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The purpose of this study was to study the marketing mix factors affecting
institutional customers decision to use credit services of the bank of Ayudhya Public Company
Limited, metropolitan branch department area 4. The 7 Ps of marketing mix are product, price,
place, promotion, people, process, physical evidence and credit management.

Data were collected from 300 questionnaires. The data were analyzed by using
descriptive statistics such as frequency, percentage and mean.

It was found that price and product were high (X=4.07 and 3.67 respectively).
Place, process, physical evidence, people and promotion were moderate (—)Z = 3.27, 3.16, 3.14,

2.99 and 2.72, respectively).





