba. .n __ I .. L J .. J _ 

Galatoomaa! 
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Univarsitii Finfinnee 

Sagantaa Banunsa eebbaan boodaa 

Gaaffilee Maamiitoota tajaajila WALQO dhaabaniin g lllltamll 

Kabajamaa Deebii kennaa: 

Gaaffileen kun kan qophaa'an haala gabaa tajailjilil liqii fi qUoilllllilil Waldil il 

Aksiyoona Liqii fi Qusannaa Oromiyaa (WALQO) qomchuu dha. BtI ' ilan 

qora!U1oo kanaan argmnu yaada furmaataa tajaaj ila liqii Waldichaa kan 

fooyyeess uu fi qorataan sagantaa brumsa eebbann boodaa hordofaa jiruuf 

barbaachis u guutlluf ta'a. 

Kanaafuu, deebiin kennitan tajaajila liqii fi qusannaa fooyyessuufis ta 'e dhiillill a 

qorataan barbaaduuf ga'ee guddaa qaba. 

Deebii kennuun deeggarsa naaf gootaniif dursce gn /Mceffachaa deebiin kcnnilan 

icc itummaan isaa kan eegamuu ta'uu akkil bee ktan is in hubachii s uun ba rbaada. 

Kutaa Tokkooffaa 
1. Maqaa dame ____ _ 

2. Umurii D 18-25 D 26-30 I ) 31-40 D >40 

3. saala D Dhiira D Dhaba 

4. Haala Fuudhichaa D Kan fuudhe D kan hin fULIne 

5. Amantaa D Kiristailn D Musliima 

6. Sadarkaa Barumsa D Ka n hin bilranne D S;]li<lrbil tllkkol'faa 

D Marsaa tokko££aa (1-4) D Sadarkiln tokkoffan mars,la 2ffaa (5-8) 

D Sadarkaa IamI)1a££aa (9-10 ) D Diploomail 0 Diigrii 

7. Hojii D Qotee bulaa D Daldalaa 0 HOjjatail Moolu mmaa 

D kan hoj ii hin qabl1l~ LJ K;]ll biro 

8. Haala maamilummaa D M,lGmiia lure D Mililmi/,l haarGG 

9. !v(aamila tme yoo taate yeroo hagam ii f7 



D <1 o 3-5 C":J >5 

10. Ligii WALQO irmtti rakkoo maal lll si I11l1Li:lte7 

D Liqiin xiggaach uu 

D Yeroo gabaabaa keessat ti deebi'uu isail 

o Dha lli isaa baay'ach u ll 

11. Ligii isa dhumaatiin m aa l rilawwatte? 

D Dalda la xixiqqaa 

D Loan horsiisu u 

o Hoj ii mukaa /sibiilaa/ 

D Kan biroo 

12. Maamila WALQO ye roo turull keel' maalttl sitti d haga'ame? 

D baay 'ee gam·ii 0 Gaarii Cl Hinlllllrlccss li Cl Iladaa 

o Baay 'ee badaa 

13. Tajaaj ila waldichaa l1l aaliif dhaabde? 

o qusannaa c1irqi i 

l=:J ieenjii dirqi i 

o walga' ii dirqii ka n gUrJllULI Ii wirt'JlI 

o Haall i kunuunsa hojj alloota walcl icllHlI gaarii l1l ili 

D fi lannoo biraa wanlan argaclheef 

o maallaqa ga'aa wantan argaclheef 

o Hoji i koo wantan c1habcef 

o Kan biroo ______________________ . __ 

Galatoomaa! 



Yunivarsitii Finfinnee 

Sagantaa Barumsa Eebbaan Boodaa 

GaaffiIee Qusattoota WALQO tiin Guutamu 

Kabajamaa Deebii kennaa: 
Gaaffileen k un kan qophaa'an haala gabaa tajaaj ila qusa nna Waldaa Aks iyoon£! 
Liqii fi Qusannaa Oromiyaa qorachuu dh£!. Bu'aan qorannoo kanaan argamu 
yaada furmaataa tajaajila qusannaa Waldichaa kiln fooyyeessu u fi qorataan 
5agantaa brumsa eebbaan boodaa hordofaa jiru uf barbaachisu guutuuf ta'a. 
Kanaafu u, deebiin kennitan tajaajila qusannaa foo yyessuufis ta' e dhimm,\ 
qorataan barbaadu f ga'ee guddaa qaba. 
Deebii kennuun d eeggarsa naaf gootaniif dursec galatecffachaa dcebiin kennilan 
iccitu mmilan isaa kan eegamuu ta'uu akka becktan is in hubachiis uun ba rbaal];) . 

Ku taa Tokkooffaa 

1. Maqaa dame ____ _ 

2. Ul1lur ii o 18-25 

3. selala 0 Ohiira o Ohal"a 

-± . Haala FUlldhichaa D Kan flllld hc 0 kan hin fuunc 

5. Amantaa 0 Kiristaan 0 MllSliil1la 

6. Sadarkaa Barllmsa D Kan hin baranne D Sadarkaa tokkoffaa 

o Marsaa tokkoffaa (1 -4) 0 Sadarkili\ lokkolfi\i1 lllarSi1a 2 i'fi1 i' ( 5-~) 

D Sadarkaa lammaffaa (9-H) ) 0 Oiplool11<la 0 Lliigrii 

7. Hojii D Qotee blilaa 0 Oalda laa 0 Hojjataa MO()tlll11I1la<l 

o kan hoji i hin qabnc CJ Kan bim 

s. J-1aala maami lll l1lmaa 0 Maallliia lure 0 Maamila h,\i\ raa 

9. QlIsannaan amma gootan isa kamii 7 

o Qllsannaa fedhii 

o QlIsannaa Handhuuraa 

o Q llsannaa Sooral1laa 

D Kan biro 



10. Taj~aj il ~ q u sanna~ WALQO kecssillti akbmii n jil lq'lbd l' 

D Gorsa biriyootaati in 

o Beeksisa Waldichaa tii n 

o Kan biroo 

11. Beeksisa waldichi tajaajila isaa ittiin da barsu u d hageessec bl'ek taa? 

o Dhaga'ee jira o H in d hageenye 

12. Deebiin kee gaaffii I1ffaa " Dhaga'ee )ira" kan jcd hu u yoo la'e miidi yail 

ka miin? D Reediyoo D I3 roosharil D pa~mp l ectii l-:=J kiln biro 

13. Ji 'a tti Hagam qusa tta? 0 50 gad i 0 50-100 D 100-200 0> 20() 

14. Walqoo keessatti maa lii f quS~ttil? o Nagccny'l q u s~ nn,l 'l koof 

o Liqii argachu uf 

kuu facbuuf 

o d hala arg~chu Ll f 

15. Q usannaa kee waggoota hagam iif tursii fte? 

D <1 o 1-3 o 3-5 0 >5 

16. Q usannaa kee baafte beektaa? 0 l3aasee jira 

17. Q usannaa baafte yoo ta 'e a kka l1liin s ii f kan fa la me? 

o C heekiin 

r==J Baasee h i beeku 

o lVI aa Ji aqi1<ll1 

18. C heekiin ka n si kanfa lamc yoo ta'e maa Jl aqa eessaa fudh i1ltl'? 

o Damee WA LQO biraa i r ra~ LJ l3ilank ii biro" i rr~ il D Kan bi ro 

Kutaa Lammaffaa 
Qajeelfama: Qusannaa idd oo ittiin kl'l'SSU fil ,lC huu f W~ l l l ()()I.l hubilll ll.l.l 
keessa ga luu qaban armaan gad itti taa 'a n a kb~ ta a l';:1ay id ail isaan tpba niin 
k Cl a' j 

;..-' '-..1 --I Dhala qusannaa __ . __ . __ .~_~-=--.~ ___ _ 
i 3 

~Nageenya qll s81111aa _. ________ . ____ .... _ 

I Qusalll1aa yeroo gabaabaa keessatli baaSlili dancl a· uu 

i Liq ii gusallllaall booclaa . --L_.L_..J . ......J._._J 

I ~ 

., 



o Staff members 0 I'riends Q Government bodies 0 others. spec i fy 

10. How long it takes you to get loan from your applica ti on datc '? 0 1-5days 

o 6- 1 Odays 0 11 -15days l=:J Morc than ISdays 

II. Why you requested loan fi'OIll OCSSCO'! 

o For consumption 0 For business/profit pu rpose 0 To repay other loan 

o Others specify _______ _ 

12. Is it enough to finance the purpose you requested Illr'! D Yes o No 

13. Have you get training services on loan utilization ;1I1d repayment ') 

DYes o No 

14. If yo ur response on question no, 11 is "yes" ha ve you practi ced as or the tr; lining 

given to you? DYes o No 

15. Are you sati sfied wi th all loan eli gibility criteria? 

L_! Ycs o No 

16. If your response is "NO" which is not approp riate to you? 

o Group collateral 

o Group and center meeting 

o Compulsory saving 

o Group pressure 



Pm-t· Two 

Loan product attribute ranking 

Rate the fo llowing according to their importancc to you to dccide the :iO urcC oj' loall I,'r 
___ . .;our purpose. 

"n Product attribute 
Important ! 

Very ----I~I~~~aJ~-T Less -i ~l~~l; r;:_:;_'._--_J_--_-_- UI~~ll~~:lan I 
I -----------------+--------I-------~- -- ------- --! 

'_-,-: ::..~:.::~:.t:c::~eL~'::I:l:.::::.:::::.::tl::.:.:::I::~e:::d:::l:::Ii::.e _____ I_--=----·~------- --~---~-=----~-~~-~J-~---~---___ ~ 
'--r..::G:::I::.·a.::c:::.e.l:p::.e.::r i:.::o:.::d~ ______ -+ _________ ~ ______ ._. ______ _ - ----·----1 
'_I Access to repeat loan 

Train ing on loan utili zation 

1 

-~------I 

I -~-I-~----~~I--.---~.--- -~~_j~~------- -----) 
! 

------- - --I Friend ly sta:::f::f. ________ --I ________________ ~ _____________ _ __ _ 
, 

------~--~-- -----1----- ----- - - ------ - - - ! 
__ ._!Jroup co llateral -------1--- ---I-------·--~ --.- -- .----- - -----.--

C) I Compulsory saving --, --------1-------_.- ------ ----- ---------- -I 
I , 
! 

': frequent group and center 
meetings 

:~~_ f)~~; III i t X_;Cll!C br[\!i~~-==_~_~ ______ J~ ___ ... ---1---- -- ---------·· --- ---- ----

_ __ _ - - ._. __ .. 1 __ 



( 

Part thrce 

Mark you r response on loan procluct 01' oess('o based Oil y"Jlr level 01' "grcclllcnl ;: s 

5. Strong ly agree 4. Agree J. Un dccided 

I . Strongly di sagree 

: Sin Description ------- -- - --r 5--'-:1 - ; - i :2 I ~ I 
'----+::....:..::c:..:..:.!:..:c:..::-"-_____________________ 1_ -' - - ---I--

I 

1 1 

I 
12 
, 

Clients have immediate access to 10311 UPon_ I'L1llilling 
1081; ---1-- '-ll-­

requirement 

OCSSCO is making acljustments to clicnts' loan size with 
changing market price 

I 1-----/-------------------- ------------- -------
i 3 Loan repayment schedules me ap propriate to cli cnt s' cash 
! flow, 
----+~~---------------- ---- --- - --- -- - --- I 

L~ Loan interest IS competitive enough to attract loa_n c1ients___ 1 II 

! 5 I Group coll atera l n~ethod is appropriat c to cli cnt s than -T- --'--1--1 
. individual loan --l J I 

:-7 Cro_'un guarantee can restrict on going acces~-;~ loan~------ ---- -- I---,- "! 
i 8 

..::J:.J _ ------- -- _ __1___ -I 
Compul sory savings as co llateral to loan arc approp"atc to I ~ I I 
clIent. ' , 

,'! 9---+-'B:":I'-"a'-'n:":c'-h-s-taff members care -:I:~:t~-~:e ;~~~~:----'=~f-- --- ---j-~---I! 
i uo __ Com an's branch is easil reached_during llIgencyc ___________ __ _ + ______ J 

J I Branches staff provide appropri atc trai ning on loan _l __ LLI 1. __ __ ; 
utilization, ~ '---- ----._----------

Tank you very llIuch! 



Addis Ababa Universi ty 

School of Graduate Studies 

A questionnaire to C Oll1plcteu by Saving C lients of OCSSCO 

Dear Respondent; 

Thi s questionnaire is des igned to gather data on Marketi ng Prnctices or Orolllia Credit 

and Saving Share Company (OCSSCO) especially on saving financial product for tile 

partial fu l/illll1ent of tile requirements of MA in Markcti ng Management. Tile company is 

also interested to your response to eaeh of these questi ons in thi s ques ti onnaire to develop 

the righ t saving service strategy and to increase thc silare or elicnt sav ing in total 10'"1 

portfolio of the company. 

I appreciate your co llaborat ion to gi vc me yo ur gcn<li nc responSl'. Yuu Ill"Y li ck III 0 1', ' 

tilan one response when app licable. 

Your response wi ll be held contidential iCneecssary. 

I'a rt I 

< I. Branch name 

~. Age 0 18-25 0 26-30 0 31 -40 0 ~ 40 

3. Sex 0 Male 0 Female D 

~ . \ 'la rital status 0 Unmarried 0 Married o Divorce 0 \Vi cl owecl 

:5 , Religion o Muslim D Ch ri sti an D otilcr 

i" Educational status 0 Illiterak 0 Elcll1cnwry lirst cycle (1-·1) 

'::::::::J Ekll1entary second cycle (5-8) 0 Second;lry 

L_J lirs t degree &above 

o Diploma 

7. Occupation D Fanner D Trader D uovcrnmcnt cmployce 

D Unemployed I )Othcrs spceil) 

8. Cli ent status 0 existing D New 

9 Which savi ng service are you currently using? 

1 



o Voluntary saving 

o "Handhuuraa" or saving for children 

o "Sooramaa" or Saving for ret irement 

o Other, Specify ______ _ 

10. How you joined OCSSCO's saving service? 0 By fri ends' recommendation 

o Through company's adverti sing o ot her spccify ------

I I. Wo uld you hear any promotionulmessage about company' s saving service? 

D Yes o No 

12. I f your resJlonse fo r question no. I I is "yes" by which media? I I TV ad show 

o Radio o brochures o PUIl1P leis o 0 \ hers S pCT {\' 

13. How much money do you saved per month? 

o Less than 50 

o 50-1 00 

D 100-200 

o More than 200 

14. Why you save in OCCSSCO's branch. 

o To secure money 

o To get loan access 

o To get interest on saving 

o To accumulate wealth 

o Others Ispecify/ 

15. For how long you wa it as a saving cli en t 0 Less than I year 0 1-3year 

o 3-5 years o More than 5years 

.) 



I (J. Haye you ever withdraw your savi ng so li,r 0 Y~s o No 

17. If your response fo r questi on No. 13 is "Y cs" how paymcnt was maclc to YO LI. 

o By Cash o Cheque 

18 . If it was by cheque from where YO LI got payment o cOlll merci al bank 

o OCSSCOs other branch o Other Banks 



'0 you recommend any of yo ur li'iends to join the progr"Ill') 

D Yes D No 

' hi ch aspect oCcompany's service you liked tIlorc? 

In terest on savi ng 

Low interest on loan 

Client treatment 

! Loan size 

Loan repayment schedule 

Fast client service 

Security or client saving 

Others, specify 

st al so some poi nts you hate about company's se rvice 

your opinion, which measures shoul e! be taken to improve the cli ent service') 

:=J Improving saving intere:; t 

:=J Reducing loan interest 

=:J Providing fast withdrawal service 

=:J Avoiding group collateral 

=:J Avoiding center meetings for loan cli en ts 

=:J Improving security of cl ient saving 

=:J Improving branch bui ldi ngs anci its facil ities 

=:J Others, Speci fy ____ _ --- .,'----- ,_. -
'!at add itional measures cl o you think should be ta ken to Improve cLlI llpany's 

vice? 

yo u think that you would rejo in the compan y's se rvice in the Cutu rc? 

] 
Yes 

D 
No 

• 
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