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Factors affecting the decision to choose financial planning with Kasikorn Bank

of the people in Amnat Charoen Province and nearby provinces
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Abstract

This research aims to analyze the personal characteristics of clients utilizing financial
planning services at Kasikornbank. It further explores clients' perspectives on the bank through
the lens of the 7Ps Marketing Mix strategy model. The target group comprises 400 residents of
Amnat Charoen Province and its neighboring provinces. This study employs non-probability
sampling, specifically convenience sampling, due to the uncertainty regarding the exact
population size. The researcher used a questionnaire as the primary research instrument, and
statistical software analyzed the data. The statistical methods applied in the analysis include
frequency, percentage, mean, and standard deviation. The team conducted hypothesis testing
using a T-test to analyze differences between two groups, such as the gender variable, and
utilized one-way analysis of variance (ANOVA) to compare multiple groups, including age,
education level, marital status, occupation, and average monthly income, along with regression
analysis. The majority of the sample were female (254 individuals, or 63.5 percent) and aged
between 21 and 30 years (172 individuals, or 43.0 percent). Of the sample, 220 participants
(55.0 percent) held a bachelor's degree, and 243 individuals (60.8 percent) were single.
The largest occupational group consisted of employees in private companies (137 individuals,
or 34.3 percent). Additionally, 142 participants (35.5 percent) reported an average monthly

income of 15,000 baht or less.
Keywords: Marketing Mix, Decision-making process, Financial Planning, Kasikornbank
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