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ABSTRACT

The objectives of this study are firstly, to study customer behavior on selecting
automobile loan service in Chiang Mai branch, secondly, to study the factors affecting the use of
automobile loan among Kiatnakin Bank (Public) Co., Ltd.’s customers— Chiang Mai Branch, and
finally to identify the problems and recommendation from customers.

Primary data were collected from questionnaire which was distributed to walk-in
customers to Kiatnakin Bank (Public) Co., Ltd.’s, Chiang Mai branch. A total of 400 samples was
taken then in total, processed with Chi-square to find the relation between factors and selection
behavior. The relationship between marketing mix and behavior of using automobile service is
rated by Likert’s Scale with the ranking analysis.

The research result from Kiatnakin Bank (Public) Co., Ltd.’s, Chiang Mai branch of the
sample found that most of them were male aged between 30 and 49 years of age, educated at a
bachelor degree level, who were business owners with a monthly income of 20,000-39,999 baht
,with a loan size of 300,000-599,999 bath. Most of them selected 60 months or longer payment

period.



The interest rate is around 3.00-5.99% reflecting 6,000-7,999 bath installment and the
most preferable payment channel is via the bank branch. Most customers pay monthly installment
on time and popular type of vehicle is second-hand pick-up truck.

The coefficient of some factors found that factors had relationships with statistically
significance difference at .05 level are education level and loan size, occupation and loan size,
average monthly income and loan size, age and loan delinquency, marital status and loan
delinquency, occupation and loan delinquency, average monthly income and loan delinquency.

The marketing mix effecting Chiang Mai customer decision on automobile loan service
selection with highest average is approval process, the second high is price. The other factors
were personnel, place, and product with high average and medium average for marketing
promotion factor.

The most important problem according to Chiang Mai customer is price. The lower
ranked problems are product, personnel, approval process, place and marketing promotion

respectively.



