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ABSTRACT

The purpose of this study is to study the marketing mix factors affecting institutional
customers decision to use credit services of commercial banks in Mueang District. Ratchaburi
Province. Questionnaires were used for data collection from 150 samples of credit customers
samples in Mueang District, Ratchaburi Province. From the study found that most of respondents
are company limited‘ with registered capital between 1,000,000 - 3,000,000 baht, most
respondents were partner managers, 34% are wholesaler and detailer, revenue more than
2,000,000 baht, 43.3% are authorities to decision are partner managers and less than of credit line
5,000,000 baht, 29.3% to vse credit service of Krung Thai Bank, use credit services more than 5
years and they contact bank to use credit services by themselves.

The marketing mix factors affecting respondents to use credit services of commercial
baitks were rate at high level. The study showed that all factors were rate at high level with
descending mean values: people, process, price, product, place, physical & presentation and
promotion. The first priority of subfactors each factor were as following: The product factor was

limited credit offered from the bank. The price factor was interest rate. The place factor was the



convenient location. The promotion factor was price discount or exception on fee charge and the
grace period of principal and interest. The people factor was compassion, good relationship and
good manners. The process factor was rapidly reply for credit approval and the physical &
presentation factor was the reputation of the bank.

The marketing mix factor problem affecting customers decision to use credit service of
commercial banks were rate at low level. The study showed that all factors were rate at low level
with descending mean values: process, price, people, product, promotion, place and physical &
presentation. The first priority of subfactors each factor were as following: The product factor
was the complicated of document to ask for credit approval. The price factor was high interest
rate. The place factor was the insufficient of car park. The promotion factor was no price discount
or no exception on fee charge. The people factor was the insufficient of officers. The process
factor was a long time to reply credit approval and the physical & presentation factor was no
facilities in the bank such as television, drinking water, tea, coffee, newspaper, magazines, chair

and toilet.



