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Service Marketing Mix Affecting the Choice of Using the Services

of Government Savings Bank, Nang Rong Branch, Buriram Province.
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Abstract

The objectives of this research were: 1) to study the personal factors of
Government Savings Bank (GSB) customers at the Nang Rong Branch, Buriram
Province; 2) to examine the service marketing mix (7Ps) of the branch; 3) to investigate
the customer decision-making process; and 4) to compare the decision-making process
based on personal factors. Quantitative data were collected using questionnaires from a
sample of 385 customers, selected through non-probability sampling and accidental
sampling techniques. Data analysis was conducted using frequency, percentage, mean,

and standard deviation.

The research findings revealed that: (1) most respondents were single females,
aged 20-30 years, holding a bachelor's degree, employed in government or state
enterprises, with an average monthly income of 10,000-20,000 Baht. (2) The overall
opinion toward the service marketing mix was at the highest level. (3) The overall level
of service decision-making was also at the highest level. (4) Comparative analysis
showed that differences in age, marital status, occupation, education level, and average
monthly income led to statistically significant differences in service decision-making. (5)
Service marketing mix factors that significantly influenced the decision-making process

at the 0.05 level included Product, Promotion, Process, and Physical Evidence.

Keywords : Personal Factors, Service Marketing Mix, Decision-Making Process
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