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ABSTRACT

The objective of this independent study was to study the marketing mix factors affecting
customers decision to use credit services of commercial banks in Mueang District,
Nakhonpathom Province.

The population of this research were purposive sampling of 200 credit custormners in
Mueang District, Nakhonpathom. Data collection was done through the use of questionnairs.
The data were analyzed by using descriptive statistics such as percentage, frequency and mean.

The study showed that the most respondents were male, age between 31-40 , with
bachelor degrees and have their own business. The objective in using credit service was for
business credit and individual credit. =~ Most respondents were commercial business
(wholesaler/detailer) with earnings between 100,001-300,000 Bzht and total credit line between
1,000,001-3,000,600 Baht. For individual credit most of their earnings were between 20,001-
40,000 Baht with total credit line below 500,000 Baht. The loan type of credit service were used

more than other types. They used credit service more than 5 years.



The marketing mix factors affecting respondents decision to use credit services of
commercial banks were rate at high level with the descending mean values : price, process,
product, people, place, and promotion. As for physical & presentation factor, the mean value was
at low level. The first priority of subfactors each factor were as following : The product factor
was limited credit offered from the bank. The price factor was the interest rate. The place factor
was the convenient location. The promotion factor was the grace period of principal and interest.
The people factor was compassion, good relationship and good manners. The physical &
presentation factor was the reputation of the bank. The process factor was uncomplicated process
for credit approval.

The marketing mix factors problem affecting customers decision to use credit service of
commercial banks were at low level with the descending mean values : product , place, people
and promotion. Physical & presentation was at the lowest level of average, However, price and
process were rate average at high level. The first priority of subfactors to each factor wete as
following : The product factor was limited credit offered and more collateral security demand
from the bank. The price factor was high interest rate. The place factor was inconvenient
location. The promotion factor was no price discount or no exceptions on fee charge. The people
factor was the officers” lack of compassion , good human relationship , and good manners. The
physical & presentation was the bank’s reputation. The process factor was the complex process

for credit approval.



