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INTRODUCTION

"I went to the bank and proposed that they lend money to the poor people. The bankers almost fell over", said Muhammad Yunus. Who at that time could have imagined that micro-credit, an extremely small loan given to impoverished people to help them become self-employed, will spread across the world so quickly? Cambodia has taken part in this global phenomenon.

Around twenty authorized micro-finance institutions cover more than fifty thousand villages accross Cambodia. The country possesses one of the most developed network of micro-finance in south-east Asia. Cambodia did not wait for the inventor of micro-finance, Muhammad Yunus, to win the Nobel Prize in 2006, to start offering small loans to poor Cambodian families.

Among them, Chamroeun is particularly efficient and innovative. Created at the end of 2005, Chamroeun is one of the programs led by Entrepreneurs du Monde. It is composed of eight branches, a network of proximity agencies spread near Phnom Penh's markets. Lately, a new branch has been opened in Siem Reap.

At its foundation, one of Chamroeun's specificities was to focus its activity on urban areas. At the end of 2009, Chamroeun's community will be composed of around ten thousand families; it will also be an independent company and no more an NGO.

Their clients have a special status, they are considered as partners. The partner of Chamroeun benefits from non-financial services such as business and social trainings in order to improve his working and living conditions. The partners also have the possibility to take out a health insurance. 

In addition, Chamroeun's staff and especially its loan officers take care of their partners’ financial situations by visiting them frequently. Most of the partners are women, who work in markets situated around the branches. However, in specific branches people are living and working far from the branch. In Chamroeun's policy the loan delinquency is rare and in such cases punishment is not used, the goal of the loan officer is very specific in Chamroeun: on the one hand he supports and advices partners' incentives and on the other hand, he has to make sure that the payments are due on time. Most of Chamroeun's partners are poorer than other MFI's clients. The amount of loans is rarely over one hundred dollars, whereas other institutions offer loans that can reach one thousand dollars.

Chamroeun's philosophy is therefore quite different from the other MFI. As a matter of fact, not all of them lay emphasis on social aspect.

The concern of Chamroeun for its partners justifies a partners’ satisfaction survey. The goal of the survey is to improve Chamroeun's services by asking partners what they think about this particular micro-credit institution, how they feel about the financial and non-financial services. Our survey will deal with the satisfaction of the partners concerning Chamroeun. Last year, a similar satisfaction survey has been led; it concerns especially the drop out and the customer loyalty. Our satisfaction survey is really focused on the partner's satisfaction. Some requests are similar in both surveys

In this report, we chose to start by explaining our method to elaborate the questionnaire and to submit it to the partners. 

Then we analyzed the results of the one hundred and fifty questionnaires, and deduced the positive aspects of Chamroeun's work. We also established a list of recommendations which come from the partners but also from the staff. That finally led us to some suggestions to ameliorate Chamroeun's services.

I.Description of our approach
This year’s satisfaction survey is completing the one made last year. This time, the focus is made on active partners evaluating their satisfaction upon Chamroeun. The questionnaire is very different from last year’s but we have used the results of the former survey to lay emphasis on the issues that were noticed last year.
Our work with Chamroeun went through different phases. We will develop them before giving and analyzing the results of our survey. The real challenge of the study was to adapt our theoretical notions in survey elaboration to the realities of the Cambodian culture. 

First, we started by an observation time. The first step was a documentary research to gather information about the problems that meet microfinance costumers as a whole. We also looked for figures about the specific case of Cambodia but there are very few statistics or studies in the country. We then spent two weeks between the different branches and the head office trying to apprehend the philosophy of Chamroeun and understand its operating codes. The contact with the field was crucial to understand somehow what Chamroeun is and who Chamroeun’s partners are. It allowed us to notice some problems of understanding that we would meet all along the study. We could also feel the exceptional helpfulness of all the staff. We started to notice the difficulty of getting people to criticize. Our observation part was enriched by home visits that allowed us to make a profile of the partners we were going to work with. The main topics of our questionnaire became obvious to us through our investigations. We could feel through our interviews with staff and partners which issues had to be emphasized. 

The second phase of our survey was the elaboration of the questionnaire. We tried to fit all the conditions of the survey. Our questions had to be efficient, that meant a maximum of information in a very simple vocabulary. We also chose to privilege closed questions to have more quantifiable answers and to simplify the understanding.  We first distributed our topics into four parts that were more or less obvious: 

I. General information :

This part included all the information to identify the profile of the interviewed partner. All this information could be filled by using the partner’s file furnished by the Chamroeun branches.

The questions here allowed us to do statistics, crossing the answers of the partners with their profile. It also allowed us to know the rate of fidelity of the interviewed to report their answers to the length of their experience with Chamroeun. 

II. Facilities

These questions concerned the appearance, comfort, location and attractiveness of Chamroeun’s branches. This part was necessary to let the partners judge of the overall quality of the infrastructures:

The first question pointed the number and distribution of Chamroeun’s branches in the city. It aimed to know if there was a need for more branches or better locations. For the appearance part, we asked the partners about the attractiveness of the branches. The word attractiveness summarized the comfort and the aspect.

III. Communication

This part focused on the visibility of Chamroeun between the other MFIs. It aims to have the partners’ image of Chamroeun. It also allows us to know if people have understood the specificities of Chamroeun:

The first question treats of the visual identity of Chamroeun. It allows us to know if people recognize Chamroeun easily and associate colors or symbols to Chamroeun. The second question is about the understanding of the partner’s concept that is a specificity of Chamroeun.  The explanation that follows allowed us to know what the partners identify in Chamroeun as an exception regarding to other MFIs whether it is positive or negative. At last, the fifth question is to know what the most efficient mean of promotion of Chamroeun is to allow an emphasis on it.

IV. Staff

This section concerns the overall satisfaction about the staff. It helped us to know if the staff was friendly to the partners and if they are felt as qualified.
V. Products and provided services

This was the most important part evaluating the quality of the financial and non financial services. It focused first on the financial services of Chamroeun and whether they fit the partner’s needs or not and then on the modalities of obtaining a loan from Chamroeun and the general impressions on it. Using last year’s survey as a start, we decided to focus on the evolution of the partners’ satisfaction on issues such as the interest rate or the maximum amount of loan. It was also about having the partner’s opinion on all the non financial part of Chamroeun’s services
VI. Chamroeun’s Philosophy

This last part is about the values that people associate to Chamroeun’s name and what they perceive as the main assets of the MFI. We then questioned the evolution of their situation and their will to continue their partnership with Chamroeun.
On the field

The questionnaire’s administration lasted three weeks. The three of us were dispatched between the different branches for an average of a week in each branch. We also tried to gather information from all branches and have the different profiles of people between the citizens and the inhabitants of the suburbs. The study would not be relevant without such completeness. 

Our interviews took place in the branches as well as during home and business visits with the loan officers. A loan officer was present in each of the interviews. Despite our explanation about the neutrality of our survey, the constant presence of the loan officer has probably influenced respondents’ answers. Sometimes, the language barrier could be harshly felt. That is how we felt when we wanted to investigate further with free question to the partners. We yet succeeded in gathering some extra information that we present in this report.
II. ANALYSIS AND DEDUCTIONS
Interviewed partners’ profile:


We tried to make a global image of our sample. Here are some statistics describing the studied population:

· Most of the interviewed partners are women. Indeed, 120 of the 150, meaning 4/5 are women. That corresponds to the global profile of Chamroeun’s partners that is dominated by women.
· The average age is 41 years old. The youngest are 22 and the oldest is 57. Chamroeun has succeeded convincing different generations of its use.

· The majority of the partners accede to Chamroeun Loans, the main product of the MFI. That represented 129 of our 150 interviewed. All the rest were under Entrepreneur Loan. We did not meet any partner benefiting from Emergency or Development Loan because of their limited number within Chamroeun.

· The average amount of the loans has been evaluated at 612000 riels upon our sample. That corresponds to the overall figures of Chamroeun that attest an average loan amount around 670000 riels. Moreover, half of the partners get less than 550000 riels of loans and three quarters of them less than 700000. 

· The same partners have an average income of 543608 riels. That means that they ask for a loan corresponding to a month of income. However, the ¾ of the partners earn less than 800000 riels a month.

· Relatively to the average income, the average amount of the savings is very weak. The partners have an average of 99000 riels of CBU at Chamroeun.

· Professionally, the Chamroeun partner is very often a seller on the markets with a majority of fruits and vegetables sellers.

· We have only met one partner that contracted a health insurance through Chamroeun.

Presentation and analysis of the survey’s results

1.Facilities.

1. Do you think that Chamroeun’s branches are :



Well-located

Far from home and from business
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2. Do you think that Chamroeun’s branches are attractive    

yes           no

	Q2
	Yes
	No

	 
	91%
	9%


Two thirds of the partners are satisfied with the location of the branches. That means that most of the partners live or work next to the branch.

Situating the branches near the markets was therefore a good strategy for Chamroeun.

However, one third of the respondents lives or works far from the branches. This answer has been particularly recurrent during the survey in branch 3; indeed most of this branch's partners live or work outside the city as they are planters or farmers.

One can notice that those people are the ones who, in the recommendations, ask for more branches or branches near their places.

As for the facilities, partners almost totally appreciate them, especially the functionality of the branch. Only 9% of the respondents think the facilities can be improved, such as the visibility of the branch. Some say it is too small. A lack of decoration compared to other MFI which branches are more comfortable and more modern, has been noticed.

2. Communication.
1. Do you think Chamroeun’s staffs and branches are easy to identify? (pink shirts and logo) 

yes           no
	Q3
	Yes
	No

	 
	98,70%
	1,30%


2. Is there a difference for you between being a partner in Chamroeun and a client in another MFI (Micro Finance Institution)?

 yes           no     

	Q4
	Yes
	No

	 
	71,40%
	28,60%


3. How did you know about Chamroeun? 

Relatives (friends, family, neighbor, …) 
 Contact with a loan officer  

Advertising (leaflets…) 
 Walking by a branch
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Almost all the partners approve the fact that Chamroeun's staff can easily be found thanks to their pink shirts. Indeed, when they are visiting home and business, partners and neighboors, always notice their arrival and many of them take the opportunity to ask the loan officers some information. 

The pink shirts are a good way to promote Chamroeun's services and it seems that the advertisement with those shirts is the most efficient.

Indeed partners are less sensitive to Chamroeun's logo and to the promotion through leaflets.

This can be explained by the fact that they are not familiar with reading.


From the partners' point of view, being a partner of Chamroeun is different from being a client in another micro-finance institution. Within the guarantees that Chamroeun demands, the signature of an authority is not required. That makes the whole process way easier because the partner does not have to pay a mediator. Partners lay emphasis on the fact that it is really easy to communicate with the staff that is friendlier than the one from the other micro-finance institutions. The fact that there are no punishments in Chamroeun's policy represents an advantage for the partners. They are nearly all convinced that Chamroeun's staff has a very good way of dealing with loan deliquency. 


Three quarters of the partners have known Chamroeun thanks to a friend, a family member or a neighbor. When a partner asks for a loan he has to find a guarantor, so usually all the relatives are aware of the loan, and try to help him as they are, most of the time, working with him in a familial business.

As the co-maker cannot be someone living in the house of the partner, the partner has to speak around him about Chamroeun, in order to convince someone to be his co-maker.

Therefore the promotion of Chamroeun is mainly realized by proximity relationships. At the same time, it represents a strength but also a weakness as far as Chamroeun's reputation can easily be endangered. For instance, if a partner is unhappy about Chamroeun's services and starts complaining about it, the area is quickly aware of the situation. In that case, the staff of Chamroeun controls the situation with difficulties.


Despite those aspects, the loan officers still have an important role to play in promotion, indeed, around 1/6 of the respondents know Chamroeun thanks to them. They strongly contribute to make people understand the whole process by explaining to potential partners how Chamroeun works and by giving them precise information.


The promotion through the leaflets has a limited impact. The small amount of partners knowing Chamroeun by walking by a branch can be explained by the fact that the branches present a lack of visibility. Moreover the branches are small buildings and most of them are around the markets. 
3.Staff
4. Do you think that the staff is attentive enough to your needs?  

yes           no
	Q7
	Yes
	No
	 

	 
	96%
	4%
	 



The first thing we have to say about the staff attitude is : congratulations! Nobody has complained about it. To the contrary, the respondents have all made compliments and they are all thankful towards Chamroeun's staff. The staff is friendly and helpful. They do their best to facilitate the loan process, while keeping in mind Chamroeun's policy. 

This statement is confirmed by the fact that almost everybody appreciates the staff's attention to their needs.


The only negative criticism we got concerns the waiting time in the branches and also during home visits. When a loan officer has an appointment with a partner, the loan officer faces difficulties predicting his time of arrival, as he has a lot of visits to do during the same day.

That is why some partners complain about the delays of the loan officer. 

In addition, the partners would like more staff available at the branches to reduce their waiting time.

4.Products and provided services.
5. The loans offered by Chamroeun are: 

under your needs 
correspond to your needs
 over your needs
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6. Do you think Chamroeun’s  loan interests are: 

high 

normal
low

	Q9
	High
	Normal
	Low

	 
	7%
	33%
	60%


7. Do you think that Chamroeun has a good way of dealing with the loan delinquency? 

yes           no

	Q10
	No
	Yes

	 
	14%
	86%


8. Would you say that receiving a loan from Chamroeun is : 

easy

 difficult 

If you think it is difficult, why? 

Too long 
Need  too many guarantees
Lack of information (process is difficult to understand
	Q11
	Difficult
	Easy
	 

	 
	9%
	91%
	 

	Q11bis
	too long
	difficult to find guarantees
	lack of information

	 
	38%
	38%
	24%


9. Does the loan release time disturb your business schedule? 

yes           no

	Q12
	Yes
	No

	 
	63%
	37%


10. In your opinion, the trainings are : 

a waste of time
 interesting 

absolutely useful

	Q13
	A waste of time
	Interesting
	Absolutely useful

	 
	9%
	61%
	30%


11. Have you ever received loans from other MFIs?

 yes           no 
If yes, what MFI? 

……………………………………………………………………………………………………………………………………………………

	Q15
	Yes
	No

	 
	39,30%
	60,70%

	 
	Acleda
	Others



72% of the partners are satisfied with the amount of their loan, indeed in their opinion the amounts given by the loan officers correspond to their needs to run their business. 

Yet, one can notice that a significant part of the respondents complain about the small amount of their loans. They consider that it is not enough to carry on their project. Most of the time, the respondents who complain about the small amount of their loan are on their first cycle. That is why the loan officers refuse to lend them too much money because they do not know if they can rely on these new partners.


On the other hand, a very few number of partners consider that the minimum amount of the loan is too high; they would like to lend less money from Chamroeun.


Regarding to the loan interests, a major part of the respondents (60%) find them low. In fact, the partners are not familiar with percentages and many of them do not know the exact interest rate they have to pay. They do not realize that the interest rate in Chamroeun is not particularly lower than that of the other micro-finance institution. They often compare it to the interest rate which is used by private lenders. Naturally, private lenders demand a very high interest rate.

In addition, 33% think that the interest rate in Chamroeun is normal, only 7% mention the fact that the loan interest rate was high.

These figures are paradoxical. As a matter of fact, a lot of people express their desire to lower the interest rate when they have been asked for recommendations at the end of the survey. Consequently, this can be explained by the fact that the partners do not want to criticize Chamroeun.

The partners underline the fact that the loan officers have a very good way of dealing with loan delinquency. Above all, they appreciate the absence of punishment in case of repayment delays. We can also say that a very few part of partners have been concerned with loan delinquency, the reimbursement rate almost reaches 98.8% in June 2009. Many of them are not aware of this procedure as they have never experienced serious problems in repayment.
It seems really easy to borrow money from Chamroeun like 91% of the respondents said. That means that the process is easy to understand or at least that the loan officers are very efficient. The fact that the partners can get their money quite quickly makes the process easier. However, 9% of the respondents describe the process as difficult. These partners agree on the fact that the process was sometimes too long and too difficult to understand. They also find that it is not always easy to find a co-maker.

Most of people say they are not disturbed by the loan release time. They affirm that their business schedule is not modified and that they can easily find someone of the family or the neighborhood to take care of their business. But we have noticed that while waiting to get their money, the partners looked upset about wasting their time.

Moreover, even if 61% of the respondents qualify the social trainings as interesting, yet a lot of them look bored, do not pay attention or discuss with friends during the training.

9% of the respondents consider the training as a waste of time whereas 30% of them are fiercely convinced that social training is absolutely useful.

A certain part of the partners had already lent money from another micro-finance institution before receiving a loan from Chamroeun. And most of them had a loan at Acleda Bank. 
Chamroeun’s philosophy
12. What are, for you, the main assets of Chamroeun? Choose 2  answers in the list 

Social aspect Proximity Quality of services Rapidity Flexibility 

13. Would you recommend Chamroeun to relatives?

 yes           no         I don’t know
	Q16
	flexibility
	Proximity
	Quality
	Rapidity
	Social

	 
	7%
	17%
	30%
	30%
	15%
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14. Since the beginning of your partnership with Chamroeun, do you earn :

More money As much money as before Chamroeun Less money
	Q17
	increased capital
	Still the same
	decreased capital

	 
	94%
	1%
	5%


15. Would you recommend Chamroeun to relatives?

 yes           no         I don’t know
	Q18
	Yes
	No
	Don't know

	 
	96%
	3%
	1%


16. Are you planning to re-loan with Chamroeun?
	Q19
	Yes
	No
	Don't know

	 
	87%
	5%
	8%


Chamroeun attracts clients from other micro-finance institution because of its policy, its efficient staff and its easy conditions to borrow. That shows that partners are satisfied with all these aspects that make the difference between Chamroeun and other micro-finance institutions. The most appreciated aspects are quality of services and rapidity. In Chamroeun , if a partner satisfied all the conditions, he can get a loan really quickly ( three days). The social aspect does not seem to be a priority for the partners.

Almost all the partners felt like their income had increase since they are borrowing money from Chamroeun. That is why 96% of the respondents affirm that they will recommend Chamroeun and promote it to relatives. They are also willing to make a re-loan to continue increasing their capital.

Only 5% say that they earn less money and this is because they had to use money for special reasons such as health problems. 

Only 3% of asked partners will not recommend Chamroeun to relatives because they consider that their relatives are not trustful enough to be part of the Chamroeun's family, this consideration is a proof of what the concept of partnership represents for them. They do not want to disappoint the loan officers by sending them unreliable people.

People who do not want to make a re-loan, justify their choice by saying that their business is flourishing enough so that they do not need more money to improve it.

III.RECOMMENDATIONS AND SUGGESTIONS
From the partners:
After having submitted the questionnaire and having studied the answers of the partners very carefully, some recommendations have been pointed out by the partners. Here are the most recurrent ones.

First of all, a large amount of partners require bigger loans and lower interest rate. These wishes are not surprising as they have already been notified during last year’ survey. Of course, these suggestions might not be materialized in short-term. 
Depending on the situation of the branches, it has been noticed that some partners live and work far from the branches. That is why those who are concerned ask for a new branch near their place (especially the partners in branch 3). For people living far from the branch, coming for the loan release day as well as for social, business and skills trainings represents a waste of time and of money. Indeed, these round trips disturb their business schedule. Some of them have difficulties finding someone to take care of their business when they are away. During the loan release day, the partners first have to attend the social training and then have to wait for the branch manager to give them their money.  A lot of partners are not fully satisfied with this schedule. The social trainings take place in the middle of the day and most of the time, partners have to wait a while for it to start (the responsible for social training waits for the room to be crowded to begin his lesson). Moreover, when the social training is over, the partners have to wait to get their money. Unfortunately, it is not possible for the branch manager to give the money to all the people in the same time.

Concerning the issue of social training, a lot of people complain about the lack of adequacy between their activity and the content of the lessons. For example, when the teacher explains that a good food seller has to separate fish and vegetables, the tailor does not feel concerned by this advice. That is why partners claim for a more adapted social training. They have suggested gathering people regarding their jobs. 

Some people complained about business visits. Indeed at the beginning of each loan cycle, the loan officer visits his partner business' place in order to give him advice and also to check how the money of the loan is used. The loan officer also visits the home of his partner and the home of the co-maker. The aim of this process is to be sure that the partners does not run away overnight. During the visits, the loan officers investigate in the neighborhood and take information about the partner. The whole process is useful for Chamroeun because the institution requires really few guarantees compared to other Micro-finance institutions. Yet, the partner feels ashamed and disturbed. According to them, the loan officer breaks into their privacy and above all during business visits, the customers of the partner often asks questions about these visits making the partner feels ill-at-ease. 

When you ask for a loan in Chamroeun, you have to find a co-maker, that is to say a person who is going to be your guarantor and to pay for you if you are not able to pay off. The co-maker can not be someone living in the house of the partner. It is generally someone from the family (most of the time, it is a brother or a sister-in-law). A lot of partners have difficulty finding a person who agrees to take such a responsibility.

99% of the partners have never heard about the health insurance put forward by Chamroeun. They want more information and the purpose of it. A lot of them are interested in having it but do not know how it works.

From the staff:

Despite a few criticisms from the partners, they are generally fully satisfied with Chamroeun. That is why it appeared useful to question the staff, especially the loan officers who work every day on the field.  As they spend a lot of time with the partners, they are aware of daily problems in partners' lives.

Chamroeun is a very dynamic institution which always tries to improve its services. Consequently, the policy of Chamroeun often changes. The partners have difficulty updating with those modifications. For instance, the repayments used to be weekly and they are now monthly. 

There is also a lot of changes in the staff organization, a certain number of loan officers cannot hold down their jobs for a long time because of Chamroeun's modifications. From a non-governmental organization Chamroeun is becoming a sustainable and independent company.

A few months ago, the branches 4 and 8 have merged; therefore some partners have had a new loan officer taking care of their project. This can interfere with the special relationship between a partner and a loan officer.

From the staff's points of view the positive aspects of Chamroeun are numerous. First of all, in Chamroeun to become a partner, one does not need a signature from an authority, to guarantee that they are creditworthy. It is the loan officers who assess the risks. 
Our recommendations:
After these weeks on the field, observing and listening to partners' ideas, we thought of some recommendations.

-First of all, the social training is not fully appreciated; the schedule of the loan release day could be improved. For example, the staff of the branches could call in only groups of partners depending on time slots instead of gathering all the branch's partners at the same time. That would allow a time-saving.
-After a lot of homes visits and business visits, to us, it appears essential to make people become familiar with hygiene. As a matter of fact, this notion will be useful in the family area, but also at business as a lot of partners are selling food.

-As far as business visits are concerned, maybe they can be less frequent especially when the partner has a lot of loan cycles, moreover it is also a benefit for the loan officer, who will gain time that he will be able to spend dealing with other difficulties.

· Chamroeun has an incredible potential of development focusing on enlarging its partners’ profile to more men by advertising on workplaces. We have noticed that there were very few barbers or motorbike riders within Chamroeun’s partners. Special loan offers should be created for them.

· Chamroeun has to work on awarding partner loyalty through gifts all along the cycles or by easing the whole procedure. 

· After noticing that the most used mean of communication was information by relatives, we thought about emphasizing that through a patronage plan to give people a real reason to do that promotion. When a partner finds a new client and recommends him to Chamroeun, he can be rewarded by gifts such as small amounts of money for savings, pink tee-shirts with Chamroeun’s logo,…
· Chamroeun could facilitate the information about services especially savings and health insurance through illustrated leaflets and information sessions.

· There is a range of improvement on the customizing of the branches and lower the name and logo that is often far too high over the branch

· Chamroeun could do more advertising about the exemption of district officer signature offered by Chamroeun. We suggest big posters about that in the branches

· Chamroeun could also give loan officers marketing formations so that they do better information on the field.

· Simplify the application form as far as the partner is loyal.

· Ask the loan officers to do round walks in the markets to distribute leaflets and explain the philosophy of Chamroeun. That could be a monthly visit to attract new partners.

· Give the loyal partners stickers “Chamroeun friendly” that they could stick on their shops doing free advertising for Chamroeun and reinforcing the link between them and the MFI. 
CONCLUSION

To sum up our mission, we first have elaborated a questionnaire that we tried to make the more adapted and efficient, in order to get the more precise information as possible.

Then we have spent more than three weeks in the fields, doing home and business visits, it has been a wonderful experience to meet people in their everyday life, to discuss with them, thanks to the good english of loan officers!

Indeed, they helped us a lot to submit the questionnaire to the partners and even to ask further informations which has been really useful for our survey.

During the survey, it has been very difficult to underline the negative aspects, Chamroeun's partners are really satisfied by the services, and a large amount of them pointed out positive aspects.

In the second part of the survey, we analize the figures, the results are not surprising, the satisfaction rate is really high, most of the partners are really grateful towards Chamroeun.

Finally, we have gathered the very few criticisms from the partners and the staff, and we have added our recommendations.

Thanks to this mission, we have been able to discover a different aspect of Cambodia, especially the Cambodians. Despite the poverty of this country, people we have met keep smiling and welcoming us.

They are full of hope and projects, and their dynamism proves their wish to change their situation.

The services provided by Chamroeun contribute to this everyday improvement.

This internship has convinced us that micro-finance is not only an economic theory but also a successful way of fighting poverty.

A special thank to all the staff of Chamroeun, who helped us trough our survey, with kindness and patience. The staff in the head office but also all the loan officers and the branch managers did their best to facilitate our mission. 
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