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ABSTRACT

The objectives of this research were: 1) to study demographic factors affecting the decision-
making process for bank account selection at TMBThanachart Bank (ttb), and 2) to investigate the
influence of banking benefits on the decision-making behavior of customers in Udon Thani Province.
This quantitative study utilized a questionnaire to collect data from 400 respondents in Udon Thani.
Data were analyzed using descriptive statistics, independent samples t-test, one-way ANOVA, and

multiple regression analysis.

The results indicated that regarding Hypothesis 1, differences in gender, age, education,
occupation, and monthly income did not significantly affect account selection behavior at the 0.05
level. This demonstrates the bank's successful delivery of universal value across all segments. For
Hypothesis 2, banking benefits significantly influenced decision-making behavior (R?> = 0.199). The
most influential factor was Convenience & Technology (CV) ([3 = 0.225), followed by Promotion &
Privileges (PR) (B = 0.205), particularly free accident insurance. This aligns with behavioral
economics regarding Loss Aversion. The study recommends that the bank enhance digital
experiences and emphasize embedded insurance benefits to foster long-term financial well-being for

regional customers.

Keywords: Banking Benefits, Decision-Making Behavior, TMBThanachart Bank, Udon Thani
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