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ABSTRACT

The objectives of this research were to study the following factors
I} Service marketing mix of Small and Medium Enterprises (SMEs) loan of Kasikornbank
Public Company Limited, Mahasarakham Province; 2) services qualities component of
SMEs loan services of Kasikornbank Public Company Limited, Mahasaralkham Province;
and 3) The relationship between service marketing mix and services qualities component
of SMEs loan services of Kasikornbank Public Company Limited, Mahasarakham
Province. The data was collected from 240 approved loan customers for SMEs operators
from Kasikornbank Public Company Limited, Mahasarakham Province. Questionnaires were
used in the study and analyzed by using statistical program of 5-level rating scale, the
significant level was rated at 0.78. The data was analyzed by statistics such as mean and
standard deviation. Two groups of variation relationship are analyzed by the analysis of co-
efficient corrclation between variation with Pearson Product Moment Correlation method.

The result of the study revealed that business loan customers from Kasikombank

Public Company Limited, Mahasarakham Province had overall opinion about service

marketing mix factors for SMEs loan services at high level and by considering in aspects, it
was found that the overall level was rated as high in all aspects which can be ranked by mean
from highest to lowest as follows: product, price, place, promotion, people, process and

physical evidence, respectively.




Overall, business loan customers from Kasikornbank Public Company Limited,
Mahasarakham Province had opinion in services qualities component of SMEs loan services
at high level and by considering in aspects, it was found that the overall level was rated as
high in all aspects. This can be ranked by mean from highest to lowest as follows:
personality and friendship, trustworthiness and service reliability, respectively.

The result of relationship analysis demonstrated that service marketing mix factors
were related to quality components in overall between 0.110 - 0.652. And there was statistical
significance in positive relation at 0.05, which was in according with the hypothesis of the
research. The top three highest related pairs were process and building, the positive relation
was rated as high; product and service reliability, the positive relation was at moderate level;
and physical evidence and service reliability, the positive relation was at fairly low level. The
three lowest related pairs were promotion and service reliability, the positive relation was at
low level; physical evidence and convenience, the positive relation was at low level; and the

last price and convenience, the positive relation was at low level.




