T9uNANANANITNATW IITDNAAA MY UAZUINIIVDI
SWIAINTAIDYSLIINNA(NWITW) zgﬂﬁaua‘fadaa slmmmn‘ga NNNAIBAT

FACTORS AFFECTING THE PURCHASING DECISION PRODUCTS AND
SERVICES BANK OF AYUDHYA PLC. NEW NORMAL ERA IN BANGKOK

& N
.ﬂ']ﬂalaW\‘iﬂ OnNduth
ﬁ’]m']ﬂ']iﬁ]b@]ﬂ'ﬁ ﬂmw%migsﬁ'ﬂ Nﬁ'ﬁﬂﬂ']f;&li']wﬁ']l,lfﬂd ﬂiZL'ﬂﬁvl'ﬂSl

pﬁ'uﬁmauuﬂmm

Phanupong Ritmanee

E-mail: r.phanupong@gmail.com

Management, Faculty of Business Administration, Ramkhamhaeng University, Thailand.

Corresponding author

unAnga

nwidsatuibduinuidodalIunm (Quantitative Research) dianuszasdiiadnmdadund
HAdaN1ITaHNAaA LAz UTNIIVEITUIAIINTIATOYTEN $Aia(unnTH) yallaueiues lulua
NINNURIUAT lasl3U98 a1 Ul seaun19n15aaa (7Ps) boun Tadudunaans UJaduaiusian
TaduenutoInIadimiig Tadssnunidiaiunmiaana Tadsenuyaas TaauewnIzuIwnT uaz
tTasadumaniw wisadssdmuyans Uszmnsivhmsdnmndandudszainsgndenaadiusiuazld

a ~ o @ < \ X waa
UIMITITIANINRATaY SN ez a1gasud 25 Jauld luwanjumwaniuas lasldisnis
zgiwi"’sazhal,muu”mﬁfywu (Convenience Sampling) $1%3% 400 A% ¥inmsaalaslfuuusauany #n
4 6 a dl d%' 7 A n:nan:l'

szuuaanlait Google Watw uazlinsasiaseuanuifissasivediamanngnuqona adanldluns
Aenzidayaldun afdBiwsism driosas duale dawdsauuinaigiu uazalidnasauauudziu

mﬁmswzvﬂ’amaﬂwmm (Multiple Regressions) 8iaNAR8URIAINNAN (ttest) FRAILATIZRANY

wl3U5IUM L@ (One-Way Analysis of Variance: One-Way ANOVA)

ardan: swannpaiaysen, Tadusuyaaa, Tadsdudszauniimiana, wodnssunisaadula


mailto:r.phanupong@gmail.com

HamIAnswuingudiadwdulnaiduweandgs dargzning 3140 U Iszaumidnmaglu
szaulSganeiniafisuri sowninlse saulnglsznavainwinouuienienswuazdng laiade
' A & o o ' [ A A
daifiau 45,000 L1ndnly szaudadodudszaunenisaaialasniwagluszauann uaziiawanson
Meldnudn dunfanust agluszauann (X=3.97) dunan agluszauann (X=3.69) dutainiiia
e agluszdunin(X=3.88) dunrdiaiunsaaia agluszauuin (X=3.76) duyana aglu
FEAUNNN (X=4.04) AIUNIZUIBNNT ayj’Im:@”umn (X=3.93) LAZHBANHUSNIINILNTN a%ﬂm:d’u
NN (X=3.96) Ui:mﬂsﬂﬁjmﬁaﬂ'nwudwmulmgLﬁan%awﬁmﬁmsﬁua:ﬁmwaaﬁmmiﬂgaﬂ%‘aqﬁm
o o v a A A 1 6 0 o
draunizu) Momanaidusuiansnindaie deusniunisaluniszuialiialalun 2019 uaz
gnaun1ratuniszuialadalaliun 2019 dszmninguetadsdinlnglduinisiiuteainig

fiannsading (E-Banking)

nanaseuanNazwTaTududszaun1anIaa1a wuindssidnadantsdadulada
WA IMALAZUTNNIVRITUIANINTIATEYTEN dia(un1TR) gaflauatuea Basdizainsluiua
NIUNWURIUAT Afsnswadangdnssumiaagulalaun Tauduyana Jadsd1BnIzuIuns uaz
Jasu@uanBmeNIINenn Auandanudantwadinadangdnssunssaauledananimaiuas
UINIVBITUIAINTIATBLYTEN IINA(NATI) A9 Imﬁﬁfméw”tymmﬁaﬁs:@”u 0.05 LAZNANT
NaRoUANAATIUTATLFIULANINLI LNe 818 TTAUMIAN aTW uazTele Auaneariuddnina

dannnIINNIT ”@1aula%awﬁmn”msﬁl,mw%mﬂawmmmgm’%aﬂqﬁm INA(NAITH) NE19nn lasl

wpEAYNIENaNIZAL 0.05
Abstract

This research is quantitative research to study the factors affecting the purchase decision
products and services Bank of Ayudhya PLC. In the new normal era in Bangkok, using marketing mix
factors (7 Ps) product factors, price factor, distribution channel factors, marketing promotion factors,
personal factors, process factors and physical factors including personal factors to study population was
people who bought products and used the services of the Bank of Ayudhya PLC. Aged 25 years and
over live in Bangkok. By using the convenience sampling method, 400 people were surveyed using
questionnaires, through the online system of google forms and the accuracy of the content is checked
by experts. The statistics used to analyze the data are the descriptive statistics were percentage, mean,
standard deviation. The data were analyzed using multiple regressions and t-test and One-Way Analysis

of Variance: One Way ANOVA.

The results showed that most of the samples were female age between 31-40 years old, the
educational level at bachelor's degree or equivalent, single status, most of them work as employees of

private companies and have average monthly income of 45,000 baht or more. The overall level of the



marketing mix is at a high level and when considering the income, it was found that product high level
(X=3.97), price aspect high level (X=3.69), distribution channel at a high level (X=3.88), in terms of
marketing promotions at a high level (f=3.76), personnel at a high level (f=4.04), process It was at a
high level (f=3.93), and physically at a high level (.f=3.96). The sample population found that most of
them chose to buy products and services of Bank of Ayudhya PLC. because it was a reliable bank.
Before the epidemic of coronavirus 2019, and the situation of the coronavirus 2019 epidemic most of

the sample population chooses to use the service via electronic channels (E-Banking).

The hypothesis testing results showed that factors affecting the purchasing decision products
and services of Bank of Ayudhya PLC. In the new normal era in Bangkok influencing decision-making
behavior include personnel factor, process factors and physical factors are influence on the decision-
making behavior of Bank of Ayudhya PLC. products and services was statistically significant at 0.05
level. In addition, the gender, age, education level, occupation and income of the different sample
populations influenced decision-making behavior of Bank of Ayudhya PLC. products and services with

statistical significance at the 0.05 level.

Keywords: Bank of Ayudhya PLC, Personal factors, Marketing mix factors, decision-making behavior
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