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Abstract 

 

Lending companies, also known as microfinance businesses, are considered one of the primary 

sources of external financing for small businesses and are key to helping small firms maintain cash 

flow, hire new employees, purchase new inventory or equipment, and grow their business, thereby 

contributing to the economic health of a certain nation. Using descriptive correlational design and 100 

randomly selected customers, this study aimed to determine the relationship between the strategies of 

lending companies in terms of prices, services, and promotions and the customers’ satisfaction in 

terms of tangibility, reliability, assurance, responsiveness, and empathy of 30 different lending 

companies in San Jose, Occidental Mindoro. The findings reveal that the ability of a business to 

establish trusting connections with its clients, satisfy their needs for high-quality service, and maintain 

their satisfaction with its goods or services is a significant factor in its success. Companies risk losing 

out on possible business prospects because unhappy customers will tell others about their bad 

experiences if they don't have strong customer responsiveness methods. Lastly, the results reveal no 

significant relationship between the extent of business strategies these lending companies utilize and 

the level of customer satisfaction they have garnered. This study recommends that lending companies 

strive to continually improve the physical features of their establishments and advance prompt, reliable, 

and personalized services for their customers to cater to their customers’ satisfaction. Future research 

may explore other factors influencing customers’ satisfaction with lending companies, such as the 

proximity of lending businesses to their target customers and gender and development concerns. 

 

Keywords: lending companies, strategies, customer satisfaction, responsiveness, empathy, service 
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Strategies of lending companies and customer satisfaction in San Jose, Occidental 

Mindoro 

 

1. Introduction 

Lending companies, otherwise known as microfinance businesses, are considered one of the primary sources 

of external financing for small businesses and are key to helping small firms maintain cash flow, hire new 

employees, purchase new inventory or equipment, and grow their business, thus contributing to the economic 

health of a particular nation (Mills & McCarthy, 2016). Their support in micro, small, and medium enterprises 

(MSMEs) underscores the importance of their existence, which must be sustained for a certain economic 

landscape to thrive. For example, there are more than 4.8 million small and medium-sized businesses in the UK, 

which account for over 50% of employment and commercial revenue in the country. Small businesses have been 

characterized as essential and critical to the health of the economy overall due to their inventiveness, adaptability, 

and flexibility (Nowak et al., 2017). Meanwhile, in a developing nation like the Philippines, small and 

medium-sized businesses that depend on soft loans from microfinance organizations are the backbone of the 

economy. MSMEs are funded primarily by lending businesses and microfinance companies, which comprise 

around 99 percent of the firms in the country; thus, they play a key role in developing the Philippine economy. In 

addition, according to the Asian Institute of Management, through the assistance of lending businesses, most 

micro, small, and medium enterprises have the means and drive to promote their products and services to 

progress and pay their loans (Ronquillo, 2021).  

Despite their importance to the Philippine business community, moneylenders are on the frontlines when 

economic crises arise. They are vulnerable to cash flow disruptions, inflation, and low capital gains. They are 

assisting people in escaping poverty, as they are now known as a way to outsource the means to start something 

that can be useful someday. Over the last few decades, microfinance has become increasingly popular worldwide. 

It is seen as a crucial tool for empowering and advancing the development of the impoverished as well as for 

reducing poverty. These individuals lack access to traditional financial service providers; thus, lending 

companies reach out to them while, in turn, making profits out of it. From these points, the performance of any 

small, medium, and large lending companies that could guarantee sustainability is an imperative task that needs 

to be given utmost and immediate attention. As previous literature has presented, two important elements that 

have a significant impact on an organization's performance and growth are its profitability and sustainability, 

whereas a high level of customer satisfaction promotes both of these factors (Mittal et al., 2023). Moreover, 

Singh et al. (2023) have outlined the importance of customer service in the modern business world and how it is 

closely related to customer satisfaction, which is a crucial success component for an enterprise to thrive in a vast 

market. 

As an important success component, keeping satisfied customers availing themselves of one’s products and 

services repeatedly while encouraging new and curious ones to utilize them is not an easy task due to a variety of 

customers’ preferences. A level of customer satisfaction that encourages loyalty spending and the tendency to 

return and stay due to positive service quality experienced by the customers is the baseline for services to grow 

and sustain their competitive advantage, particularly in the banking or lending industry (Asnawi et al., 2020). 

However, lending companies tend to concentrate mainly on acquiring new customers while lacking adequate 

strategies and research on retaining current customers and enhancing their satisfaction, resulting in lost 

opportunities for sustained loyalty and growth (Simanjuntak et al., 2020). Thus, the inquiry lies in understanding 

how personalized services, technology, customer experience, relationship management, loan terms, and external 

factors impact customer satisfaction and retention. Achieving the optimum service quality value is a tool to 

survive in a competitive business world. One of the main priorities of any financial institution is to maximize 

revenue, and to do so, it is important to acquire an adequate number of clients or borrowers who can remain with 
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them for a long time. In a highly competitive market, a competitive edge through quality services is undoubtedly 

essential for it to survive. By proactively tracing borrowers’ satisfaction and their tendency to uphold retention, 

local lending businesses in San Jose and even national lending companies in the Philippines can have access to 

vital information that will provide them a better understanding of their areas of weakness and improve their 

existing practices to encourage more Filipinos of any class to access their products and services. 

Statement of the Problem - The main purpose of the study was to ascertain which among the lending 

companies’ strategies significantly influence the customer satisfaction of selected lending companies in San Jose, 

Occidental Mindoro. Specifically, this study will answer the following questions: (1) What is the extent of lending 

companies’ strategies implemented in San Jose, Occidental Mindoro, in terms of price, service, and promotion? (2) 

What is the level of customer satisfaction of selected lending companies in San Jose, Occidental Mindoro, in terms 

of tangibility, reliability, assurance, responsiveness, and empathy? (3) Is there a significant relationship between 

the extent of strategies and customer satisfaction of selected lending companies in San Jose, Occidental Mindoro? 

Significance of the Study - This study focused on providing various strategies, valuable perceptions, and 

practical strategies for lending companies regarding customer satisfaction in the selected lending businesses in San 

Jose, Occidental Mindoro. These identified practices directly impact the provision of quality services, which can 

be crucial to improving the company’s business strategies and customer satisfaction. In the selected local lending 

companies in San Jose, Occidental Mindoro, the study can improve customer experience, leading to higher 

satisfaction levels in the competitive lending business industry. To future researchers, the study will be a valuable 

stepping stone for investigating the clear relationship between lending firms' business strategy and client retention 

and satisfaction. 

Scope and Delimitation of the Study - This study focused on the selected lending company in San Jose, 

Occidental Mindoro, consisting of 30 lending companies. The scope explored the extent of the lending business’s 

strategies implemented by the selected lending companies in terms of price, service, and promotion. Moreover, it 

also focuses on lending companies' level of customer satisfaction regarding tangibility, reliability, assurance, 

responsiveness, and empathy in selected lending companies in San Jose, Occidental Mindoro. The study did not 

include other San Jose, Occidental Mindoro lending companies. 

2. Methodology 

Research Design - This study used a descriptive-correlational research design. It is descriptive because it 

describes the level of lending companies’ strategies and customer satisfaction in San Jose, Occidental Mindoro. 

Moreover, the correlational research design was used to find a significant relationship between the respondents’ 

extent of strategies and customer satisfaction in selected lending companies in the said locale. 

Respondents of the Study - The respondents of the study were individuals engaging in lending businesses and 

patrons availing of their products. The researchers have gathered 100 customers served by these lending 

businesses in San Jose, Occidental Mindoro, as the respondents of this study. The researchers chose a lending 

business in San Jose, Occidental Mindoro, because it is a first-class municipality highly favorable to the study. 

According to the Municipal Treasurer’s Office - Business Permits and Licensing Office, 30 lending businesses 

operate in this municipality. Thus, 3-4 customers of each lending company are randomly selected to take the 

survey. 

Research Instrument - An adapted questionnaire was used as an instrument for data collection. The 

questionnaire consisted of two (2) parts. The first part contains the three factors of customers’ expectations: price, 

customer service, and promotions based on Vettivel and Selvi (2019). The second part included five factors 

according to the service quality dimensions of the SERVQUAL system: tangibility, reliability, assurance, 

responsiveness, and empathy, based on Parasuraman et al. (1988), as it was utilized and mentioned by Nguyen et al. 

(2024). The researchers explored the customers’ extent of strategies and satisfaction levels towards lending 

businesses in San Jose, Occidental Mindoro. According to SERVQUAL theory, a study on the Gongbei Lingnan 
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community's tourism service quality evaluation found that the entire scale's reliability coefficient was 0.747, 

higher than the typical 0.7. This suggests the data had excellent stability, internal consistency, and reliability. The 

dimensional scales' reliability coefficients further supported the trustworthiness variable, surpassing the accepted 

standard of 0.7 (Nguyen et al., 2024). 

Data Gathering Procedure - After preparing the research questionnaires, the researchers sought permission 

from the graduate school dean to distribute the instrument to the respondents. Permission was also requested from 

the lending businesses’ managers for their voluntary participation in the study, after orienting them about the 

nature of their involvement and the possible benefits of the study in their management. Data gathering was done 

based on the availability of the respondents. Standard administration and ethical procedures are considered. Also, 

the researchers strictly observed the required health protocols, such as wearing face masks and face shields and 

physical distancing. The data was gathered throughout five (5) to ten (10) working days. After the questionnaire 

was distributed personally, results were carefully consolidated and tabulated, and forwarded to the statistician for 

data treatment and analysis of results.  

Statistical Treatment of the Data - After gathering the pertinent data, these were tabulated, analyzed, and 

interpreted using several statistical tools. Descriptive statistics, such as mean, were used to assess the lending 

business strategies and their impact on customer satisfaction. Finally, the relationships between and among the 

variables were analyzed using Pearson’s r-moment correlation analysis. 

Ethical Considerations - The researchers used quantitative data to determine the extent of lending business 

strategies and the level of customer satisfaction they have delivered. These were done through survey 

questionnaires validated by the research panelists. The researchers also indicated their utmost commitment to 

keeping the confidentiality of the data they gathered, especially the names and data of the local lending businesses 

in San Jose, according to existing data privacy and protection laws. To observe further ethical conduct, the 

researchers sent a letter to the lending businesses to ask for their permission to use their data to achieve the 

objectives of this study. Also, the identity of the customers of these lending businesses was treated with respectful 

confidentiality and will be solely utilized according to the specific problems set forth. 

3. Results and Discussions. 

Based on the data presented in Table 1, the overall composite mean is 3.51, indicating a very high extent of 

strategies being extended to the aspect of the prices of products offered by the lending companies. It supplies the 

understanding that the customers are satisfied with the interest rates offered, as they perceive them as realistic 

and practical for their capabilities. The findings support the study of Biger & Sher (2016). Still, certain factors 

must be considered, and these are the commitments to obligate these lending businesses to lend up to the agreed 

packages as long as the borrower meets the terms. They are consistent with the payment timeline. Additionally, 

the highest recorded mean among others is 3.53, which means there is a very high extent of interest in the 

lending businesses in San Jose, Occidental Mindoro, which gave each customer a decent and appropriate interest 

rate. This also correlates to the findings of Bhutta & Hizmo (2021) and Bartlett et al. (2021), where business 

lenders formulate offers and loan packages for borrowers that they may choose to pay “discount points,” an 

up-front lump sum, to a lender to reduce the loan interest rate and be more realistic to the client’s background 

and needs. On the other hand, even though interpreted as high, the lowest recorded mean is 3.20, which means 

that most lending companies in the town provide flexible interest rates based on the customers’ budget. 

According to Omarini (2018), lending businesses utilize the capabilities of each borrower, thus adapting to their 

needs. Lenders should have greater incentives to assess the borrower’s quality when lending to a poorly 

performing borrower.  

In addition, the composite mean is 3.55, which is a very high extent, suggesting that the services 

implemented by the lending companies in San Jose, Occidental Mindoro, are substantial and sociable. Such 

findings further indicate the competency of lending businesses in the town of San Jose to deliver appropriate, 
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consumer-friendly, and empathetic services for their patrons. As a business strategy, it must be noted that the 

services of lending companies manifested here describe the extent to which clients are content with the services 

that a company offers, as reliable service is thought to be one of the most important aspects of lending business 

strategies, for it enhances operational accuracy and shows a dedication to providing the services that have been 

promised (Zhang et al., 2019). The findings are by Prihantoro et al. (2018), which state that the campaign's main 

objective is to modify consumer behavior by informing, influencing, persuading, and reminding consumers 

about the lending businesses’ goals and the products or services they sell. Moreover, the highest recorded mean 

is 3.61, demonstrating that the lending companies provide informative structures with an approachable attitude. 

The findings relate to the claims of Pack et al. (2024) that when it comes to psychological safety, approachability 

becomes very important. People may find it challenging to share their thoughts, worries, queries, or errors with 

these lending companies without being approachable and well-informed. In contrast, despite being a very high 

extent, the lowest mean is 3.55, which means that the lending companies are considerate based on the clients’ 

capacity. The findings were also evident in the study of Girma (2020), which found that other issues in the 

services in lending businesses signify that borrowers state that loan disbursement is late, loan maturity is short, 

installments are too frequent, and unfair rescheduling options for borrowers with difficulties. Loans with a 

long-term maturity, a grace period, and an increasing loan amount for each loan cycle can leverage the 

satisfaction of the lending businesses’ borrowers. 

Table 1 

Extent of lending companies’ strategies implemented in San Jose, Occidental Mindoro in terms of Price, Service 
and Promotion 
Indicators (Price) Weighted Mean Verbal Description 
The lending company provides adjustable interest rates according to the 
client's affordability.  

3.20 High 

The lending company’s various types of interest rates are practical. 3.35 Very High 
The lending business offers low-interest promotions. 3.41 Very High 
The lending company’s interests are reasonable.  3.53 Very High 
The lending company’s rate of interest for different loans is reasonable.  3.44 Very High 
Composite Mean 3.51 Very High 
Indicators (Service)   
The borrower's capacity is considered by the lending company in credit 
policies. 

3.55 Very High 

The repayment period of the lending company is just and fair.  3.54 Very High 
The credit facilities and schemes are well known to the beneficiaries.  3.61 Very High 
The staff of the lending companies are approachable.  3.61 Very High 
The staff's treatment shows no bias.  3.59 Very High 
Composite Mean 3.55 Very High 
Indicators (Promotion)   
The lending company features discounted loans for emergency purposes. 3.46 Very High 
The lending company provides promotional materials that are easy to 
notice.  

3.68 Very High 

The lending company posts advertisements on social media. 3.48 Very High 
The lending company's promotional information helps to make informed 
decisions.  

3.60 Very High 

The lending company features different kinds of packages.  3.61 Very High 
Composite Mean 3.46 Very High 
Legend: 1.00–1.74 = Very Low Level, 1.75–2.49 = Low Level, 2.50–3.24 = High Level, 3.25–4.00 = Very High Level 
 

Lastly, the highest recorded mean that manifests a very high extent of behavior is 3.68; this suggests that the 

promotional materials of the lending companies are clear and enlightening. This correlates to De Franco et al. 

(2017), who found that effective management has ways of persuading their customers to borrow from their 

lending businesses, and one of those is having the potential to convey information more effectively, reducing 

information asymmetry and making technical explanations simpler between firms and lenders. On the other hand, 

the lowest mean is 3.46 and is interpreted very highly, indicating that emergency loan programs are the top 

priority of the lending companies. Based on the study of Goldrick-Rab et al. (2021), it is important that a modest 

sum of money is made available right away and paid back in a short amount of time. These "emergency" loans 

have many traits in common with consumer loans and can be utilized for several reasons. In other words, loans 
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not meant for emergencies could be used to pay for them. To summarize it all, the composite mean is 3.46, which 

demonstrates a very high extent of exercise, thus advocating that different promotional materials, loan interest 

rates, and profile raisers in selected lending companies in San Jose, Occidental Mindoro, are at the topmost level 

for their company and clients in particular. This reaffirms the importance of promoting products, especially in 

lending companies, for it amplifies the possibility of potential customers coming in, reinforces their branding, 

and attracts more investors and borrowers through effective persuasion and realistic endorsement of their 

products and services. This relates to a strategy in which business lenders formulate offers and loan packages for 

borrowers that they may choose to pay “discount points,” an up-front lump sum, to a lender to reduce the loan 

interest rate (Bhutta and Hizmo, 2021). 

Table 2 

Mean Level of customer satisfaction of selected lending companies in terms of Tangibility, Reliability, Assurance, 
Responsiveness; and Empathy 
Indicators (Tangibility) Weighted 

Mean 
Verbal 
Description 

The lending company staff are well-groomed. 4.69 Very High 
The lending company’s physical features are visually appealing and enough to meet the 
client’s needs. 

4.52 Very High 

The lending company uses up-to-date equipment (e.g., cleaning equipment) and 
instrument facilities.  

4.55 Very High 

The lending company has enough facilities for the customers' needs (Lounge area, Wifi 
area, pantry, bathroom, clinic, etc.) 

4.48 High 

The lending company has enough telephones in each room to communicate with the 
front desk and radios for their staff.  

4.50 High 

Composite Mean 4.55 Very High 
Indicators (Reliability)   
The lending company provides me the services as promised. 4.45 High 
The front desk and staff provide me accurate information, e.g., lending company 
facilities 

4.54 Very High 

The lending company performs the service right at the first time (for example, the staff 
has my correct record of my booking details and requests). 

4.53 Very High 

The lending company is sympathetic and reassuring whenever the customers have 
problems. 

4.45 High 

The lending company catered extra services in times that I needed the most. 4.49 Very High 
Composite Mean 4.45 High 
Indicators (Responsiveness)   
The lending company tells me exactly what services will be provided. 4.45 High 
The lending company staff gives me prompt service. 4.47 High 
The lending company staff are willing to help me. 4.48 High 
The lending company responds to my complaints or raised issues in time. 4.44 High 
The lending company is never too busy to respond to my requests. 4.44 High 
Composite Mean 4.45 High 
Indicators (Assurance)   
The lending company has product knowledge and signage to remind the client of safety 
measures that should be observed. 

4.45 High 

The lending company provides security protocols that can ensure the safety of 
incoming and staying guests. 

4.46 High 

The lending company staff are trustworthy. 4.47 High 
The lending company has adequate equipment for emergencies to ensure the safety of 
their guests (fire extinguishers, sprinklers, first aid kits, etc.) 

4.32 High 

The lending company’s remedying your complaints transparently and effectively 4.47 High 
Composite Mean 4.45 High 
Indicators (Empathy)   
The lending company staff shows personal attention to me. 4.46 High 
The lending company staff knows my specific needs. 4.47 High 
The lending company gives individual attention to the customers. 4.50 High 
The lending company communicates effectively with me. 4.50 High 
The lending company staff greets and addresses me properly. 4.48 High 
Composite Mean 4.46 High 
Legend: 1.00–1.74 = Very Low Level, 1.75–2.49 = Low Level, 2.50–3.24 = High Level, 3.25–4.00 = Very High Level 
 

Table 2 shows the mean level of customer satisfaction of selected lending companies in terms of tangibility, 

reliability, assurance, responsiveness, and empathy. Tangibility has gathered a very high level of composite mean 
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posited at 4.55, which implies that the lending companies provide necessary instruments, appealing facilities, 

and perceptible needs. It only implies the level of satisfaction when it comes to the physical aspects of lending 

businesses in the locality. With these establishments offering safe and convenient facilities that customers are 

comfortable visiting, the tangibles of lending companies will contribute a lot to positive feedback, thus 

increasing the satisfaction that customers will experience. This is associated with the study of Selvakumar (2015), 

as an aspect of achieving customer satisfaction is defined by the appearance of physical facilities, equipment, 

personnel, and communication materials. It is also defined as the clear visibility of resources necessary for 

customer service, the appearance of the management team and professional employees, brochures, and booklets.  

In addition, the composite mean is 4.45, indicating a high level of satisfaction regarding reliability, which 

recommends that the lending companies provide dependable and credible services to meet the clients’ needs. As 

long as customers perceive a lending company’s service to be reliable and consistent, they tend to provide their 

confidence and trust, which empowers the credibility of a lending company. As lending companies rely on 

mutual trust and rapport with their customers, they must maintain reliability and show that they are trustworthy 

in handling their customers and resources. It supports the findings of Hassan et al. (2013) that it is one of the 

most significant components of operation for customers. Reliability of past studies concurred that reliability is 

the ability to deliver the promised service reliably and accurately. Past studies have shown that customers want 

consistent and dependable results.  

Moreover, a high level of responsiveness was demonstrated, as it has the overall composite mean of 4.45, 

indicating that lending companies, as perceived by their patrons, are generally responsive to their needs. This is 

an essential indicator of high self-efficacy and, therefore, a hallmark of a progressive direction in championing a 

quality service from lending companies. This indication follows the diversified needs of various customers to 

cater to their needs promptly and immediately. Many customers have different needs and issues that need to be 

addressed, so they find assurance and convenience if these are resolved and answered quickly. This positive 

outlook aligns with the findings of Korach (2024) that businesses need to continue to provide excellent customer 

service to thrive in today's cutthroat market. The ability of a business to establish trusting connections with its 

clients, satisfy their needs for high-quality service, and maintain their satisfaction with its goods or services is a 

significant factor in its success. Companies run the risk of losing out on possible business prospects because 

unhappy customers will tell others about their bad experiences if they do not have strong customer 

responsiveness methods in place. There is also a high level of customer satisfaction assurance, as signaled by its 

overall composite mean of 4.45. This implies that the ability of employees, with the help of the knowledge they 

possess, to inspire the trust and confidence that they can solicit from their customers is adequate and established.  

A sense of security and accountability must consistently be demonstrated to the customers of these lending 

companies, as they must be assured that their personal information and business with these companies remain 

confidential and safe with the ones they transact with. Kant et al. (2017) further elaborate that courtesy involves 

politeness, respect, consideration, and friendliness of lending companies’ staff. Credibility involves trust, 

worthiness, believability, and honesty; it involves having the customer’s best interest at heart. Contributing to 

credibility is the company's reputation, which is rooted in the personal characteristics of the contact staff. It was 

further reinforced by the findings of Rahman et al. (2021) in the Malaysian banking industry, which engages as 

well in lending businesses, in which they found out that assurance and empathy highly influence their customers’ 

satisfaction (Vu, 2021). Regarding empathy, findings also show high levels of likelihood among customers, with 

an overall composite mean of 4.46. This resembles the level of empathy extended by the lending companies to 

their customers. As indicated in the findings, emphatic approaches toward customers yield positive impressions 

from the customers, as their customers feel that the lending companies they transact with are approachable, 

welcoming, and friendly. Such customer-staff relationships provide a personalized type of service for these 

lending companies' patrons, enabling them to nourish their business relationships with their customers for 

longevity and more business opportunities. Empathy in delivering services, according to Zeithaml (2019), is the 

ability of staff members to inspire confidence and trust. It includes friendliness, civility, client comfort, and 

convenient access to information about goods and services. This study further expounds that when customers 
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interact with courteous employees who inspire confidence in them, their actions give customers a sense of 

satisfaction when transacting. They also expect to interact with courteous employees and receive adequate 

information on service provision.  

Table 3 

Regression Analysis on the Level of Learning Experiences, the Teachers’ Training, and Classroom Management 

Variables Correlation 
Coefficient 

Effect 
Size (r²) 

Critical 
Value 

t-value p-value Interpretation 

Extent of Strategies → 
Customer Satisfaction 

0.670 0.449 1.987 0.672 0.503 Not Significant 

Legend: p-value < 0.05 Significant 
 

As can be gleaned in Table 3, it shows the correlation analysis of the relationship between business 

strategies employed by the lending businesses and their customers’ satisfaction in San Jose, Occidental Mindoro. 

The p-value of 0.503 implies that it is significantly above the typical significance level of 0.05, and the t-value of 

0.672 did not reach the required value of at least 1.680, suggesting that the correlation is insignificant. This 

implies that the business strategies employed by the lending companies do not affect or influence the service 

quality. Furthermore, it can be inferred that, aside from these service dimensions that determine the level of 

satisfaction of the customers, factors other than their strategies can be explored to know if other variables 

significantly affect the level of satisfaction that themers have. Such findings align with research conducted by 

Shikumo & Mirie's (2020), in which the researchers examined the variables affecting Kenyan commercial banks' 

lending to SMEs. Some aspects of service quality did not significantly affect lending decisions, according to the 

study, but bank size and liquidity did. This may point to a complicated relationship between lending strategies of 

lending companies and service quality, as it implies that variables other than conventional lending 

strategies—like bank size and liquidity—have a greater influence on loan decisions. 

Furthermore, studies done by Famiyeh et al. (2018) examined the relationship between the strategies at par 

with customer satisfaction and service quality in the banking industry in Vietnam. According to the study, 

assurance and responsiveness did not significantly improve consumer satisfaction, but only social ambiance and 

reliability did. This shows a complicated link between service quality and customer satisfaction, suggesting that 

some aspects of service quality may not significantly affect customer satisfaction. 

4. Conclusions 

The following conclusions were drawn as a result of the study's findings: There is a very high extent of 

lending companies’ strategies implemented in San Jose, Occidental Mindoro, in terms of price, service, and 

promotion. There is a very high level of customer satisfaction with selected lending companies in San Jose, 

Occidental Mindoro, in terms of tangibility, while reliability, responsiveness, assurance, and empathy exemplify 

a high level of customer satisfaction. There is no significant relationship between the strategies employed by the 

lending companies and the level of customer satisfaction that they have delivered. 

Recommendations - In light of the aforementioned findings and conclusions, the following 

recommendations are hereby presented: interest rates may be modified by lenders per their clients' financial 

capabilities, and their payback schedule ought to be reasonable and equitable. Lending businesses should also 

maximize the use of social media to promote their products. Prioritizing the facilities for the demands of its 

clients should also be taken into consideration. Lending companies may also strive to continually improve not 

only the physical features of their establishments but also advance prompt, reliable, and personalized services for 

their customers to further cater to their customers’ satisfaction. Future research may explore other factors that 

may influence customers’ satisfaction with lending companies, such as the proximity of lending businesses to 

their target customers and gender and development concerns.  

 



 
Strategies of lending companies and customer satisfaction in San Jose, Occidental Mindoro 

International Journal of Research Studies in Education 133 

5. References 

Asnawi, N., Sukoco, B. M., & Fanani, M. A. (2020). The role of service quality in Indonesian customers' 

satisfaction and loyalty and its impact on Islamic banks. Journal of Islamic Marketing, 11(1), 192-212. 

https://www.emerald.com/insight/content/doi/10.1108/jima-03-2017-0033/full/html 

Bartlett, R., Morse, A., Stanton, R., & Wallace, N. (2022). Consumer-lending discrimination in the FinTech era. 

Journal of Financial Economics, 143(1), 30-56. 30-56. 

Bhutta, N., & Hizmo, A. (2021). Do minorities pay more for mortgages? The Review of Financial Studies, 34(2), 

763-789. https://academic.oup.com/rfs/article-abstract/34/2/763/5827007 

Biger, N., & Sher, N. (2016). New Financial Tools for Small Businesses: A Commitment Mechanism to Secure 

Funding. Available at SSRN 2804614. https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2804614 

De Franco, G., Hope, O. K., & Lu, H. (2017). Managerial ability and bank‐loan pricing. Journal of Business 

Finance & Accounting, 44(9-10), 1315-1337. 

https://onlinelibrary.wiley.com/doi/abs/10.1111/jbfa.12267 

Famiyeh, S., Asante-Darko, D., & Kwarteng, A. (2018). Service quality, customer satisfaction, and loyalty in the 

banking sector: The moderating role of organizational culture. International Journal of Quality & 

Reliability Management, 35(8), 1546-1567. 

https://www.emerald.com/insight/content/doi/10.1108/IJQRM-01-2017-0008/full/html 

Girma, E. (2020). Determinants of Loan Repayment Performance in Project Financing in the Case of 

Development Bank of Ethiopia Bahir Dar District (Doctoral dissertation). 

http://ir.bdu.edu.et/handle/123456789/11231 

Goldrick-Rab, S., Hacker, N. L., Kienzl, G., Price, D. V., & Curtis, D. (2021). When Care Isn't Enough: Scaling 

Emergency Aid during the Pandemic. Hope Center for College, Community, and Justice. 

https://eric.ed.gov/?id=ED626843 

Hassan, M., Hassan, S., Nawaz, M. S., & Aksel, D. I. (2013). Measuring Customer Satisfaction and Loyalty 

Through Service Fairness, Service Quality, and Price Fairness Perception: An Empirical Study of 

Pakistan's Mobile Telecommunication Sector. Science International Journal (Lahore), 25 (4), 971-980.  

Kant, R., Jaiswal, D., & Mishra, S. (2017). The investigation of service quality dimensions, customer satisfaction, 

and corporate image in Indian public sector banks: An application of structural equation model (SEM). 

Vision, 21(1), 76-85. https://journals.sagepub.com/doi/abs/10.1177/0972262916681256 

Korach, M. (2024). Customer Responsiveness. https://dealhub.io/glossary/customer-responsiveness 

Mills, K., & McCarthy, B. (2015). The state of small business lending: Credit access during the recovery and 

how technology may change the game. Harvard Business School General Management Unit Working 

Paper (15-004). https://papers.ssrn.com/sol3/papers.cfm? abstract_id=2470523 

Mittal, V., Han, K., Frennea, C., Blut, M., Shaik, M., Bosukonda, N., & Sridhar, S. (2023). Customer satisfaction, 

loyalty behaviors, and firm financial performance: What 40 years of research tells us. Marketing Letters, 

34(2), 171-187. DOI: 10.1007/s11002-023-09671-w 

Nawaz, M. A., Afzal, N., & Shehzadi, K. (2013). Problems of formally employed women: A case study of 

Bahawalnagar, Pakistan. Asian Journal of Empirical Research, 3(10), 1291-1299. 

Nguyen, D. T., Pham, V. T., Tran, D. M., & Pham, D. B. T. (2020). Impact of service quality, customer 

satisfaction, and switching costs on customer loyalty. The Journal of Asian Finance, Economics and 

Business, 7(8), 395-405.  

Nguyen, K. Q. T. (2024). Factors of loan service quality affecting the satisfaction of small and medium 

enterprises' customers in Vietnam. International Journal of Procurement Management, 21(4), 419-439. 

https://www.inderscienceonline.com/doi/full/10.1504/IJPM.2024.142787 

Nowak, A., Ross, A., & Yencha, C. (2018). Small business borrowing and peer-to-peer lending: Evidence from 

Lending Club. Contemporary Economic Policy, 36(2), 318-336. 

https://onlinelibrary.wiley.com/doi/abs/10.1111/coep.12252 

Omarini, A. E. (2018). Peer-to-peer lending: business model analysis and the platform dilemma. International 

Journal of Finance, Economics and Trade (2(3), 31-41. https://iris.unibocconi.it/handle/11565/4013975 



 
Nacase, G. B., Muyot, M. M., Guerrero, C. M., & Galay-Limos, J. A. 

134  Consortia Academia Publishing (A partner of Divine Word College of San Jose) 

Pakurár, M., Haddad, H., Nagy, J., Popp, J., & Oláh, J. (2019). The service quality dimensions that affect 

customer satisfaction in the Jordanian banking sector. Sustainability, 11(4), 1113. 

https://www.mdpi.com/2071-1050/11/4/1113 

Pack, R., Columbus, L., & Duncliffe, T.H. (2024). “Maybe I’m not that approachable”: using simulation to elicit 

team leaders’ perceptions of their role in facilitating speaking-up behaviors. Adv Simul. 7, 31 (2022). 

https://doi.org/10.1186/s41077-022-00227-y 

Prihantoro, W. P., Satria, A., & Hartoyo, H. (2018). The determinant factors of behavior in m-commerce 

application usage for online purchasing. Indonesian Journal of Business and Entrepreneurship (IJBE), 

4(2), 118-118. 

Rahman, M., Isa, C. R., Masud, M. M., Sarker, M., & Chowdhury, N. T. (2021). The role of financial behavior, 

financial literacy, and financial stress in explaining the financial well-being of the B40 group in 

Malaysia. Future Business Journal, 7(1), 1-18. https://doi.org/10.1186/s43093-021-00099- 

Ronquillo, A. (2021). The importance of MSMEs in the Philippines. The Manila Times. 

https://www.manilatimes.net/2021/07/23/supplements/the-importance-of-msmes-in-the-philippines/180

8048 

Selvakumar, J. J. (2015). Impact of service quality on customer satisfaction in public and private sector banks. 

PURUSHARTHA-A Journal of Management, Ethics and Spirituality, 8(1), 1-12. 

https://www.researchgate.net/publication/282916523_Impact_of_Service_Quality_on_customer_satisfa

ction_in_public_sector_and_private_sector_banks 

Shikumo, D. H., & Mirie, M. (2020). Determinants of lending to small and medium enterprises by commercial 

banks in Kenya. arXiv preprint arXiv:2010.12550. https://arxiv.org/abs/2010.12550 

Simanjuntak, M., Putri, N. E., Yuliati, L. N., & Sabri, M. F. (2020). Enhancing customer retention using a 

customer relationship management approach in the car loan business. Cogent Business Management, 

7(1), 1738200. https://doi.org/10.1080/23311975.2020.1738200 

Singh, V.; Sharma, M.P.; Jayapriya, K.; Kumar, B.K.; Chander, M.A.R.N.; Kumar, B.R. (2023). Service quality, 

customer satisfaction, and customer loyalty: A comprehensive literature review. J. Survey. Fish. Sci. 

2023, 10, 3457–3464. DOI: 10.53555/sfs.v10i4S.2218 

Vettivel, E. R. & Selvi, D.V. (2019). Perception of Customers towards Lending Practices of Commercial Banks. 

International Journal of Innovative Technology and Exploring Engineering, 8(7C):24-30. 

https://www.researchgate.net/publication/351823636_Perception_of_Customers_towards_Lending_Pra

practices_of_commercial_banks 

Vu, T. (2021). Service quality and its impact on customer satisfaction. No. November, 0-52. 

https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Service+Quality+And+Its+Impact+On+

Customer+Satisfaction+Travis+Vu&btnG 

Zhang, J., Zhang, J., & Zhang, M. (2019). From free to paid: Customer expertise and customer satisfaction on 

knowledge payment platforms. Decision Support Systems, 127, 113140. 

https://doi.org/10.1016/j.dss.2019.113140 

Zeithaml, V. A. (2019). How do you measure service quality? Mapping Out Marketing: Navigation Lessons from 

the Ivory Trenches, 35(0.20), 0-80.  

 


