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Abstract

This study had 3 objectives which aim to (1) to study the relationship between the
firm characteristics of small business and factors of customer experience, (2) study the
relationship between the sizes of main commercial banks which small business used and factors
of customer experience, and (3) study the relationship between factors of customer experience of
small business and brand loyalty of commercial banks in Thailand. The population was small
business which register in Thailand. The sample size was 400 of small business. Data were
collected from all regions in Thailand. The questionnaire was used as a research instrument,
which answered by the owners of small business. The data were analyzed by Path Analysis. The
result of this study shows that (1) firm characteristics which composed of age of owner, period of
proceeding business time, type of industry had relationship in opposite direction with factors of
customer experience of small business. (2) The sizes of bank had indirect relationship with factors
of customer experience of small business. (3) Factors of customer experience of small business

had relationship with brand loyalty of commercial banks in Thailand.



