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ABSTRACT

The objective of this independent study was to study key customers saving
behavior of commercial bank in Bangkok Metropolitan. The data was collected by using
questionnaires completed by 200 samples who have saving money less than 500,000 baht in every
sort. The sample group was selected from the portion of general people saving money in 5 big
commercial banks; 59 samples from Bangkok bank, 48 samples from Krung Thai bank, 32
samples from Kasikorn bank, 32 samples from Siam Commercial bank and 29 samples from
TMB Bank. Then, frequency, percentage and mean were used to analyze the data.

The study found that the majority of the respondents were married female aged
between 36 to 45 years old and hold Bachelor’s Degree. Most of them were officers in private
corporations. They earned 15,001~ 30,000 baht/month and 10-20% of their income was deposited.
The purpose of saving money was to ensure their life. They deposited saving account in financial
institution. They got the data of deposit money and services from bank officers.

The marketing motivated factors found that the price was the highest marketing
motivated factor for respondents. The explanation of marketing motivated factors were as follow.
For price factor, saving deposit rate which was the special rate was interested in the highest level.
For place, the convenience was the highest factor in which the respondents were interested in the

highest level. For promotion factor, human relations and services were in the highest level. For



other factors, the saving money security was at the highest level and for product factor, the
respondents selected the image of financial institution at the highest level.

The study of marketing motivated problems influencing to saving money found
that the respondents paid attention to place, promotion and price problems, averagely, in high
level. For product problem, they paid attention in the moderate level. The explanation of each
marketing motivated problem was as follow. For place factor, few branches were the problems for
the respondents at the high level. For promotion factor, the respondents considered good service
at the high level. For price factor, the expensive fee of service was the problem for them in high
level. And for product factor, the deposit-withdraw in bank book which made them confuse was

the problem in high level.



