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ABSTRACT

The objective of this independent study was to study service marketing mix factors
affecting decision of exporters in Mueang Chiang Mai District towards selecting international
trade services from commercial banks and to study problems deriving from using such services.
The tool for collecting data was a questionnaire distributed to 94 exporters in Chiang Mai. The
data was statistically analyzed using frequency, percentage, and means.

The findings showed that most respondents were 30-39 years old female, with 16-
20 years of work experience. Their position was business owners for the timber export business,
earning from the monthly sales at 500,000-1,000,000 baht. They mostly made transaction with
European and American clients through Bangkok Bank (Public) Company Limited, as the
commercial bank where the international trading services (exporting business) were mostly
applied, especially in an in-bound remittance from overseas type of services. They revealed that
they used the international trading services at the mentioned bank regularly.

According to the studying results, it was found that the highest element of each
marketing mix factor affected decision of exporters towards selecting international trade services
from commercial banks were shown as follows. The highest element of product factor, which was
rated for its importance at high level, was the accuracy, completion, and rapidity in providing

service.
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The highest element of price factor, which was rated for its importance at high level,
was the lower rate of service charge comparing to other banks. The highest element of place
factor, which was rated for its importance at highest level, was the convenient phone transaction,
in other words, the ease in getting contact via phone. The highest element of promotion factor,
which was rated for its importance at high level, was the friendliness of officers.

The problems mostly found in each marketing mix factor were as follows. For
product factor, the service was slow. For price factor, the exchange rate was lower than that from
other banks. For place factor, there was limited number of branches that offered international
trade services. For promotion factor, there were no experts on international trade services to

introduce the services at the customers’ office.





