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ABSTRACT

The purpose of this independent study aims to study the customer behavior
towards foreign exchange services of Bangkok Bank Public Company Limited. The data were
gathered from the foreign exchange customers of Bangkok Bank Public Company Limited at
Silom Head Office, Siam Square branch, Bangkae branch and Pinklao branch by questionnaires
with 250 samples including 212 general customers and 38 business customers. The samples were
selected by quota sampling.

The study was based upon the concept and theory of consumer behavior analysis
: 6W 1H and services marketing mix. Data were analyzed by descriptive statistics : frequency,
percentage, mean and standard deviation.

The results showed that most respondents were male, married, age between 21-
35 years old, graduated with high school or vocational education. Most of them were employees
in private companies with the average income between 10,001 — 20,000 baht per month.

Most business respondents frequently used inward and outward remittance and
received foreign exchange services at Silom Head Office. The service marketing mix that were
rated their importance respectively by the respondents and their sub-factor that affected the most
towards foreign exchange services of the Bangkok Bank Public Company Limited were : product

factor, the one stop service ; price factor fee charged not higher than other banks ; promotion



factor, advertising through various media ; place factor, the remarkable location ; people factor,
the equal service of the staff ; physical evidence factor, the foreign exchange service zone
providence ; process factor, the accurate working system. Most of them used the foreign exchange
services more than 10 times per month on Wednesday during 12.31 — 14.30 hrs, with amount of
50,001 — 100,000 baht. The mostly affected foreign exchange service decision was the company
policy.

Most of the business respondents were female, single, age between 21-35 years
old, graduated with bachelor degree. Most of them were employees in private companies with the
average income less than 10,000 baht per month.

Most general respondents frequently used the inward remittance and received
foreign exchange services at Silom Head Office. The service marketing mix that were rated their
importance respectively by the respondents and their sub-factor that affected the most towards
foreign exchange services of the Bangkok Bank Public Company Limited were : product factor,
the one stop service ; price factor, fee charged not higher than other banks ; promotion factor,
advertising through various media ; place factor, the remarkable location ; people factor, the
accurate and rapid service of the staff ; physical evidence factor, neat clean and attractive both
indoor and outdoor interia designed ; process factor, inter-department cooperation. Most of them
used the services of less than 2 times per month on Friday during 10.31 — 12.30 hrs. with amount
of 10,001 — 20,000 baht. The mostly affected foreign exchange service decision was their friends

and relatives recommendation.



