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ABSTRACT

The purposes of this study were to examine factors affecting consumers’ choice in
deposit services of Thanachart Bank Public Co; Ltd. Central Airport Chiang Mai Sub Branch. The
sample size was 330 customers opening a bank account by using questionnaires. This study
employed descriptive statistics such as frequency, percentage, mean and Chi — square test ()(42 -

test) for analysis.

The stu-d}.r resulis showed the most customers were female énd their age ranged between
31-40 years old. Their marital statuses were married while their professions were employees in a
private company. Their education levels were bachelor degree. In addition, their incomes ranged
between 10,000-20,000 baht per month, while their spouses income were lower than 5,000 bath
per month. Moreover, mostly customers deposited, withdrew, and opened saving-account 2-5
times over 3 month period at Central Airport Chiang Mai Sub Branch and Chiang Mai Branch

respectively.



In general, the major factors that affected the consumers’ choice in deposit services
were services, employee and location. Regarding to the service problems, the main factor was
lack of enough employee. Regarding to the price and promotion problems, the main factor was
lack of promotion when customers opened their accounts. Regarding to the location problems, the
main factor was lack of parking. Regarding to the equipment problems, the main factor was lack
of facilities devices. For the suggestion of improvement in services, the bank should have more

number of ATM.

This study also indicated that sex had significant relationship with the suggestion
in products at 10% level (Ol = 0.10). Age had significant relationship with the suggestion in
services at 5% level (OL = 0.05). Also, education had significant relationship with the suggestion

in products at 10% level (Ol = 0.10).



