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Abstract

This research aimed to: (1) examine the service marketing mix factors (7Ps) influencing the
use of commercial banking services in Trang Province, and (2) investigate the effects of the service
marketing mix on customer loyalty toward commercial banks in Trang Province. The sample
consisted of 400 residents of Trang Province who actively used commercial banking services. A
non-probability sampling method combined with convenience sampling was employed. Data were
collected using a structured questionnaire with a five-point Likert scale. The statistical techniques
applied for data analysis included frequency, percentage, mean, standard deviation, independent
sample t-test, one-way analysis of variance (ANOVA), and multiple linear regression analysis. The
level of statistical significance was set at 0.05. The findings revealed that the majority of
respondents were female, aged between 20 and 39 years, held a bachelor’'s degree, were
employed in the private sector, and earned a monthly income ranging from 10,001 to 30,000 Thai
Baht. Comparative analysis indicated that certain personal factors, particularly income level,
significantly influenced perceptions of the service process dimension in some cases. Furthermore,
the relationship analysis demonstrated that all seven elements of the service marketing mix (7Ps)
exerted a positive influence on customer loyalty. Among these factors, place (service channels and
accessibility) had the most significant effect on behavioral loyalty, followed by price and process,
respectively. These results suggest that ease of access to banking services, price transparency,
and smooth service processes play critical roles in fostering customer trust and encouraging

continuous use of commercial banking services in Trang Province.

Keywords: the service marketing mix factors (7P’s), customer loyalty
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