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This study aims to 1) examine the customers’ behavior; 2) study the customers’ levels of
opinions on the management; 3) customers’ satisfaction levels; 4) compare the customers’ levels of
opinions on the management in relation to their personal factors; 5) compare the customers’ satisfaction
levels in relation to their personal factors; 6) compare the customers’ levels of opinions on the
management in relation to their behavior; 7) compare the customers’ satisfaction levels in relation to their
behavior; 8) study the relationship between the customers® personal factors and their behavior; and 9)
determine the relationship between the customers’ levels of opinions on the management and their
satisfaction towards the service . Data was gathered from 400 customers. Data analysis was performed
using percentages, frequencies, t-test, F-test, Chi-square, and Pearson correlation. Findings are as follows:

1. Most of the customers had remained members for two years and taken out loans once. They
received credit service information and recommendations from their relatives or friends. The loans had
been taken out to generate cash flow. The customers did not have difficulty in paying back the loans.

2. The customers considered the management in terms of planning, service organization,
service motivation, and quality assurance very important.

3. The customers were satisfied the most with reliability and security. Their satisfaction
was high towards staff members’ working, credit information received, service provision, equipment/
supplies, and facilities.

4. Difference in the customers’ age, status, education background, and average monthly
income related to difference in their levels of opinions on the credit management of People’s Bank
Project with significance level of 0.05.

5. Difference in the customers’ education background related to difference in their
satisfaction levels with significance level of 0.05.

6. Difference in the convenience of the service related to difference in the customers’
opinion levels on the credit management with significance level of 0.05.

7. Difference in the convenience of the service related to difference in the customers’
satisfaction levels with significance level of 0.05.

8. The customers’ age, education background, and average monthly income related to their
membership period and the number of loan taken out.

9. The customers’ levels of opinions on the credit management related to their

satisfaction at low to high levels.





