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ABSTRACT
TE 158720

The propose of this independent study was to study marketing mix factors affec;ting
customer in credit card selection of Siam Commercial Bank Public Company Limited in Mueang
District, Nakorn Pathom Province. The data was collected by using questionnaires in three levels
of decision ranked that were unaffected level, low affected level and high affected level from 400
samples of customer. The data was collected by stratified random sampling and analyzed by
descriptive statistics such as frequency, percentage mecn and standard deviation . The result
found was as follow.

Marketing mix factors affecting sampling customers in credit card selection of Siam
Commercial Bank in a holistic view at high level were price factors, place factors, process
factors, people factors and physical factors respectively while product factors and promotion

factors affected selection of credit card in low level respectively.





