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Abstract

The paper examines the impact of service quality on customer behavior in microfinance
organizations. The purpose of the study is to analyze how high service quality affects customer

satisfaction and loyalty.

The literature review shows that service quality in microfinance organizations is an
important factor that determines customer satisfaction and loyalty. It is worth noting that
high-quality service increases customer confidence and satisfaction, which in turn contributes

to the financial success of the organization.

Within the framework of the work, the impact of service quality on customer behavior

in microfinance organizations is studied using a mixed methods approach.

Qualitative data were collected through in-depth interviews with managers at Swiss
Capital, MBC and Crystal to identify their strategies, challenges and perceptions of service

quality.

Quantitative data were collected through a structured survey of users of microfinance

organizations, assessing their awareness, perception, and use of microfinance services.

Key findings indicate that service quality, transparency and empathetic customer service
are critical to customer satisfaction and loyalty. The study reveals moderate awareness of
microfinance services, mixed perceptions of their economic impact, and significant impact of

high interest rates on consumer decisions.

Recommendations include issues such as increasing transparency, improving service
quality through employee training and incentives, and developing competitive pricing

strategies.

Overall, the study highlights the importance of continuous improvement in service

quality to better meet customer needs and promote economic development.

Keywords: microfinance organization, service quality, customer behavior, satisfaction,

loyalty.



