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This study was conducted to investigate: 1) market factors effecting the
customer decision — making to use the credit service and 2) quality in the provision of credit
service of Citi Advance company, Chiang Mai Branch — A set of questionnaires was used for data
collection administered with 360 customers of Citi Advance company.

Results of the study revealed that most of the respondents were female, 31 — 40
years old, and bachelor’s degree graduates. They had their own business and with a monthly
income of 10,000 — 20,000 baht. As a whole, the respondents had a high level of decision —
making to use the credit service of Citi Advance company. This was based on the following
factors: product, service process, distribution channel, staff, market promotion, price, and
physical appearance, respectively. With regards to service quality, it was found that Citi Advance
company had a high level of service quality in terms of the following: trustworthy, rapidness,
responsive to customer, touchable, and individual care — taking, respectively. For hypothesis
testing, it was found that occupation had an effect on the decision — making to use the credit
service of Citi Advance company. This also included factors on product, physical appearance,
service process, income, and staff. Importantly, there was a high level of relationship between
service quality and the level of decision — making to use the credit service of Citi Advance

company.





