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ABSTRACT

The purpose of this independent study was to study Services Marketing Mix
Factors Affecting Customer Decision towards Using Loan Services of Personal Loan Companies
under Monitoring of Bank of Thailand in Mueang Lumphun District. In this study, questionnaires
were used as tools to collect data from 300 customers of the personal loan companies under
monitoring of Bank of Thailand in Mueang Lumphun. All data obtained were analyzed by using
descriptive statistics, consisting of frequency, percentage and mean.

The findings presented that the majority were single female in ages between 26-30
years old. They worked as industrial workers, holding Bachelor’s degree, earning average
monthly income at amount of 15,001-20,000 Baht. However, their net monthly income (after
regular expenses were deducted) was found at amount of 5,001-10,000 Baht. Most of them
carried membership card or applied for the loan services with AEON Thana Sinsap (Thailand)
Public Company Limited. The loans were used for installment of electronic goods for housing
such as refrigerator, television and DVD player. The reason in choosing personal loan service was
that they could purchase goods even in case of an insufficiency of cash.

The highest level of each sub-service marketing factor affecting customer decision

towards using loan services of personal loan companies was shown hereafter. In Product factor,



the highest score was given to the possibilities to choose their preferred minimum amount of
installment to be paid back and to increase credit line. In Price factor, the highest score was
given to the lower interest rate comparing to other personal loan companies. In Place factor, the
highest score was given to the direct service that arranged company’s employee or representative
to meet with customers in order to complete the application process. In Promotion factor, the
highest score was given to the presence of price tag and detail of installments at the service
counter. In People factor, the highest score was given to the rapid services as served by Loan
Service Officer/Cashier. In Process factor, the highest score was given to the easy application
and approval processes. In Physical Evidence factor, the highest score was given to the

appropriate service space to the numbers of its customer.



