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ABSTRACT

This independent study aimed at examining Service Marketing Mix Factors Affecting
Decision of Customers in Amphoe Mueang Lampang Towards Investing in a Retirement Mutual
Fund (RMF) or a Long Term Equity Fund (LTF). Research sample was identified, by Accidental
Samplings, to 300 RMF or LTM customers residing in Amphoe Mueang, Lampang province.
Data were analyzed by using descriptive statistics, consisting of frequency, percentage and mean.

The results of the study presented that the majority of respondents were married male in
ages between 25-40 years with Bachelor’s degree. They worked as government / state enterprise
officer and averagely earned monthly income at the amount of 20,001 — 50,000 baht.

The findings of the study on customer behavior towards investing in the RMF or LTF
revealed that their knowledge on investment was ranked at low level. Most of them had
experienced in security investments, especially in the debt security investment and equity
instruments, in a form of LTF, for 1-5 years. Their purpose of investment was the tax advantage.
The results suggested that to gain higher profit from the long-term investment, the respondents
could accept any risk from their investment in a certain extent. Cost of investment that they
annually spent for LTF and RMF was less than 50,000 Baht. Before investing, they searched for
investment information from officers of financial institutes such as bankers. Persons persuading

them to do the investment were referred to friend/fellow and bankers. Most of them invested in



RMF or LTF at the end of the year via investment channel provided at branches of banks. Siam
Commercial Bank became the most selected bank where they invested their money in the RMF or
LTF with.

Hereafter were shown the results of the study on service marketing mix factors affecting
decision of customers in Amphoe Mueang Lampang towards investing in a RMF or LTF.

In Product factor, the high influent factors affecting customer decision were overall
funding operations and interchangeable funds without fees, respectively.

In Price factor, the highest influent factors affecting customer decision were positive
tendency of unit trust which had been increased steadily and appropriate fee to be spent for
managing funds, respectively.

In Place factor, the highest influent factor affecting customer decision was to be able to
purchase and to sell at any branches of the bank; followed by to be able to purchase and to sell via
ATM which was ranked for its influence at high level.

In Promotion factor, the highest influent factor affecting customer decision was the
media advertisement such as newspapers, television, and ATM screen; followed by the
distribution of rewards such as Cash Back and air-ticket which was ranked for its influence at
high level.

In People factor, the highest influent factors affecting customer decision were
knowledgeable officer who could offer good suggestions to customer, ability of officers to
pleasantly solve problems, pleasure and full-willingness of officers to serve customers; followed
by the positive attitude of officer to response to any customer needs.

In Physical Evident factor, the highest influent factors affecting customer decision were
the separation of counter for funding investment which could be seen clearly and was easy to
access; followed by the distribution of manuals for funding investment.

In Process factor, the highest influent factors affecting customer decision were easy and
rapid procedures to purchase and sell the funds; followed by having good after-sale services such

as Call Center to solve out problems for customers immediately.



