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This study aimed to investigate the marketing communication affecting customer
decision towards selecting deposite services of commercial banks in Mueang Chiang Mai District.
Data collection was completed through the questionnaires conveniently distributed to 300
customers who took the saving services from the banks in Mueang district, Chiang Mai, including
Bangkok Bank, Kasikorn Thai Bank, Siam Commercial Bank, Krung SrivAyudhaya Bank, and
Krung Thai Bank. Then, all the given data were analyzed by descriptive statistic consisting of
frequencies, percentages, means, and standard deviations.

Based upon the studying results, the majority was female in the ages of 25 — 34
years old with Bachelor’s degree. They mostly worked as employees for private companies and
earned lower than 10,000 baht for monthly income. The findings suggested that the medium that
they mostly perceived was television. Siam Commercial Bank was mostly selected to apply for
saving services, but the respondents frequently went to take the services at Krung Thai Bank.
Reason in selecting the bank was referred to the bank’s location where was situated nearby
customer’s accommodations or working places. Period in taking services from the bank was

specified to more than 5 years but not over than 10 years. Most of them owned the personal bank
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‘account in Saving type and the objective in taking this service was pointed out to the convenience
which would be received from having ATM card.”

Marketing communication factors which affected customers in selecting the

_commercial banks in Mueang district, Chiang Mai in regard to saving services were ranked for its
importance as follows.

Advertisement factor affected customer’s selection at moderated level in avemge.
Its sub-factor which affected the customer’s selection the most was mentioned to the
advertisement on television.

Sales Promotion factor affected customer’s selection of the bank/at high level in
average. Its sub-factor which affected the customer’s selection the most was the offer of special
interest, including the special services which benefited customers and were clearly announced of
the effective period.

Point of Purchase Communication factor affected customer’s selection of the bank
at high level in average. Its sub-factor which affected the customer’s selection the most was
mentioned to the high technology devices to be used for providing services rapidly.

Direct Marketing factor affected customer’s selection of the bank at high level in
average. Its sub-factor which affected the customer’s selection the most was mentioned to the
direct marking made through letter, telephone, Internet, and on-line network which directly sent
information of banks to customers.

Public Relations factor affected customer’s selection of the bank at moderate level
in average. Its sub-factor which affected the customer’s selection the most was mentioned to the
interview of executive administrators about working policy, saving services direction, investment
compensation, and interest rates.

Personal Selling Staff factor affected customer’s selection of the bank at high level
in average. Its sub-factor which affected the customer’s selection of bank the most was mentioned
to staffs who had very good communication skill and personality, and appeared in polite dress.

7 Event Marketing factor affected customer’s selection of the bank at moderate level
in average. Its sub-factor which affected the customer’s selection the most was mentioned to the
events which were co-organized with other banks to provide knowledge and information about

saving and investment to customers.





