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Abstract

This research aimed to 1.study personal factors and consumer behavior related
to the decision to use housing loan services, 2.analyze the level of bank credibility, and
3. examine the relationship between these factors and the decision-making of customers
using housing loan services at a state-owned bank. The sample consisted of 400
respondents, and data were collected using a questionnaire. Descriptive statistics and
hypothesis testing were employed for data analysis.

The results revealed that most respondents were female, aged 30-39 years, with
a monthly income of 10,000-20,000 baht, and primarily employed in government or state-
owned enterprises. Regarding behavior, the main purpose of borrowing was to purchase
land with buildings. Friends and acquaintances were the main information sources, the
bank counter was the most frequently used payment channel, and many respondents
expected to apply for additional loans for home renovation.

Bank credibility was rated at the highest level, with financial stability being the
most emphasized factor. Decision-making in using housing loan services was also at the
highest level, particularly concerning loan amount, repayment period, and staff service
quality. Hypothesis testing indicated that consumer behavior overall did not significantly
influence housing loan decision-making, except for payment channels and future
borrowing intentions. In contrast, bank credibility had the strongest positive influence on
customers’ decisions.

In conclusion, bank credibility—especially financial stability, transparency, and
corporate image—plays a crucial role in determining customers’ decisions to use housing
loan services, more so than consumer behavior. The findings provide valuable insights

for enhancing service strategies and marketing approaches within state-owned banks.

Keywords: Bank Credibility, State-Owned Bank, Housing Loan Decision-Making
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