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EXECUTIVE SUMMARY 
 
 
In 1996, World Council of Credit Unions, Inc. (WOCCU) conducted two surveys of members of 14 
credit unions participating in the Rural Financial Enterprise component of the El Salvador 
CRECER project funded by the United States Agency for International Development (USAID). 
The two surveys were the “CRECER Baseline Household Survey” (or, “baseline survey”) of credit 
union members, and the “WOCCU-CRECER Marketing Survey” (or, “marketing survey”) of credit 
union members and non-members.  This monograph presents the results of these surveys.  Table 1, 
below, shows the number of survey participants.  The socios and aspirantes data was compared to the 
non-member data.  
 

Table 1:  Survey Participants 
 Socios 

(full members) 
Aspirantes 

(provisional members) 
 

Total Members 
14 credit unions 18,414 3,661 22,075 
Baseline Survey 424 63 487 
Marketing Survey 740 (included in the socios) 1,379 

(includes 639 non-members) 
 
The surveys gathered data about individuals’ demographic and economic characteristics, financial 
services needs, perceptions, and attitudes toward credit unions in the areas where the credit unions 
operate.  The following are some of the most important observations about the socios’ and aspirantes’ 
financial services needs.   
 

Table 2:  Demographic Observations 
Age Group 24-44 45-55 
Characteristic Borrowers Savers/peak earners 
Percentage of Members 56% 18% 

 
To maximize savings mobilization, the credit unions needed to understand the savings needs of 
those in the 45 to 55 age group.  Given that 61% of socios and aspirantes were women, the credit 
unions also needed to develop operations and services to retain female socios and aspirantes, and 
attract more male socios and aspirantes.   
 
Because 47% of the socios and aspirantes were employed in business, the credit unions would attract 
and retain more of them by developing services to meet both employer and employee needs. Such 
services would also motivate aspirantes to become socios.  Given that socios’ and aspirantes’ incomes 
were generally higher than non-members’ incomes, and that male socios’ and aspirantes’ incomes were 
40% higher than females’ incomes, the credit unions’ marketing efforts should be biased toward 
males.  
 
The municipalities’ average economically active population was 191,850 people.  Thirty-five percent 
of the non-members interviewed did not use savings services at any financial institution.  By 
developing services for non-members, the credit unions could attract up to 67,000 new socios and 
aspirantes and increase their municipality penetration from 7.1% to 35%.  Given the importance socios 
and aspirantes placed on access to loan services, the credit unions needed to ensure that their liquidity 
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management and loan disbursement operations served their socios and aspirantes well.  Ninety-six 
percent of the non-members earning over ¢5,751 (US$654) had regular savings, youth savings and 
checking.  Therefore, the credit unions had to develop the capacity to offer and improve these 
services.  
 
Nineteen percent of socios and aspirantes identified private banks as their primary savings institutions. 
Sixty-four percent of non-members and one hundred percent of non-members with deposit or 
checking accounts also identified banks as their primary savings institutions.  Why?  Banks were 
perceived to have 1) convenient locations; 2) security; 3) better access to savings; and 4) better 
returns on savings. Moreover, since 25% of the socios and aspirantes would like the credit unions to 
offer bill-paying services the credit unions’ boards and management need to develop plans to offer 
these services.   
 
WOCCU planned to conduct surveys at the mid-point and at the end of the project.  Subsequent 
surveys would gather comparative data to measure the impact of the project on socios and aspirantes, 
such as their savings behavior, loan behavior, production decisions, asset accumulation patterns over 
time, and their general economic well-being.  
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I. INTRODUCTION 

This section presents the monograph’s objective, the survey area and methodology, the data 
sets developed, and the monograph’s structure.   

A. OBJECTIVES OF THE MONOGRAPH 
 

This monograph presents survey information about members’ practices and needs.  
More specifically, it provides marketing information to the fourteen project credit unions 
in El Salvador regarding members’ and non-members’ 1) demographic characteristics; 2) 
economic characteristics; 3) use of financial services; and 4) perceptions of credit union 
services.  The information was used to guide credit union reforms; help credit union 
leaders evaluate and improve their services; monitor the economic well-being of low- 
and middle-income credit union members; and monitor the impact of the project over 
time on members (savings behavior, access to credit, production activities).   

B. SURVEY AREA AND METHODOLOGY 

1. Survey Area 

In September 1995, under the USAID/El Salvador CRECER project, USAID 
initiated a new poverty alleviation program.  The purpose of the program was to 
reduce rural poverty by promoting equitable economic growth and increasing 
participation of the rural poor in formulating the policies and projects that a ffect 
them.  In El Salvador, low-wealth households were rationed out of formal credit 
markets by high transaction costs and strict bank loan collateral requirements.  By 
channeling funds from local savers to limited-income borrowers, credit unions 
attempted to fill this major, formal financial sector gap. By 1996, El Salvador’s credit 
union league, the Federation of Salvadoran Credit Unions (FEDECACES) was 
providing credit, technical assistance, training, and insurance services to 52 affiliated 
credit unions.  Most credit unions offered credit, savings deposits, and credit life 
insurance services.   

 
By 1996, many credit unions depended on FEDECACES for financing.  This 
dependence on the league indicated that operational and financial reforms were 
needed.  Chemonics contracted WOCCU to implement the Rural Financial 
Enterprises Component (RFEC) of the USAID-funded CRECER project. 
WOCCU’s principal project strategy was to implement the new credit union model 
which has four components:  1) mobilization of local savings by offering competitive 
interest rates on standard withdrawable deposit accounts; 2) stricter enforcement of 
loan repayment schedules; 3) loan application evaluation policies which place greater 
emphasis on capacity to repay; and 4) financial management disciplines which 
include capital accumulation, loan loss provisioning, liquidity management and 
delinquency control.   
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Table 3, below, lists the project credit unions and their departments, municipalities 
and membership.  By May 1996, all 14 credit unions listed in Table 3 were 
participating in the project.  Two of them were closed-bond credit unions.  

 
Table 3 

Membership Credit Unions 
(Founding Date) 

Department Municipality 
Socios Aspirantes Total 

ACACESPSA (1996) Santa Ana Santa Ana 782 11 793 
ACACSE (1965) Santa Ana Santa Ana 2,474 181 2,655 
SIHUACOOP (1971) Santa Ana Santa Ana 1,221 75 1,296 
COOP-UNO* (1965) Santa Ana Santa Ana 2,033 511 2,544 
ACOCOMET (1971) Santa Ana Metapán 630 13 643 
ACACME (1965) Sonsonate Sonsonate 2,016 89 2,105 
ACOPACTO (1966) La Libertad Santa Tecla 1,728 86 1,814 
ACECENTA (1963) La Libertad Santa Tecla 624 0 624 
ACOPACC (1966) San Salvador Aguilares 505 36 541 
ACAYCOMAC (1966) Chalaten. Agua Caliente 269 24 293 
ACACYPAC (1965) Chalaten. Nva. Concep.  549 101 650 
ACCOVI* (1965) San Vicente San Vicente 2,355 188 2,543 
ACODJAR (1966) San Vicente San Sebastian 447 95 542 
ACACU (1968) La Unión La Unión 2,781 2,251 5,032 
TOTAL 18,414 3,661 22,075 
* COOP-UNO and ACCOVI credit unions have branch offices in other cities. ACACESPSA and ACENTA 
credit unions were closed bond credit unions.  The analysis in this report refers to the main branches of the credit 
unions.  

 
Over 700 credit union members were featured in this study.  There were two 
categories of members:  full members (or “socios”) and “aspirantes,” also known as 
“ahorrantes no associados” or “aspirantes a socios” who held savings accounts in the credit 
unions but were not full members of these institutions.1  In this monograph, the 
term “socios” refers to full credit union members, “aspirantes” refers to provisional 
members, and “non-members” refers to survey respondents who did not use the 
services of a credit union.  Table 4, below, shows that the project credit unions were 
located in small rural towns, 5 of which had less than 35,000 inhabitants.  Table 4 
also shows that the highest market penetration by credit unions within a department 
was 7.1% in San Vicente.   

 

                                                 
1 WOCCU’s long-term strategy was to convert aspirantes into socios.  
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Table 4 
Department & 
 Municipality 

Total 
Population 

EAP* Credit Union 
Members 

Penetration 
(by EAP) 

Santa Ana 458,587 157,454 7,931 5.0% 
 Santa Ana 210,970 79,440   
 Metapán 49,950 15,352   
Sonsonate 360,183 115,475 2,105 1.8% 
 Sonsonate 77,773 27,299   
La Libertad 513,866 182,719 2,438 1.3% 
 Santa Tecla 113,698 48,040   
San Salvador 1,512,125 594,618 541 0.09% 
 Aguilares 20,439 6,619   
Chalatenango 177,320 54,256 943 1.7% 
 Agua Caliente 8,460 2,259   
 Nueva Concepción 27,321 7,956   
San Vicente 143,003 43,537 3,085 7.1% 
 San Vicente 45,559 15,358   
 San Sebastian 12,988 3,785   
La Union 255,565 194,894 5,032 2.6% 
 La Union 36,903 27,848   
* EAP = Economically Active Population.   
Source:  1992 National Population Census. 

 

2. Survey Methodology 

Arely Hernández directed the CRECER Monitoring and Evaluation Unit with the 
assistance of Ricardo Tercero.  Two surveys were conducted:  the “CRECER 
Baseline Household Survey of Credit Union Members (socios and aspirantes)” 
completed in June, 1996 and the “WOCCU-CRECER Marketing Survey of Credit 
Union Members and Non-Members” conducted in December, 1996.   

 
?? Baseline Household Survey Methodology 

??A total of 487 members (424 socios and 63 aspirantes) were surveyed. 
?? In each of the 12 “open” credit unions, a random sample of 30 current 

socios was selected. The socios were selected from the most recent and 
complete listing of all socios for each credit union in the project.   

?? A stratified sampling method was used to select a proportionate number of 
aspirantes (relative to socios).  Stratified sampling ensured that aspirantes 
were selected proportionately to their weight in the credit union.  

?? The resulting over-representation of members from the smaller credit unions 
was addressed by “weighting” the data to compute overall averages.  
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?? The selected individuals were then interviewed at their place of business, at 
their home2, and for the two “closed” credit unions, as walk-ins (i.e., when 
they visited the credit union to conduct business).  The “closed” credit 
unions sample was thus partially biased in favor of active members.  

?? Marketing Survey Methodology 
?? Interviews with 1,379 persons were conducted in 10 municipalities. 
?? Using information gathered from the Baseline Survey, 740 socios and/or 

aspirantes were randomly selected and interviewed in the credit unions’ market 
areas.3 

?? Interviews were conducted with 639 non-members in the same locations.4  
Over-representation of smaller credit union members or of non-members 
from the smaller municipalities was corrected by a “weighting” process.  

?? To calculate overall averages for each of the sub-populations of members 
and non-members, observations from each credit union were weighted 
proportionately to the actual size of the credit union and observations from 
each municipality were weighted proportionately to the 18 municipalities’ 
total population.  

C. DATA SETS DEVELOPED 
 

Three data sets were developed. 
 
1. Baseline Survey Data Set.  This survey elicited information about respondents and 

their households. 
?? Demographic Characteristics:  age, sex, education, etc. 
?? Economic Characteristics:  labor market participation, business activities and 

asset values, agricultural activities and asset values (including land, animals and 
equipment), residential property, incomes. 

?? Use of Financial Institutions:  types of savings held in different financial 
institutions, types and amounts of loans received from different sources of 
credit. 

 
2. Credit Union Institution Records Data Set:  Savings and loan histories and uses 

information for members interviewed in the Baseline Survey was extracted from the 
credit unions’ files.5  The savings and loan history for the 1993-1996 period was 
reconstructed from members’ shares and deposit savings records, previous loan 

                                                 
2 The minimum number of names initially selected for interviews from the membership registries was larger 

than the minimum number of questionnaires needed for the analysis, to replace selected names that were either 
unavailable or unwilling to be interviewed. 

3 For the purposes of the marketing survey, the selection of credit union members was done without 
differentiating between socios and aspirantes.  

4 WOCCU sought non-member data that represented the sub-population of non-members located in the 
principal market centers of the 14 credit unions.  The non-member data could be used to identify the characteristics and 
financial practices of potential credit union members.  

5 This information was gathered in September 1996 in all credit unions except ACACU.  Note that five of 
the socios and aspirantes interviewed for the Baseline Survey in May-June 1996 had, by September 1996, left their credit 
unions. 
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applications, and loan repayment cards.  For each loan received, information was 
collected on the loan size, type, destination, interest rate, term and types of guarantee 
used.  

 
3. Marketing Survey Data Set:  This survey elicited information about respondents’:  

?? Demographic Characteristics:  age and sex.  
?? Economic Characteristics:  occupation, and income. 
?? Use of Financial Institutions:  type of savings held in different financial 

institutions and use of alternative financial institutions for loans. 
?? Attitudes and Perceptions Toward Credit Unions:  members’ perceptions of 

credit union services, and non-members’ reasons for not using credit union 
services.  

D. STRUCTURE OF THE MONOGRAPH 
 

This monograph is organized as follows:  Section II describes the credit union 
membership profile.  It presents summary statistics from each sample on the survey 
respondents’ demographic and economic characteristics.  Section III explores the 
savings behavior and access to credit of the survey respondents.  Section IV reports 
respondents’ perceptions of credit unions, evaluates members’ satisfaction with current 
services, and identifies the types of savings services and lending instruments that 
members are likely to demand in the near future.  Lastly, Section V summarizes the 
accomplishments of the credit unions and highlights possible areas for improvement to 
better serve members. 
 
General observations were made about the survey data6 and trends common to all the 
surveyed credit unions were identified.  The unique conditions at individual credit unions 
were evaluated.  Credit union leaders could use this information to develop marketing 
plans.7  
 

II. CREDIT UNION MEMBERSHIP PROFILE 

This section describes the credit unions’ membership profile and presents summary statistics 
on the demographic and economic characteristics of the survey respondents.   

A. DEMOGRAPHIC CHARACTERISTICS OF SURVEY RESPONDENTS 

1. Age  

The Baseline Survey produced age data.  Table 5, below, compares the age 
distribution of sample respondents (credit union socios and aspirantes) to El Salvador’s 
age distribution. Table 5 uses individuals’ typical states of economic life:  the “18 to 

                                                 
6 In the results tables, the information presented for socios at the individual credit union level, or for non-

members at the municipal level are actual (0-weighted) values.  The results at the aggregate level, however, are weighted 
to reflect the actual size of each reference population. 

7 All figures listed in the tables have been given in the local currency (Colones).  The rate of exchange used as 
a basis for conversion to U.S. dollars was US$1 = ¢8.8.  
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24” age group is beginning to borrow; the “25 to 44” age group is the prime 
borrowing group; the “45 to 54” age group’s earnings and savings potential are at 
their peak; and those 55 and older are in or approaching retirement.  

 
Table 5 

Age Distribution of the Sample Membership 
Age Group Sample Credit Unions (1) El Salvador (2) 

18-24 5% 19%(*) 

25-44 56% 47% 
45-54 18% 14% 

55 & Older 21% 20% 
Total 100% 100% 

Sources:  (1) Baseline Survey Data; (2) 1992 National Population Census. 

NOTE:  (*) THIS FIGURE CORRESPONDS TO THE PERCENTAGE OF THE 
POPULATION BETWEEN THE AGES OF 20 AND 24.  

 
Table 5 shows that the credit unions’ membership penetration level was lowest for 
the 18-24 age group (5%).  One of the project’s goals was to rapidly expand savings 
mobilization.  WOCCU was concerned tha t the majority of the sample members 
(56%) were in the prime borrowing age group.  Only 18% of the surveyed members 
were in the prime savings age group.  The Market Survey data was biased toward 
active members.  This may explain why the average age of Market Survey socios and 
aspirantes was 37 years (lower than the 43 years old, average Baseline Survey age).  
The Market Survey also showed that, in every municipality, socios and aspirantes were 
older than the non-members.  

2. Gender   

The Baseline Survey gender distribution data was compared to the gender 
distribution of El Salvador’s population.  Table 6, below, shows that there were more 
female members.  Why?  A review of members’ prime occupation areas showed that 
most members were primarily involved in business.  Women accounted for 72% of 
the sample members who reported that business was their main activity (please see 
section B, below).  Male members were significantly under-represented, so the credit 
unions could target their marketing effort towards men.   

 
                        Table 6 

Gender Distribution 
 Male Female  
Republic of El Salvador (1) 49% 51% 
Baseline Survey Respondents 
 Members:  Socios and Aspirantes 
 Socios 
 Aspirantes 

 
39% 
41% 
29% 

 
61% 
59% 
71% 

Sources:  (1) 1992 National Population Census 
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The Market Survey showed that women comprised 56% of the socios and aspirantes.  
Within the municipalities, there were generally fewer male socios and aspirantes than 
non-members.  

3. Relationship of Membership to Household Head and Household Size    

The Baseline Survey showed that 56% of the socios and aspirantes were heads of 
households.  Thirty-six percent were spouses of household heads.  Eight percent 
were children of the household.  Regarding household size, the average number of 
people per household was four (including children).   

4. Education Levels   

The Baseline Survey showed that 60% of the respondents had more than primary 
school education.  Eight percent had some university education.  Eleven percent had 
no formal schooling.  In contrast, El Salvador’s adult illiteracy level stood at 29%.8  
The literacy levels of the socios and aspirantes were much higher than the country-wide 
levels.   

5. Length of Membership   

The Marketing Survey showed that the average socio and aspirante had been a credit 
union member for eight years. 
 

B. ECONOMIC CHARACTERISTICS OF SURVEY RESPONDENTS 
 

This section shows the surveyed members’ occupational categories, income distribution, 
asset ownership, and business activities. 

1. Occupational Categories   

The Baseline Survey showed that 47% of the members were in business (self-
employed in commerce, production, or services).  Table 7, below, provides a 
comparison by gender of the members’ primary occupations.  Table 7 shows that 
women represented 62% of the entire sample.  Female socios’ and aspirantes’ role in 
the business sector was more significant than in wage employment.  Socios were more 
likely to be salaried employees (47%) than self-employed business entrepreneurs 
(44%).  Aspirantes were more likely to be self-employed in business (63%) than 
salaried employment (18%).  Business employment was more likely, partially because 
the two closed bond credit unions admitted only a few or no aspirantes.  
ACAYCOMAC was the only credit union where socios’ and aspirantes’ employment in 
agriculture and animal husbandry (24%) was greater than salaried work (14%).  
Between 21% and 23% of ACAYCOMAC and ACOPACC credit unions’ socios and 
aspirantes reported that their primary occupation was “homemaker.”9  Eleven percent 

                                                 
8 The World Bank, World Development Report 1997, Oxford University Press, 1997, P. 214.  
9 Note that members are classified by the occupation from which they earn the most income.  Homemakers 

owning small businesses are therefore classified as “self-employed in business.”  
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of ACCOVI credit union’s socios and aspirantes reported that their primary occupation 
was “retired.”  

 
Table 7 

Gender Comparision of Credit Union Members’ Primary Occupation 
Sample of Members (Socios and Aspirantes) from 14 Credit Unions 

 Male Members 
(38%) 

Female Members 
(62%) 

Self-Employed Agriculture 100% 0% 
Self-Employed Business 28% 72% 

Salaried Employee 54% 46% 
Homemaker 0% 100% 

Other 51% 49% 
Note:  Figures in parentheses indicate percentage of sample in each gender 

group. 
 

2. Income Distribution.   

The Baseline Survey showed that:  
?? The income distribution among socios and aspirantes was concentrated in the 

¢10,000 (US$1,137) to ¢50,000 (US$5,686) per annum range.  More than 15% of 
the socios and aspirantes in four credit unions (ACOCOMET, ACECENTA, 
ACACYPAC and ACOPACTO) had annual incomes higher than ¢50,000.  The 
credit union with the least spread in its income distribution was ACACESPSA, 
where 89% of the membership had annual incomes of between ¢10,000 and 
¢50,000.   

?? The median annual individual income of socios and aspirantes was ¢24,180 
(approximately US$2,750).10  The median annual income for sampled credit 
union socios was ¢27,000 (US$3,071).  The median average income for sampled 
aspirantes was ¢16,800 (US$1,911).  The highest median income was found among 
socios and aspirantes of ACACME credit union (¢31,200 [US$3,548]).  The lowest 
median income was found among members of ACAYCOMAC credit union 
(¢7,800 [US$887]).  The large differential in median income levels between 
members of ACACME and ACAYCOMAC credit unions suggests that credit 
unions had the potential to serve a wide range of income groups. The individual 
median income of male credit union members (at ¢30,000 [US$3,412]) was 40% 
higher than the median income of female members (at ¢21,600 [US$2,457]).   

?? Regarding socios and aspirantes income ranges by gender:  Female socios’ and 
aspirantes’ incomes were principally concentrated in the ¢10,000 to ¢25,000 per 
annum range.  Male members’ incomes were concentrated in the ¢25,000 to 
¢50,000 per annum range. 

                                                 
10 Four hundred forty-one respondents provided income data.  The median income is a better measure of 

central tendency than the mean income when the data set contains a few extreme values, high or low.  Regarding the 
project credit unions’ socios and aspirantes, 50% had household incomes of less than, and 50% had household incomes of 
greater than US$2,750.  As a general point of reference, El Salvador’s GNP per capita in 1995 was US$1610 (The World 
Bank, World Development Report 1997, Washington:  The World Bank, 1997).  
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The Marketing Survey showed that: 
?? Socios and aspirantes had higher income levels than non-members.   
?? The income distribution was generally less spread for the members than for non-

members.  More than 25% of the non-members interviewed had monthly 
incomes of less than ¢1,150 (US$131).  Ten percent of sampled credit union socios 
and aspirantes had monthly incomes of less than ¢1,150 (US$131).  Thirty-one 
percent of credit union socios and aspirantes had monthly incomes of more than 
¢3,451 (US$392).  Eighteen percent of non-members had monthly incomes of 
more than ¢3,451.  

?? Regarding socios’ and aspirantes’ incomes:  twenty-seven percent of socios and 
aspirantes of ACAYCOMAC credit union had income levels of less than ¢1,150 
(US$131).  Thus ACAYCOMAC credit union had the most number of poor 
socios and aspirantes.  Thus, ACAYCOMAC credit union had the most number of 
poor socios and aspirantes.  Forty-one percent of the socios and aspirantes of 
ACOCOMET and ACACYPAC credit unions had income levels greater than 
¢3,451 (US$392).  None of the socios and aspirantes of ACACME, ACOPACTO 
and ACECENTA credit unions had incomes below ¢1,150 (US$131).  

3. Ownership of Assets11 

?? Distribution of Wealth.  The Baseline Survey showed that: 
?? Twenty-two percent of female members fell in the bottom wealth category, 

compared to fourteen percent of the male members.  Twenty-three percent 
of male members belong to the top category, compared to sixteen percent of 
the female members.  Therefore, female credit union members tend to 
belong to households that are poorer in terms of their ownership of assets.  

?? Socios and aspirantes of ACACME, ACOCOMET and ACACYPAC credit 
unions were among the wealthiest in the sample.  Members of ACOPACC 
and ACODJAR credit unions were among the poorest, with approximately 
60% of their members in the lowest two wealth quintiles.12  Sixty percent of 
the aspirantes belonged to the bottom two wealth quintiles, compared to 36% 
of the socios. Forty-two percent of the socios belonged to the top two wealth 
categories, compared to 28% of the aspirantes.  Therefore, socios tended to 
belong to households that are better off in terms of their ownership of assets 
than aspirantes.  

 
 

                                                 
11 Assets are a crucial determinant of access to credit and production behavior in general.  For example, the 

ownership of land provides collateral, and therefore influences production decisions.  Thus, farmers with little or no land 
will not be able to engage in the production of profitable export crops, which use costly inputs.  Business assets are those 
used by a business and include agricultural and residential assets.  Business assets that can be used to obtain credit 
include:  land, buildings, machinery, equipment, vehicles, and inventories.  The main agricultural assets are land, livestock, 
and agricultural machinery.  Residential assets include all residential assets include all residential properties owned by the 
respondents and their households.   

12 Quintiles describe the separation of data into five equal categories, with the bottom 20% of wealth holders 
in the first quintile and the top 20% of the wealth holders in the fifth quintile.  
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?? Composition of Household Wealth.  The Baseline Survey showed that: 
?? The average household wealth level for the credit union socios and aspirantes 

was ¢260,092 (about US$29,500).  The average household wealth level for the 
socios was ¢266,629 (about US$30,000) which was 20% higher than the 
aspirantes (¢221,162, about US$25,000).  

?? Residential (urban housing) assets were the major source of the difference in 
wealth between members, and accounted for the largest share of this wealth 
(71%).  Business assets comprised 23% of total wealth and agricultural assets 
comprised only 6%.   

4. Respondents’ Business Activities 

?? The Prevalence of Microenterprises Among Credit Union Members.  The 
Baseline Survey showed that:   
?? Socios and aspirantes owned small businesses in production, commerce or 

services. Table 6, below, shows the surveyed members’ business ownership.  
The percentage of socios and aspirantes who owned a business was nearly 50%.  
Aspirantes were more likely to own and operate a business than socios (58% 
and 48% respectively).  The ownership difference was partly because of 
credit union membership policies.  The two credit unions with the smallest 
percentage of members owning a business were also the credit unions that 
admitted very few or no aspirantes. The percentage of socios and aspirantes 
households that owned and operated a business ranged from 23% (for 
ACECENTA credit union) to 82% (for ACACSEMERSA credit union).  
Fifty-seven percent of female socios and aspirantes owned and operated a 
business, compared to 37% of male socios and aspirantes, indicating that female 
socios and aspirantes were more likely than males to own a business.  
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Table 8 
Credit Union Members’ Business Ownership by Gender 

Percent Owning Businesses  
Overall Male CU 

Members 
Female CU 
Members 

CU Members:  Socios & Aspirantes 49% 37% 57% 
By Type of Respondent 
 SOCIOS 

 Aspirantes 

 
48% 
58% 

 
37% 
41% 

 
56% 
65% 

By Credit Union 
1. ACACESPSA 

2. ACACSEMERSA 
3. SIHUACOOP 
4. COOP-UNO 
5. ACOCOMET 
6. ACACME 
7. ACOPACTO 
8. ACECENTA 
9. ACOPACC 
10. ACAYCOMAC 
11. ACACYPAC 
12. ACCOVI 
13. ACODJAR 
14. ACACU 

 
13% 
66% 
65% 
59% 
59% 
33% 
38% 
13% 
61% 
34% 
64% 
40% 
17% 
57% 

 
13% 
50% 
39% 
73% 
60% 
8% 
39% 
10% 
66% 
27% 
52% 
26% 
14% 
42% 

 
13% 
75% 
81% 
55% 
58% 
48% 
38% 
20% 
59% 
43% 
80% 
49% 
19% 
67% 

Source:  Baseline Survey of Credit Union Members 
 

?? Business Characteristics 
?? The microenterprises owned by socios and aspirantes households were very 

small.  The average microenterprise employed 2.0 permanent employees.  
More than 60% of the businesses provided regular employment of only one 
person.  Ninety-six percent of the businesses employed 5 people or less.   

?? Business activities by gender:  the average male-owned business employed 3.0 
permanent employees; the average female-owned business employed 1.5 
permanent employees; more female-owned businesses provided employment 
for only the respondent.  In only 1% of the cases did female-owned 
businesses employ more than five persons.  Thirteen percent of male-owned 
enterprises employed more than 5 people.  Seventy-five percent of the socios’ 
and aspirantes’ households predominantly employed family members in their 
businesses.    
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III. CREDIT UNION MEMBERS AND NON-MEMBERS SAVINGS 
 BEHAVIOR 

This section presents survey information about members’ savings and their reasons for 
saving; the savers’ characteristics; the members’ primary savings institutions; the members’ 
savings patterns; and credit unions’ savings mobilization efforts.   

A. WHO SAVES:  WHY OR WHY NOT?  

1. Who Saves? 

The Market Survey provided data about the socios’ and aspirantes’ savings.  Socios were 
required to have a credit union share account.  Aspirantes were required to have a 
credit union savings account (regular savings or time deposit account).  Table 9, 
below, shows that 64% of the non-members had an account at a financial institution.  
 

Table 9 
Use of Savings Services of a Financial Institution 

 Yes No 
Credit Union Members (Socios and Aspirantes) 100% 0% 

NON-MEMBERS 64% 35% 

Source:  Marketing Survey of Members and Non-Members 
 

2. Reasons for Not Saving in a Financial Institution 

The non-member data from the Market Survey showed that some non-members did 
not save in a financial institution because they had insufficient income; they were not 
used to saving (8%); they simply do not save in institutions (8%); they did not need 
loans (9%) suggesting that access to loans was an important incentive for saving in 
an institution; and they do not know where to save.  
 
When non-member respondents were asked what credit unions could do to convince 
them to hold their savings in a credit union, 31% wanted more information about 
credit unions and their services (principally through talks, direct communications, 
etc.); 10% suggested that credit unions needed to do more promotions (through 
publicity, advertising campaigns, etc.); 7% wanted greater security; 10% wanted 
better service; 8% mentioned simpler membership requirements; 5% wanted higher 
interest rates on savings; 7% wanted easier access to credit; and 9% were not 
interested in saving at credit unions and the credit unions could do nothing to 
convince them to use their savings services.  

3. Reasons for Saving 

Data on socios and aspirantes in the Baseline Survey showed that 50% said they used 
regular savings and share accounts to pay their consumption expenses (consumption 
expenses payment was the more important motivation for aspirantes).  Twenty-six 
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percent said they saved in shares to start, expand or operate a business.  Socios were 
much more likely to save for business investments than the aspirantes and payment of 
business expenses was the more important reason for saving in credit unions.  Why?  
Credit union shares partially provided access to loans for starting, expanding, or 
operating a business.   

B. CHARACTERISTICS OF SAVERS 

1. Savings Behavior of Socios and Aspirantes 

The Baseline Survey showed that 88% of socios and aspirantes had share accounts. 
Eighty percent had deposit accounts.13  Eight percent had checking accounts.  Socios 
were required to have a credit union share account. Aspirantes had to have a credit 
union deposit account.  Therefore, 100% of socios’ households had share accounts (or 
aportaciones) and 100% of aspirantes’ households had deposit accounts.  Furthermore, 
approximately 30% of aspirantes had a credit union socio (full member) in their 
household.  Seventy-seven percent of socios’ households also had a deposit account 
(regular savings, fixed term deposits, youth savings or special savings deposits).  
 
The percentage of socios’ and aspirantes’ households with a deposit account ranged 
from 48% to 92%.  Eight to sixteen percent of socios’ and aspirantes’ households had 
checking accounts in a financial institution.  Seventy-six percent of the households in 
the lowest wealth quintile used deposits while eighty-five percent of those in the 
fourth wealth quintile used deposits.  The percentage declined slightly in the fifth 
quintile.  The percentage of socios and aspirantes with checking accounts increased 
from 3% of the households in the lowest wealth quintile, to 15% of those in the top 
wealth category.  This indicates that socios’ and aspirantes’ use of deposits increased 
with wealth.   

2. Savings Behavior of Socios and Aspirantes 

The Market Survey showed that all socios and aspirantes had an account at a financial 
institution, while 35% of non-members do not have accounts.  Ninety-three percent 
of the socios and aspirantes had a regular savings account, compared to 64% of non-
members.  Eight percent of socios and aspirantes had a special savings account, 
compared to only two percent of non-members.  Fourteen percent of socios and 
aspirantes had a youth savings account, compared to 8% of non-members.  The 
percentage of socios and aspirantes that reported having regular savings, fixed term 
deposits, special savings, youth savings and checking accounts was greater than the 
percentage of non-members with the same types of accounts.  

3. Savings Behavior by occupational category 

?? Sixty-three percent of business entrepreneurs and private sector employees had a 
savings account in a financial institution.  Seventy-seven percent of public sector 
employees had a savings account.  The percentage of respondents with share 
accounts was higher among public sector employees than business entrepreneurs.  

                                                 
13 Deposits refer to regular savings, fixed term deposits, youth saivngs and special savings deposits.  



16 

The percentage of respondents with special savings deposits was higher among 
business entrepreneurs than public sector employees – the higher use of special 
savings deposits by employees was partially explained by the socios at 
ACACESPSA and ACECENTA; they all have share accounts.  Therefore, 
entrepreneurs were less likely to use the savings services of a financial institution.  
A partial explanation was that business owners invested in alternative 
opportunities.  Public sector employees were more likely to have regular savings 
and youth savings accounts than business entrepreneurs and private sector 
employees.  

?? Seventeen percent of socios and aspirantes who were business entrepreneurs had a 
checking account, compared to six percent of those who were private sector 
employees, and one percent of those who were public sector employees.  
Thirteen percent of non-members, who are business entrepreneurs, had a 
checking account compared to three percent of public or private sector 
employees.  business entrepreneurs were much more likely to have checking 
accounts than either public or private sector employees.  

?? Male credit union members were more likely than female credit union members 
to have checking accounts.  Female non-members are more likely than male non-
members to have youth savings accounts.  

?? The percentage of non-member respondents who had an account in a financial 
institution increased from 46% (for respondents in the lowest income category) 
to 96% (for those earning more than ¢5751 [or US$654] per month).  A similar 
relationship was observed between the level of non-members’ personal income 
and their use of regular savings, youth savings, and checking accounts. Therefore, 
use of financial institutions’ accounts was positively correlated with income.  

?? No credit union member in the lowest two income categories had a checking 
account.  Forty-eight percent of those in the top income category had checking 
accounts.  Thus, income played a significant role in socios’ and aspirantes’ use of 
shares, regular savings, youth savings, and checking accounts.14  

4. Primary Savings Institutions of Members and Non-Members 

?? Respondents’ Primary Savings Institutions:  The Baseline Survey showed that 
73% of socios and aspirantes said that the credit union held most of their 
savings. Socios (76%) were more likely to select credit unions as their primary 
savings institutions than aspirantes (61%). The percentage of socios and 
aspirantes, who had chosen credit unions as their primary savings institutions, 
ranged from 56% to 90%.  Nineteen percent of socios and aspirantes identified 
private banks as their primary savings institutions.  Two percent of socios and 
aspirantes identified public banks as their primary depository of savings.  Very 
few socios or aspirantes stated that they did not have a  primary savings 
institution; these individuals held very little money in inactive credit union 
accounts.  Therefore, credit unions’ main competitors were private banks.  

 

                                                 
14 This comment ignores respondents who reported earning no income because the small number of 

observations in this category (5) does not permit a conclusive evaluation for this group.  
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The percentage of respondents, with private bank savings accounts, increased 
from 10% (for members earning less than ¢10,000 or US$1,137) to 39% (for 
socios and aspirantes in the highest income category).  The percentage of socios and 
aspirantes, who choose credit unions as their primary savings institution, declined 
with increases in personal income and household wealth.  The percentage of 
respondents who considered private banks to be their primary savings institution 
was greater than the percentage that select public banks.  Socios and aspirantes were 
more likely to choose a private, than a public bank as their primary depository of 
savings.  One exception noted was that 14% of the ACACYPAC credit union 
socios and aspirantes identified public banks as their primary savings institution.   
 
The Market Survey data showed that 70% of the socios and aspirantes surveyed 
considered credit unions to be their primary savings institution.15  The range of 
the percentage of socios and aspirantes selecting banks as their primary savings 
institution was 10% (for credit union members with monthly incomes of ¢1,150 
or less [US$131]), to 58% (for those earning more than ¢5,751 [US$654]). Sixty-
four percent of non-members overall, and 100% of those with an account 
(deposit or checking) identified banks (private and public) as the primary 
depository of their savings.  
 

?? Reasons for Choosing a Primary Savings Institution:  The Baseline Survey socios’ 
and aspirantes’ data showed that the most common reason for choosing a credit 
union as their primary savings institution was to secure access to loans.  Almost 
50% of members who deposit most of their savings at a credit union did so to 
meet loan requirements.  Twenty percent of credit union members who choose 
credit unions as their primary savings institution did so because of the higher 
interest rates or the ease of access to their savings.  Therefore, the project credit 
unions seemed to be borrower-dominated.  

 
Twenty-seven percent of the socios and aspirantes did not select credit unions as 
their primary savings institution.  Their most important reasons for depositing 
more of their savings at private banks were:  a) access to savings (20%); b) high 
interest rates on savings (15%); c) loyalty (15%); and d) to meet loan 
requirements (5%). The conclusion was that socios and aspirantes who considered 
banks to be their primary savings institution were primarily concerned about 
their financial institutions’ savings services.  Socios and aspirantes who consider 
credit unions to be their primary financial institution were more concerned about 
their credit services.  For respondents in the top two income categories, as well 
as for respondents with the highest household wealth levels, financial 
institutions’ savings practices (high interest rates and easy access to savings) were 
more important reasons in selecting a primary depository of savings than credit 
access.   
 

                                                 
15 The results by credit unions do, however, vary between the two samples.  This may in part be due to 

differences in the sampling methods used for the two surveys (see section I).  In particular, the stratified sampling 
method used for the Baseline Survey ensured that a representative number of aspirantes is included among the members 
interviewed from each credit union.  
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The Market Survey showed that the primary reason why socios and aspirantes chose 
credit unions as their primary savings institution was access to credit (51%).  The 
primary reasons affecting socios’ and aspirantes’ choice of a bank as their primary 
savings institution were:  the location/convenience of branch offices (51%); 
security (20%); and flexibility in the deposits and withdrawals of savings (17%).  
The primary factors affecting non-members’ choice of a primary savings 
institution were:  location and convenience of local branches (jointly accounting 
for 23%); greater security (21%); and flexibility in deposits and withdrawals from 
the savings accounts (21%).  Lower income socios and aspirantes were noticeably 
more likely than higher income respondents to place more importance on access 
to credit in their choice of a primary savings institution.  Security of an institution 
was more likely to influence higher income socios’ and aspirantes’ choice of a 
primary savings institution.  These reasons for non-members’ choice of a primary 
savings institution identified areas in which credit unions could do more to 
attract savers.  

5. Savings Patterns 

The Baseline Survey showed that access to other credit union services, in particular 
to loans, was explicitly tied to the maintenance of an account at the credit union.  
One hundred percent of socios’ households had share accounts, and 100% of 
aspirantes’ households had deposit accounts in a credit union.16 All 14 credit unions 
offered deposit accounts.  Overall, 51% of socios’ households had such an account in 
credit unions.  This percentage (for each credit union) ranged from 19% (at 
ACOCOMET credit union), to 77% (at ACACYPAC credit union).  These credit 
union shares or savings account requirements positioned the credit unions to capture 
savings as households’ wealth increases.   
 
Overall, 43% of socios’ and aspirantes’ households had a deposit account in a private 
bank.  Eight percent had a checking account in a private bank.  Six percent had a 
deposit account in a finance company.  Five percent had one deposit account in a 
public bank.  The percentages of socios and aspirantes households with savings held at 
other financial institutions were greater for the credit union with the most assets 
(ACOCOMET, ACECENTA, ACACYPAC, and ACACME).  Credit union’s main 
competition in capturing their socios’ and aspirantes’ household savings were clearly the 
private banks.  
 
The percentage of respondent households with private and public bank deposits was 
significantly higher for households in the top two wealth quintiles (approximately 
60%) than for households in the bottom three quintiles (30%).  By contrast, the 
percentage of socios’ households with deposit accounts in credit unions was higher for 
poorer households (the bottom three wealth quintiles) than for wealthier quintiles 
(the top two).  There was a positive relationship between the level of household 
wealth and members households’ use of bank deposit accounts.  Approximately 3% 
of the households in the lowest three wealth quintiles had checking accounts, 

                                                 
16 “Deposit accounts” refer to regular savings, fixed term deposits, youth savings, and special savings deposit 

accounts.  
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compared to 13% of those in the top wealth category, so the use of checking 
accounts increased with wealth.   
 
Credit unions’ efforts to mobilize savings among current socios and aspirantes would 
benefit from attracting household savings held by their more affluent members.  
Mobilization efforts could be limited by the credit unions’ inability to offer checking 
services.  Wealthier commercial enterprise owners were most likely to require the 
security and convenience of checking services for their frequent and large volume 
transaction. Moreover, individuals were likely to minimize their transaction costs by 
maintaining different types of accounts in the same financial institution.  
 
Marketing Survey for Credit Union Members and Non-Members:  Overall, 64% of 
non-members had regular savings accounts (RSAs) in a bank; 47% of socios and 
aspirantes had RSAs in a bank.  Seven percent of non-members had fixed term 
deposits in banks; 4% of socios and aspirantes had fixed term deposits in banks.  
Moreover, non-members’ use of RSAs in banks increased significantly with income.  
 
Twenty-three percent of socios and aspirantes earned less than ¢1,151 (US$131), and 
had a regular savings account in a bank.  One percent, in this income group, had a 
fixed term deposit in a bank; 7% had a youth savings account in a bank.17  Eighty 
percent of those socios and aspirantes earning more than ¢5,751 (US$654) had RSAs in 
a bank; 9% had a fixed term deposit in a bank, and 21% had a youth savings account 
in a bank.  Therefore, socios’ and aspirantes’ use of regular savings, fixed term deposits 
and youth savings in banks was also positively related to income.  
 
Overall, the credit unions’ potential for attracting deposit accounts from high income 
socios, aspirantes and non-member savers may greatly depend on whether credit unions 
were able to offer them the convenience of checking accounts.  

6. Savings Mobilization by Credit Unions 

The Baseline Survey data permitted further analysis of the characteristics of credit 
union savers and their use of credit union services.18  Table 10, below, shows the use 
of savings services by both members and non-members.  The Marketing Survey data 
was used to develop this table.  Table 10 shows that credit unions’ savings services 
were used by socios, aspirantes and non-members at different income levels. Therefore, 
credit unions were playing an important role in mobilizing savings from socios, 
aspirantes and non-members, especially among the lower income categories. 
 
 
 
 
 

                                                 
17 Member respondents earning no income are not considered due to the very low number of observations 

(only 5) in that category.  
18 However, no information was co llected for ACACU credit union.  Moreover, of the 432 members 

interviewed in the other 13 credit unions studied, 5 had left the credit unions by the time additional data was gathered 
from the credit union records.   These 5 members were, therefore, not considered in the analysis of this section. 
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Table 10 

Use of Savings Services by Membership Status and Income 
 Use of Savings Services 
 Credit Union Members Non-Members 
By Personal Monthly Income   
 NO INCOME 

1150 of less 
1151 to 2300 
2301 to 3450 
3451 to 5750 
5751 or more 

100% 
100% 
100% 
100% 
100% 
100% 

46% 
54% 
59% 
73% 
92% 
96% 

Source:  Marketing Survey of Members and Non-Members 
 
?? Characteristics of Credit Union Savers   

Socios and aspirantes had, on average:  ¢3,522 (US$401) in shares; ¢563 (US$64) in 
regular savings; ¢377 (US$43) in fixed term deposits; ¢38 (US$4) in special 
savings deposits, and ¢207 (US$24) in ahorros simultaneos.19  The overall average 
total savings per socios and aspirantes was ¢4,708 (US$536).  The total socios savings 
level at ¢4,831 (US$549) was 44% higher than the total aspirantes savings level at 
¢3,350 (US$381). However, aspirantes had both larger total regular savings and 
larger total fixed term deposits than socios.  
 
The range of the average total savings level (for the sample credit unions) was 
less than ¢2,681 (US$305) per socios and aspirantes to ¢7,393 (US$840) per 
respondent.20  Total shares per socios and aspirantes were highest for socios and 
aspirantes in the 45-54 age group.   After the age of 65, members began to dis-
save, and savings levels fell.  Because socios and aspirantes aged 55-64 have had 
more time to build up their savings, total savings peaked for this age category.   
 
Men’s average savings levels were 11% higher than women’s levels.21  Total 
regular savings per respondent were higher for female socios and aspirantes.  Total 
fixed term deposits were higher for male socios and aspirantes.   
 
Socios and aspirantes who were entrepreneurs had more total shares per socios and 
aspirantes than salaried employees. The average savings level of socios and aspirantes 
who were business enterprise owners was ¢5,748 (US$653).  Enterprise owners 
savings levels were higher than the average savings levels of salaried public and 
private employees (with ¢3,901 and ¢2,427 respectively).  
 

                                                 
19 Ahorros simultaneos are compulsory savings which members have to deposit at the credit union when they 

receive a loan.  In some of the credit unions, these sums are deposited in members’ share accounts, rather than in a 
separate account of ahorros simultaneos.  

20 The average savings level excluded a single outlier who, with a fixed term deposit account of 375,000, 
increases overall savings levels per member to 15,549 for COOP-UNO credit union, and to 6,334 for the sample overall. 

21 The inclusion of the single outlier from COOP-UNO credit union would increase the total overall savings 
level per member to 9,200 for men.  
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The lowest average savings level was found among the poorest socios and 
aspirantes (in the lowest quintile – below ¢2,761 [US$314]).  The average total 
savings for socios and aspirantes who have incomes of ¢10,000 (US$1,137) or less 
was ¢3,571 (US$406). The average total savings increased for those earning 
between ¢50,000 (US$5,687) and ¢100,000 (US$11,373) to ¢6,186 (US$704).  The 
average total savings declined for those earning more than ¢100,000. Therefore, 
the savings levels of socios and aspirantes were positively correlated with both 
income and wealth.  Strong and positive relationships were also observed 
between total average share levels and personal income, as well as between total 
shares levels and household wealth.  

?? Average Amount Deposited in Credit Union Accounts 
The socios’ and aspirantes’ average share accounts deposit was ¢4,010 (US$456). 
This average was nearly six times larger than the average regular savings account 
deposit (¢718 or US$82).  The average share account deposit was smaller than 
the average fixed term deposit (¢13,451 or US$1,529).22  Although 80% of 
surveyed socios and aspirantes held regular savings accounts, only 3% held fixed 
term deposit accounts in credit unions.  

?? Size Distribution of Credit Union Accounts 
Most socios’ and aspirantes’ share accounts fell in the ¢1,000 to ¢5,000 range 
(US$114 to US$569).  On average, 15% of the credit union share accounts were 
less than ¢250 (or, approximately US$30). Seventy-one percent of socios’ and 
aspirantes’ regular savings accounts were less than ¢250.  

?? Growth Rate of Socios’ Credit Union Shares 
Table 11, below, shows share account savings behavior.  

                                                 
22 The inclusion of the single outlier from COOP-UNO credit union increases the average size of fixed term 

deposit accounts held by members to ¢61,386.  
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Table 11:  Savings Behavior 

CU Socios:  Changes in Average Deposits in Share Accounts* 
(nominal values used) 

 Average Positive Deposits 
 January 1993 January 1996 

 
Growth Rates 

 Pre-93 
members 

Pre-93 
members 

all 
members 

pre-93 
members 

all 
members 

Overall 2,911 5,159 3,539 77% 22% 
By Credit Union 
1. ACACESPSA 
2. ACACSEMERSA 
3. SIHUACOOP 
4. COOP-UNO** 
5. ACOCOMET 
6. ACACME 
7. ACOPACTO 
8. ACECENTA 
9. ACOPACC 
10. ACAYCOMAC 
11. ACACYPAC 
12. ACCOVI 
13. ACODJAR 

 
2,595 
5,459 
2,849 
3,341 
2,329 
1,868 
1,017 
4,650 
2,512 
1,251 
1,407 
1,805 

612 

 
4,918 
8,740 
5,781 
5,760 
5,315 
2,938 
2,755 
6,285 
3,660 
3,294 
2,865 
3,894 
1,590 

 
4,038 
6,716 
3,342 
3,885 
3,479 
2,307 
1,858 
4,728 
2,433 
2,414 
1,693 
2,937 
1,369 

 
90% 
60% 

103% 
72% 

128% 
57% 

171% 
35% 
46% 

163% 
104% 
116% 
160% 

 
56% 
23% 
17% 
16% 
49% 
24% 
83% 
2% 

-3% 
93% 
20% 
63% 

124% 
By Gender 
  Male 
  Female 

 
3,183 
2,744 

 
5,445 
4,984 

 
3,639 
3,469 

 
71% 
82% 

 
14% 
26% 

Note:   *where account balances are positive 
 **excluding outlying case 
Source:  credit union records of Baseline Survey respondents 
 
 

In 1993, nominal share levels per socios (for pre-1993 socios) averaged ¢2,911 
(US$331).23  By 1996, these share levels had risen to ¢5,159 (US$587).  Table 11 
shows that the strongest, pre-1993 socios, shares growth rates, between 1993 and 
1996 were at the ACOPACTO, ACAYCOMAC and ACODJAR credit unions; 
their shares grew by 171%, 161% and 160% respectively.  
 
In 1993, on average, shares levels of pre-1993 male socios were 16% higher than 
the share levels of pre-1993 female socios (¢3,183 [US$362] vs. ¢2,744 [US$312]).  
By 1996, stronger share growth for women than men (82% vs. 71%) reduced the 
16% gap.  For the pre-1993 socios, male share levels were 9% higher than female 
share levels (¢5,445 [US$619] vs. ¢4,984 [US$567]).  Thus, the gap reduced 
further to 5% when the January 1996 socios were included to determine the 
gender share levels (¢3,639 [US$414] for men vs. ¢3,469 [US$395] for women).  
 

                                                 
23 Two group comparisons were used to measure share growth rates:  1) socios in January 1993; and 2) socios in 

January 1996.  
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In 1996, the nominal share levels per member for the pre-1993 socios was ¢5,159 
(US$587).  When the January 1996 socios were included, the nominal share levels 
per member fell to ¢3,539 (US$402).  Moreover, the nominal shares levels per 
member for the pre-1993 socios cohort increased by 77% (from ¢2,911 in 1993 to 
¢5,159 in 1996), compared to an increase of 22% (from ¢2,911 in 1993 to ¢3,539 
in 1996) when the more recent socios are included.  Overall, the older cohort of 
socios have had more time to accumulate shares in the credit unions and the new 
socios seemed to exhibit lower shares levels.  
 

IV. MEMBER AND NON-MEMBER PERCEPTIONS OF CREDIT 
 UNIONS  

This section represents the Market Survey data regarding why individuals joined the credit 
unions and their satisfaction with credit union services.  

A. WHY MEMBERS JOIN AND NON-MEMBERS DO NOT 

1. Socios’ and Aspirantes’ Reasons for Joining Credit Unions 

Nearly 50% of socios and aspirantes said they joined to have access to the lending 
services.  Access to credit was also a more important reason for socios who joined the 
credit union in the 1980s and 1990s than for those who joined in earlier periods.  
Therefore, access to loans was a more important reason for joining credit unions 
than access to savings opportunities.  Credit unions’ insurance service for loans, 
shares and savings were more important to socios before the 1980s than for more 
recent socios (12%).  Ten percent joined because of the cooperative spirit, or 
philosophy, of credit unions.  This spirit was more important to socios before the 
1980s than for more recent socios.  Six percent joined because of the quality personnel 
service.  Seven percent joined to take advantage of credit unions’ savings interest 
rates.  Location played an important role in the decision of members of 
ACAYCOMAC and ACACYPAC credit unions. 

2. Difficulties in Joining Credit Unions 

Overall, 9% of the socios  interviewed reported that they had experienced problems.  
The joining difficulties mentioned by the socios were the requirements (such as 
sponsorships, obligatory shares deposits, or age limits) (46%), the mandatory 
orientation talks that they had to receive (35%), the obligatory shares (10%), the 
complicated application procedures, and inadequate information (6%).   

3. Non-Members’ Reasons for Not Joining 

Thirty-two percent of non-member respondents “did not know of any credit 
unions.” Knowledge of the existence of credit unions was generally lower among the 
younger (18-34 years) and the older (45-64 years) respondents.  Overall, 22% who 
knew of credit unions had not joined and/or did not use the services of these 
institutions due to lack of information about the credit unions and their services.  
Others simply said they were not interested (15%), they did not need the services of 
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a credit union (11%), and that the banks offered more services (4%).  Other reasons 
for not joining were credit union requirements and conditions (15%), poor 
administration and corruption (8%), lack of stability and perceived lack of 
institutional guarantees (7%).  Others talked about problems with credit unions’ 
lending practices (such as high interests and delays in receiving loans) (10%), and low 
interest rates on savings (2%).  Therefore, credit unions needed to educate non-
members on the benefits of credit union membership and their financial services. 
 
Business entrepreneurs were much more inclined to mention problems with credit 
unions’ lending practices.  Low income non-members (with monthly incomes of 
¢1,150 [US$131] to ¢2,300 [US$262]) were much more likely than those with higher 
incomes (¢2,300 or more) to mention difficulties of joining credit unions as reasons 
that keep them from using the services of these institutions.  Lower income 
respondents were also more likely than higher income non-members to mention that 
they had not joined credit unions, because they were not interested or because they 
did not need credit union services. 

B. MEMBERS’ SATISFACTION WITH CREDIT UNIONS 

1. Advantages of Credit Union Membership 

Sixty percent of the socios considered credit union lending services to be one of the 
most important advantages of membership.  The other – albeit less frequently 
mentioned – advantages of credit union membership were the helpful, trustworthy 
staff (6%), the pick-up service for deposits and loan payments (6%), the cooperative 
spirit (5%), and insurance for loans, shares and savings (4%).  Overall, 11% of socios 
could not mention any advantages to credit union membership.   

2. Attitudes Towards Credit Union Services 

Twenty-two percent of socios were more inclined to reinvest the surplus earnings to 
promote institutional and service building.  Thirteen percent of the socios expressed 
a preference for payment of market interest rates on shares.  Loan recipients’ 
dissatisfaction with credit unions’ lending practices related primarily to the 
requirement of having co-signers (39%), the amount of time required for loan 
approval and disbursement (32%), and receiving less money than requested – 
because credit unions hold part of the loan as obligatory deposits in share accounts 
(16%).  Overall, 38% of loan recipients reported that they waited 8 days or less to 
receive their loans.  In general, opinions regarding staff promptness became more 
negative as the respondent’s incomes increased.   

3. Members’ financial needs 

The percentage of socios interested in new credit union services were as follows:  
25% would have liked their credit unions to offer water and electricity bill-paying 
services; 5% were interested in money orders, 5% in automated teller machines, 3% 
in checking accounts, and 3% in credit cards.  Business owners were interested in 
checking accounts.  As 17% of members who had monthly incomes of ¢5,751 
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(US$654) or more requested checking account services, it seems that socios’ interest 
in checking account services increase as members’ incomes increased.  

 

V. CONCLUSIONS 

In general, socios’ and aspirantes’ attitudes about the credit unions were positive.  The credit 
unions should use these observations to develop plans that will expand their services.  The 
credit unions should develop marketing and education programs to improve socios’, aspirantes’ 
and non-members’ perceptions about credit union services.  In marketing their services to 
members and non-members, credit unions could highlight their lower savings service fees, 
the lack of difficulties in withdrawing savings, the ease of obtaining credit union loans, credit 
unions’ lower interest rates on loans than banks, and the agricultural and business loan 
services.   
 
By paying higher interest rates on savings, the credit unions will have removed a major 
impediment to greater savings mobilization.  The credit unions should create and prove the 
perception that credit unions are as safe as banks. They should also demonstrate that they 
can serve small and large borrower needs.  By improving their liquidity management (so that 
they have enough money to lend immediately), credit unions will increase their outreach to 
non-members who are not served by financial institutions, and improve their self-sufficiency.  


