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Abstract

This research study aimed to (1) examine the personal factors of commercial bank
customers in Bang Phli District, Samut Prakan Province; (2) study the service quality of
commercial banks in Bang Phli District, Samut Prakan Province; (3) investigate customer loyalty
toward commercial banks in the area; (4) compare customer loyalty by personal factors; and (5)
examine the influence of service quality on customer loyalty toward commercial banks in Bang
Phli District, Samut Prakan Province. The sample group consisted of 400 participants. A
questionnaire was used as the tool for data collection. The statistics employed in the data analysis
included frequency, percentage, mean, standard deviation, and multiple correlation coefficients.
The findings revealed that 1) The commercial bank customers in Bang Phli District, Samut Prakan
Province were predominantly female, aged between 31-40 years, held a bachelor's degree,
worked in the private sector, had a monthly income of 15,000-30,000 baht, and had been
customers of the bank for over 10 years. 2) The overall quality of service provided by commercial
banks in Bang Phli District was rated at the highest level. Key aspects included tangibility of
services, responsiveness, assurance, customer understanding, and reliability. 3) The level of
customer loyalty towards commercial banks in Bang Phli District was generally high, both in terms
of attitudinal and behavioral loyalty. 4) The comparison of customer loyalty based on personal
factors revealed that age, educational level, occupation, monthly income, and duration of being
a bank customer significantly influenced customer loyalty at the 0.05 level of statistical
significance. and 5) Service quality dimensions including customer understanding, tangibility,
reliability, and responsiveness had a statistically significant influence on customer loyalty at the

0.05 level.

Keywords : Service Quality, Customer Loyalty, Commercial Bank
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