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ABSTRACT

The objective of this study was to examine the opinions of customers in Amphoe
Mueang Chiang Mai towards image of being a convenience bank of Krung Thai Bank Public
Company Limited. 400 Amphoe Mueang Chiang Mai customers were samples. The purposive
sampling was used for Quota Samples i.e. 20 samples for each branch. The tool for collecting the
data was a questionnaire. The collected data were analyzed using descriptive statistics (frequency,
percentage and mean)

The study results revealed that most questionnaires respondents were female, aged
between 31 to 40 year old and were educated to a bachelor’s degree level. In term of occupation,
most of them were government officials. Their personal income was from 10,001-20,000 baht.
They frequently used the bank’s service, about 2-5 times per month. They mostly used the sub-
branch service in the shopping malls (opened daily) and had been the bank’s customers for more
than 2 years. Most of used the counter service and were deposit/withdrawal/money transfer. The
reason for using these services was its location, the bank’s stability and its reputation.

This study measured opinions of customers in Amphoe Mueang Chiang Mai,
towards image of being a convenience bank of Krung Thai Bank Public Company Limited on 4

dimensions. The opinions were at agreeable level on all 4 dimensions.



The study results showed that overall the opinions of the customers towards the
importance of the 4 dimensions to be a convenience bank of Krung Thai Bank Public Company

Limited were at the most important level.



