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ABSTRACT

The objective of this independent study was to study service marketing mix factors
affecting decision of medium and small enterprises towards selecting Siam Commercial Bank’s
Credit Services of Business Relationship Center Tha Phae (Chiang Mai).

The data was collected from questionnaires distributed to 200 samples. Then, the data
was analyzed in term of descriptive statistics: frequency, percentage, and mean.

The study found that service marketing mix factors affecting decision on selecting Siam
Commercial Bank’s Credit Services at high level were as follows: people factor, process factor,
product factor, physical evidence factor, place factor and price factor. The factors affecting the
decision at medium level was promotion factor.

For people factor, the first three most influential sub-factors were these following factors.
Staff paid attention to businesses, regularly visited, and provided useful information to business.
Staff could recommend and offer recent credit offers and new products to meet the demand of
businesses. Finally, staff were knowledgeable and could provide suitable services.

For process factor, duration in determining credit, appropriate amount of documents for

consideration for credit and procedure of credit approval were considered as top tree sub-factors.



For product factor, the top tree sub-factors were amount of credit approval as demanded,
appropriate maturity and appropriate credit conditions.

For physical evidence factor, the top tree sub-factors were stability, reputation and image
of Siam Commercial Bank Public Company Limited, availability of modern technology to
facilitate services and good atmosphere.

For place factor, the top tree sub-factors were a great number of branches, convenient
location and convenient and adequate parking space.

For price factor, the top tree sub-factors were interest rate, fees of credit facility, and
front end fee.

For promotion factor, the top tree sub-factors were discounts on interest rate or fees,
special offers such as special interest rates and privileged services for existing customers, such as

useful news and information about new products and other benefits when available.



