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ABSTRACT

This independent study aimed to investigate marketing mix factors affecting
customers in Mueang Chiang Mai district towards selecting Be 1" card of Bangkok Bank Public
Company Limited. Data collection was done through the questionnaire distributed to 383 Be i
card customers. Then, the collected data were analyzed by the descriptive statistics, including
frequencies, percentages, and means.

According to the studying results, most respondents were married male in the age
between 15-30 years with Bachelor’s degree, worked as an officer of private company, and
earned 10,001 — 20,000 baht as monthly income. They learnt about Be 1" card service of
Bangkok Bank from the suggestion made by bank officer and took services through Be 1" card
from the ATM machine of Bangkok Bank. In average, they withdrew 1,001 — 5,000 baht per
time at the ATM machine. The frequency in using Be 1" card at the ATM was uncertainly
indicated. They mostly used Be 1" card for withdrawing cash. The reason in choosing Be 1"
card was highly referred to the fame and reliability of the Bangkok Bank.

Based upon the study on service marketing mix factors, the respondents rated the

importance of factors average at high level as follows; process, physical evidence and



presentation, product/service, people, place, price, and promotion, factor in orderly. Hereafter
were shown the sub-factors of each mentioned factor.

In terms of product/service, the first three sub-factors which the respondents paid
the importance on were; to be able to use the card with ATM of all serviced banks, to be able to
determine his/her own pin code, to get the card at the moment of applying and to be able to
design his/her own daily cash withdrawal limit.

In terms of price, the first three sub-factors which the respondents paid the
importance on were; the annual fee for Be 1" card at the amount of 200 baht, the fee for
products/services payment done through any of ATM machines in This Country, and the fee for
reissuing a new Be 1" card to replace the lost or damaged card at the amount of 100 baht.

In terms of place, the first three sub-factors which the respondents paid the
importance on were; the nationwide Bangkok Bank’s branches available, the 24-hour ATM
machines, and the convenient location of ATM machine in Bangkok where was situated in the
community area.

In terms of promotion, the first three sub-factors which the respondents paid the
importance on were; the gift set distributed at the moment of applying the Be 1" card, the
advertisement of Be 1" card services through media such as pamphlet/leaflet, cloth sign, and
etc., and deduction/waive of Be 1™ card fee according to bank’s campaign.

In terms of people, the first three sub-factors which the respondents paid the
importance on were; the enthusiasm in providing services of the bank officer, the bank officer
themselves whose personalities and dressing style looked clean, neat, and reliable.

In terms of physical evidence and presentation, the first three sub-factors which
the respondents paid the importance on were; the fame and reliability of the Bangkok Bank, the
modernity and rapidness of devices using for providing services of the bank, the light provided
at the ATM maching of Bangkok Bang at night time.

In terms of process, the first three sub-factors which the respondents paid the
importance on were; the time spent for being in Be 1" card application’s queue, the accuracy of
information which matched with the given information, and the process of opening an account

and applying for Be 1" card.



