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The objectives of this quantitative study were to investigate the following: 1)
socio — economic characteristics' of clients of Ayuddhaya Bank Limited (Public), Northern
Industrial Estate (Lamphun) branch; 2) market factors employed in the services; and 3)
expectation of clients towards service using of the bank. A set of questionnaires was used for
data collection and analyzed by using the Statistical Package for finding frequency, percentage,
and standard deviation t — test, one - way variance analysis, and pair difference test were done by
using LSD method.

Results of the study revealed that market factors effecting the selection of
service using of Ayuddhaya Bank Limited (Public), Northern Industrial Estate (Lamphun) branch
were process, personnel, price, distribution, market promotion, and physical appearance,
respectively. For the expectation of the clients, as a whole, it was found to be at highest level in
terms of the following: trustworthy, response, care — taking, assurance, and uniqueness,
respectively. For the comparison of expectation of the clients, as a whole, it was found that
differences in the following had an influence in different expectation towards the bank: sex, age
educational attainment, occupation, an average monthly.incomc, and type of service provided.
Also, differences in the following factors had an influence in different, price, distribution, market
promotion, personnel, physical appearance, and process.

The following were suggested in this study:

Product — The bank should employ the strategy in differentiation by providing
new services in some branches. Mobile bank may be used in some communities for convenience
of clients.

Price — The bank should provide campaign in order to penetrate target groups.
All service fees should be intemationally standard.

Distribution — Distribution channel should be supplemented at the counter and
other bank personnel should be designated to be temporarily in charge at the counter. However, a
number of the personnel must be relevant to that of the bank clients.

Sales promotion — The bank should supplement advertisement such as through
internet. Besides, the bank should decrease interest rate for the clients who repay debts on time in
order to promote clients who have discipline and socially correct culture.

Personnel — The bank should instill service mind for all bank personnel like
enthusiasm, care — taking, and out — going personality.

Physical appearance — The bank should provide convenience facilities to cope
with a number of clients.

Process — The bank should supplement the convenience in service process.





