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ABSTRACT

The objective of this independent study Waé to study marketing mix factors influencing
customer’s decision to use commercial banks in Samut Sakhon Municipality, Samut Sakhon
Province. The methodology was quantitative research collecting 250 questionnaires. The data
was analyzed by statistical analysis such as frequency, percentage, and mean.

‘According to the profiles of respondents, most of them were single, female, aged under
30 years old, and hold diploma/degree. They were employees in private companies and earned
salary not more than 10,000 bath per month. Most of the respondents had saving accounts for
deposit salary purpose. The frequency of service usage was approximatly 1-2 times per month.
Kasikornthai Bank was the most popular one. The period of being customers were above 5
years. They used the accounts as personal accounts and contacted the bank.é by themselves.

Marketing mix factors influencing customer’s decision to use commercial banks were

ranked as the follwings.



F]

The most significant marketing mix factor influencing customer's decision to use bank
services was people factor. The respondents considered the most important sub factors on services
from staff, their generous, good human relationship and politeness followed by consistency and
accuracy services, reliability and convenience for contacting, equal services, accurate explanation,
equality of the service, knowledgeable, skillful and quick response for problem solving
respectively.

For place factor, the respondents rated the most important sub factors on the location of
banks. It should be near office or house, provide accessibility, and have enough service line.
Besides, it should also have branches all over the country and enough parking lot.

For service process factor, the respondents rated the most important sub factors on quick
services, correct services, uncomplicated service processes and convenient connection line by
telephone, and internet .

For product factor, the respondents considered the most important sub factor on
promotional activities such as ATM card, credit card, variety of the deposit accounts, deduction
service for public utility expenses and the attractive style of the deposit books.

For price factor, the respondents rated the most important sub factors on the fee for
applying for ATM card, the fee for money transfer, interest rate, the fee for applying for credit
card and the fee for utility payments through their bank accounts.

For promotion factor, the respondents rated the most important sub factors on modemn
and complete banking services information on various media, special shop discount when ﬁsing

credit card, and opening saving week promotion with free gifts.



