A A Yy v A ! a Aa ' v
FALIDINMIAUAIUIUVOIAIS ﬁ')llﬂﬁgﬁuﬂ']ﬁﬂfl”lﬂ‘ﬂﬁﬂ”lﬁ‘ﬂllﬂﬁ@]@@ﬂﬂ'\
a o = = '
FUIATDOUAU Glummammmfﬂﬂwu

TumslFusmsautuen

Y A a ] 9
e UNYYNIN - WO
Syan VINIIFINIWMIL DN
dd‘ YV % a Jan A Aa o a
owsdnfSnmmsaundmuudase FOINANTINIIAINTA THYAUA
U v
UNAAED

= dyd ] s A = 1 a A 1 Y
MsAnpuNIaglszasn mafnyaIulssaumsnaInuInINUNanegnAIsUIATT
a ° A a ' Y a Y a 3 9 Y Aq Y a
panau ludunamoursalny Tunmslnusnmsduudin Tasnuveyaaingniinlosuinis
a o A = 1 o o 9 a o Y aaa
suimseendu Tuduneiouses vy $119u 400 318 taziveyau a1z lag lFanna
L] Ay ' A X = vo 2
wisau laun Annwud fevaz uazannde Feagdwamsany ldasl
= [ 9 1 1 3 a =
HAMIANEINUIN aounuudouniudIu vl umanqi 01g 41 - 50 1 aoruam
o = A = = 1 Y 19 Yy A
ausd szaumsanEIgege dad.vseoyliynr o1dw wethuaithu  s1eldmdeves
ATOUATINBIADY 25,001 — 35,000 V1IN VTN IFUTMTVBITUIATENTY Rurhn/oou
a { a a a [ L a 4 a
Uszinndudin 1903013 daineouduiiey JaguseasdlunsdinSu enisoontu
A Y A A A I F) a 1 =
AN lumsldusms 1 -5 a39/@ou szoznaIMsugnAIveIsuINIToaNaY NINNI 4 1)
Y v 1
Ju'ld ns1wuvasdoya Ue1sNeIN VLT MIRUAINYITUIAITERNAUIIN YIA/NOY
Y o A A 1 v A A 9y a a a A
yaaaguuzinuradonisaadulalumsdenlsusnisQuednvessuinisesudu o/
§3091 tmgwaiiaen 15U M5 IurnvessLIAITeNEY ANUNUAUBIADITY HazdIu
szaumsnaiansmsniranens 1susmsautudnuesssesnay luaadunsiio
= [ 9 [ 1A 9 a Y] 4
el vosdpeuuuuaR UM WA 1Y AB MuNANA UK
pamsaneIdIulszaumsaaiauiminiinasognarsuiaisoondu lusunoiios
= ' Y a 9 a U [ 1 =Y d'd ]
meelv TumsInusnmsamuehn wun Jesedrvilszaunamsaaiausnsniinaoglu
@ A v 9 a [ I v Y 1 Y a A
SEAUNNN Ao Mavemurannn tazilavea1usial aruadearudszaumsaaiausnsni

[ vy ' v 9 Y o o v 9
wa“luimuﬂmﬂaw Ul@l,l,ﬂ ﬁﬁ]%8ﬂ1uﬂ1iﬁ‘i1ﬁllﬁ$u1!ﬁuﬂﬁﬂ‘klﬂl$1/]'l\‘1ﬂ'lflﬂ11/‘l ‘ﬂﬂﬂﬂ@nu



v l v o ] v Y Y a v 9
yna1ns 1998d1urean1an1saadiniie JadsaiunszuiumsInuinig uaz Tadsa1ums
AUATUMIADIA NI

hisdosvesaiulszaumsnainuimsninanegnmsuiaiseondu lusuneoiiios

Y [ ¢

= L— T | d‘ 1 = =
Foelva aundegegauaazauiiaeil

) A o A ) A A

MUNAAN DN AD ANNTUAILAZANNULFODDUDITUIAT

kY A [ d" Aa

MU Ao onTIAendeRurINg

Y 9 ° o A AA A 3 A o

MumMIas e EUeaNYULNINMENIN AB ST UrIFeuilunsous

Y

AuyAaIng Ao WINOUUHUANTUeI5UIA1T ADUTUAIBANUFAIN BoUON BU
ueuNAME

Y ' v o 1 A Ao Y Aa ~

MUFDININITATINUY Ap Wivuan TSI MIieane

9 Y a A Y o o A E) a [ = a

AUNIZVIUMI TRUIMS Ae Mg ImuuzihnIedeyainednustsazideaueudu
dhnusazlsznn Januasudiu

9 1 a A =) A =* Y 1 A ¥ o w ] @
ATUNTHUTTUNITAAA AD llell'ﬂ\ﬂ/]53aﬂuﬂﬂ1ﬂ1u%3ﬂmﬁﬂ’]aﬂ5’(’]'31!?”9%] L¥U IU

a @ < [ 4 ] S < Y
ouAY MAN dUavisounswe 1uau



Independent Study Title Services Marketing Mix Affecting Customers of The
Government Saving Bank in Mueang Chiang Mai District

Towards Using Deposit Account Services

Author Mrs.Boontarika Pongpaew

Degree Master of Business Administration

Independent Study Advisor Associate Professor Sirikiat Ratchusanti

ABSTRACT

This independent study aimed at exploring services marketing mix affecting customers
of the Government Saving Bank in Mueang Chiang Mai District towards using deposit account
services. Data collection was compiled by the distribution of 400 questionnaires to customers in
Mueang Chiang Mai District. The data were then analyzed by descriptive statistics composing of
frequency, percentage, and mean.

Based upon the findings, most respondents were married female with age between 41 to
50 years old. The highest education levels were High Vocational Certificates or Diplomas. Most
of them were homemakers. Their average family income was between 25,001 and 35,000 Baht
per month. They usually came to the Government Savings Bank to deposit and withdraw money.
Most of them had Special Premium Savings Certificates. They deposited their money for saving.
They came to the Government Savings Bank once to 5 times per month. They had been
customers of the bank for over 4 years. They knew about the Government Savings Bank from
relatives or friends. People who had influence over their decision making regarding banking
services were friends or colleagues. They chose the Government Savings Bank because of the
stability of the bank. The services marketing mix affecting their decision to choose the

Government Savings Bank the most was Product.



According to the study, the services marketing mix affecting customer of the
Government Saving Bank in Mueang Chiang Mai District towards using deposit account services
at high level were Product and Price. The service marketing mix affected their customers at
moderate level were Physical Evidence, People, Place, Process and Promotion respectively.

The sub-factors for services marketing mix affecting customers of the Government
Savings Bank in Mueang Chiang Mai District with the highest average were as followed:

For Product, the highest average level of the effect was from the stability and
creditability of the bank.

For Price, the highest average level of the effect was from the high interest rate for the
savings.

For Physical Evidence, the highest average level of the effect was from the reputation of
the bank.

For People, the highest average level of the effect was from customer greeting with
politeness, modesty and cheerfulness.

For Place, the highest average level of the effect was from the adequate number of
service branches.

For Process, the highest average level of the effect was from the thoroughness of the
bank employees when they gave advice or information regarding each type of the deposit
accounts.

For Promotion, the highest average level of the effect was from the souvenirs offered
during holidays or special occasions such as the bank’s Memorial Day, the national children’s

day or the week of savings.



