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Factors Influencing the Decision to Open a Savings Account with
Bank of Ayudhya Customers in Udon Thani Province
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ABSTRACT

The primary objective of this research is to analyze the demographic factors and the service
marketing mix (7Ps) that influence the decision-making process for opening a savings account at the
Bank of Ayudhya (Krungsri) in Udon Thani province—a pivotal economic hub in Northeast Thailand.
The study is conducted within the 2025 financial landscape, characterized by the emergence of
Virtual Banks and accelerated Al innovation. A quantitative research methodology was utilized, with
data collected via questionnaires from a purposive sample of 400 actual savings account holders
across strategic areas in Udon Thani. The research instrument was validated for content validity and
reliability according to international standards. Data analysis involved descriptive statistics to
summarize sample characteristics and inferential statistics, including t-tests, One-Way ANOVA, and

Multiple Regression Analysis, to test the hypotheses and causal influences.

The findings indicate that the majority of respondents are female, in their prime working age
(21-40), hold a bachelor's degree, are employed in the private sector, and have a middle-income
level. Hypothesis testing revealed that gender significantly impacts the decision-making process at a
0.05 significance level, whereas age, educational level, occupation, and average monthly income do
not show statistically significant differences in this regard. Regarding the influence of the marketing
mix, "People" emerged as the most significant factor, followed by "Process" and "Physical Evidence."
Collectively, the 7Ps explain 58% of the variance in the consumer decision-making process. The
study also highlights that post-purchase behavior involves a high level of word-of-mouth
recommendations, serving as a critical mechanism for sustainable competitive advantage for

traditional commercial banks in the digital-dominant era.

Keywords: Savings Account, Bank of Ayudhya, Service Marketing Mix (7Ps), Decision-Making

Process, Udon Thani Province
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