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ABSTRACT

The objectivé of this independent study was to study the services rﬁarketing mix
factofs influencing customers in the selection of personal loans from non-banking financial
institutions in  Mueang distriét, Chiang Mai provipce. The data was co]]ected. by using
questionnaire dist;ibuted to 324 saminles who used the personal loan from non-banking financial
institutions in Mueang district, Chiang Mai province. The result bf tﬁe study could be
summarized as follows; '

Most of‘ the resi)onders were single female aged between 20 - 29 years old. They were
staff members or lempldyees holding bachélor’s degree. They had average income of 5,000 -
10,000 baht per month. Most of tﬁem were personal loan members of the Aeon Thanasinsap
(Thailand) Company Limited. The loans were used for installment of goods. Each of them
carried only 1 membership card. Most of them used the service for 1.— 3 years for buying
communication equipments, goods in the department stores. The reason for choosing the peréonal
loan service was that the loan could be paid back in many installments.

The services marketing mix factors influencing customers in the selection of pérsonal
loans from non-banking financial institutions in Mueang district, Chiang Mai province at the high
level were price, people, and 'process. On the contrary, product, place, promotion, and physical

evidences affected the selection of the customers at the moderate level, respectively.



There were 3 sub-factors of the services marketing mix factors influencing customers in
the selection of personal loans from non-banking financial institutions. The sub-factors were as ~
follows:

The sub-factors of product influencing customers in the selection of personal loans from
non-banking financial institutions at the three highest average score included multiple servicing
terms ready_tf; respond to the customer’s requirement, privileges of bearing its membership card,
reputation and reliability of the servicing company.

The sub-factors of price influencing customers in the selection of personal loans from
non-banking financial institutions at the three highest average score included free of charge for
first membership, free of charge for holding of annual membership card, and lower interest rate
than other services,

The sub-factors of place influencing customers in the selection of personal loans from
non-banking financial institutions at the three highest average score included having servicing
branches in easy to reach locations, having enough servicing counters for personal loan cards, and

“having easy to spot servicing locations for passing by customers.

The sub-factors of prqmoﬁon influencing customers in the selection of personal loans
from non-banking financial institutions at the three highést average score included having
privileged discount for the customer who had always been paying the debt on time, cooperation
between merchants and personal loan servicing company Which granted special discount when
customer paid for the goods with personal loan services credit card, and advertisefnent of the
personal loan services via various media,

The sub-factors of people influencing customers in the selection of personal loans from
non-banking financial institutions at the three highest average score included enthusiasm of
cashiers at the counter in servicing debt-paying customers, good rapport between personal loan
officers and customers, and equality performance between cashiers at the counter and every
customer. |

The sub-factors of process influencing customers in the selection of personal loans from
non-banking financial institutions at the three highest average score included best security filing

means of the customer’s data for it was top secret, fast and convenient steps of implementation



for approving the customer’s application for loan, and efficient and rapid means of informing the
customer’s of the loan approved,

The sub-factors of physical evidences influencing customers in the selection .Of personal
loans from non-banking financial institutions at the three highest average score included having
branch in Chiang Mai province for credibility, the branch office had securing and inviting

L]
atmosphere for customers to visit for services, and having comfortable chairs for customers

waiting for their turns of services.



