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ABSTRACT

This independent study aimed to examine the marketing mix factors affecting
customer decision towards service selection of commercial banks, the non collateral personal
loans in Amphoe Mueang Chiang Mai. Data collection was compiled by questionnaires
distributed to 400 customers who using the non collateral personal loans service. Data were
analyzed by using the descriptive statistics, including frequency, percentage, mean and standard

deviation.

The findings showed that most respondents were female aged between 30 — 39 years
with married status. Their majority are working as officers or company’s employees and holding
Bachelor’s degree with the net average monthly income between 20,001 and 50,000 Baht. The
personal loan services from Krung Thai Bank Public Company Limited were the most accepted.
Most of respondents indicated that the personal loan services their used were a ready cash card

(limited credit type). They often used that service from more than one bank.

Most respondents who used ready cash card (Limited credit type) and pay-in
installment personal loan are holding only one card for 1 to 3 years. The reasons of using ready
cash card personal loan (limited credit type) was an expenses in case of emergency because it do

not need the collateral asset or quarantine money and also easy to apply. In the meanwhile, the



reasons of using pay-in installment personal loan were an increase in financial liquidity and the

uncomplicated of application process.

The respondents who used ready cash card personal loan (limited credit type) set the
highest priority to the following sub-factors; to be able to withdraw cash from automatic telling
machine (ATM) for product sub-factor, no charge for loan contract application for price sub-

factor, the convenient of finding ATM for withdraw cash for place sub-factor.

The respondents who used pay-in installment personal loan set the first priority to
the following sub-factors; an ease of apply or no requirement of the collateral asset for product

sub-factor, the special interest rate for price sub-factor, and car park facility for place sub-factor.

In addition, for promotion sub-factor, the respondents set the first priority to an
information and public relation of activity and image of the bank while the fist priority of people
sub-factor is mentioned to the knowledge and ability of loan officer for suggesting the condition
of this service. For service process sub-factor, the first priority is set to keeping customer
information confidential and the first priority to physical evidence sub-factor is mentioned to the

new ATM which are reliable and easy to use.

In conclusion, the respondents gave highest to lowest priority to the marketing mix
factors as follows; price factor, personnel factor, service process factor, physical evidence factor,

product factor, place factor and promotion factor.



