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Abstract

This independent study explored service marketing factors affecting customer selection of
business credit services at Bangkok Bank Public Company Limited, Ratchaburi Province. The
data was collected by using questionnaire on 480 customers of business credit services, divided
into 312 retail-business customers and 168 medium-business customers. The data was then
analyzed in terms of descriptive statistics: frequency, percentage, and mean.

The results of the study show that most questionnaire respondent were male, 46 - 55 years
old, holding Bachelor’s degrees and were business owners. Their income per month ranged from
60,000 - 100,000 bath. The majority of business type was production. The authorized capital
ranged from 1,000,001 - 5,000,000 baht. The respondents used their house and land as collateral
and the overdraft loans were 601,000 - 1,000,000 bath and more than 5,000,000 baht.

Regarding factors of service marketing mix affecting the decisions of retail-business
customers, it was found that the respondents regarded all factors at the high level in the following
order: product, people, price, process, place, physical evidence, and promotion.

Regarding factors of service marketing mix affecting the decisions of middle-business
customers, it was found that the respondents regarded all factors at the high level in the following

order: product, people, physical evidence and presentation, price, place, promotion, and process.



