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Abstract

This research article aims to examine the personal characteristics, loan service usage
behavior, levels of trust, the customer-oriented marketing mix (7C), and customer loyalty, as
well as to analyze the factors associated with the loyalty of customers using loan services at
the Phaya Mengrai Branch of the Bank for Agriculture and Agricultural Cooperatives (BAAC). The
sample consisted of 367 loan service customers. Data were collected using a questionnaire
and analyzed using descriptive statistics, an independent-samples t-test, one-way analysis of
variance, and multiple regression analysis.

Findings are as follows : most respondents were male, aged 51-60 years, married, had
an educational level below a bachelor’s degree, earned no more than 15,000 baht per month,
and had used loan services for more than six years. The main reasons for using the services
were trust in the bank’s reputation and satisfaction with previous service experiences, whereas
the primary problem was the lengthy loan approval process. Overall, trust, the 7C marketing
mix, and customer loyalty were rated at the highest level. Customer loyalty did not differ
significantly according to personal characteristics. Regarding trust, the bank’s competence was
positively associated with customer loyalty at the 0.05 level of statistical significance. Regarding
the 7C marketing mix, customer success in meeting customers’ needs significantly predicted
customer loyalty at the 0.05 level. The findings can be applied as guidelines for improving
service quality, enhancing customer-perceived value, and reducing loan approval time to

maintain a sustainable customer base.

Keywords : Customer Loyalty, Trust, Loan Services, Marketing Mix (7C)
Type of Article: Research Article
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