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This study aims to 1) examine the customers’ levels of opinions on the credit management;
2) study the customers’ behavior of using the credit service; 3) investigate the customers’ levels of
decision on using the credit service; 4) compare the customers’ levels of opinions on the credit
management in relation to their personal factors; 5) compare the customers’ levels of decision on
using the credit service in relation to their personal factors; 6) examine the relationship between the
customers’ personal factors and their behavior of using the service; and 7) study the relationship
between the customers’ levels of opinions on the credit management and levels of decision on using
the service. Data was gathered from 400 customers who were members of People’s Bank Project of
Government Savings Bank in Phranakhon Si Ayutthaya Province. The research tool was questionnaire
survey. Data analysis was performed with frequencies, percentages, means, standard deviations, t-test,
F-test, Xz, and Pearson’s correlation coefficient. Findings are as follows:

1. The customers’ opinion levels on the credit management in terms of credit information,
convenience of the credit service, credit terms and conditions, and interest and fee rate were high.

2. The customers had taken out their loans for the first time. Their loans amounted
between Baht 20,001 — 30,000. Their purpose was to generate cash flow. They received credit
service information and recommendations from their friends or relatives, had no difficulty and
problems in paying back the loans.

3. The customers’ decision levels on using the credit service, reputation of Government
Savings Bank, credit information received, staff members’ working, equipment and technology,
facilities, and service provision were high. P

4. Differences in the customers’ gender, age, status, education background, and income
related to differences in statistical significance at .05 their opinions on the credit management.

5. Differences in the customers’ gender, age, status, education background, and income
related to differences in statistical significance at .05 their decision levels on using the credit service.

6. The customers’ gender, age, status, education background, and membership period
related to their behavior of using the credit service.

7. The customers’ opinion levels on the credit management in People’s Bank Project related

to their decision levels on using the credit service at moderate to very low levels.





