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ABSTRACT

This independent study aimed to explore services marketing mix factors which
affected the decision making made by the Personal Loan without the guarantee of multi-purpose
cash customers of Siam Commercial Bank Company Limited in Region 14. Data collection was
done through questionnaires distributed to 400 customers from the mentioned bank. Then, the
descriptive statistics; composing of frequencies, percentages, means and standard deviations, was
applied in order to analyze those collected data. Below was shown the studying results.

It was found that market marketing mix factors affected customers to make decision
on applying for the personal loan without pledge at high level and hereafter were ranked all
affecting factors in orderly as follows: People, Product, Place, Physical evidence, Price, Process
and Promotion.

In Product factor, the first three sub-factors, which were rated at the highest level,
were to be required no collateral or guarantor, to be offered 24-hours ready cash credit line, and to
be able to do repayment for loaning capital and interest at any time, in orderly.

In Price factor, the first three sub-factors, which were rated at the highest level, were
to have no application fee, annual fee, or cash advance fee, to get free service charge for the

payment done at any counter services which were allied with the bank, and to be able to choose



the preferred repayment obligation with only a minimum of 5% of the amount due or with the full
amount due as specified in the statement, in orderly.

In Place factor, the first three sub-factors, which were rated at the highest level, were
to be able to withdraw cash through ATM of every nationwide bank, to be allowed to do
repayment at any of banking network or non-banking network counters in according to the
customer convenience and to be able to apply for the service at nationwide branches of the bank,
in orderly.

In Promotion factor, the first three sub-factors, which were rated at the highest level,
were to allow bankers to introduce the service at customer’s working place or home, to offer gifts
to customers at the first month of getting credit approval and to conduct the advertisements
through media such as poster, leaflet, and video, in orderly.

In People factor, the first three sub-factors, which were rated at the highest level,
were the reliability of bankers, the good human relation, friendliness and good manner of bankers,
and the convenience in contacting with bankers, in orderly.

In Process factor, the first three sub-factors, which were rated at the highest level,
were to be able to choose the place such as home or nationwide branches of the bank to get the
Speedy card, to have clear criteria on the qualification of applicants and to be rapidly informed
the result of application approval through the SMS on mobile phone, in orderly.

In Physical evidence factor, the first three sub-factors, which were rated at the
highest level, were the good reputation of the bank, the modern and beautiful atmosphere and
decoration and the modern stationeries and equipments, in orderly.

Hereafter were shown the level of problems as found from the loaning service
without pledge. The problem found in Product factor was the low credit limit as offered from the
bank /unfit credit limit with the need of customers. The problem found in Price factor was the
high/higher rate of interest comparing to other banks. The problem found in Place factor was the
difficulty in contacting with Call Center. The problem found in Promotion factor was the non-
interesting / delay receiving gifts. The problem found in People factor was the unclear advises as
provided by bankers. The problem found in Process factor was the complicated credit approval
process. The problem found in Physical evidence factor was to have no facilities such as seating

areas, newspapers, or drinking water to be provided in the bank.



