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Abstract

This research aimed to investigate the causal factors influencing customer loyalty
among mortgage clients of the Government Housing Bank, Bowin Branch. The sample
comprised 150 loan customers who either currently held active loan agreements or
were considering transferring their loans to or from the Bowin Branch. Data were
collected using a structured questionnaire and analyzed using both descriptive and
inferential statistics. Descriptive statistics included percentage, mean, standard deviation,
while inferential statistics was multiple regression analysis.

The findings revealed that perceived service quality had a statistically significant
direct effect on both dimensions of customer loyalty across four aspects: trustworthiness
(B = -0.106), responsiveness (B = 0.214), assurance (B = 0.467), and empathy (B =
0.428), all at the .05 significance level. Furthermore, customer satisfaction had a

significant direct influence on both behavioral and attitudinal loyalty in five key areas:
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satisfaction with service costs (B = 0.240), provider friendliness and attentiveness (B =

0.232), service quality ([3 = 0.194), service coordination ([3 = 0.164), and service

convenience (B = 0.124), all statistically significant at the .05 level.

Keywords: customer loyalty, mortgage customers, government housing bank, service

quality, customer satisfaction

unmin
v v a v A < 0 °o w o 1 & A
AUINNANAYBIGNAI (Customer Loyalty) doumladagylunisimuiegedadiu
Y9353795UIA15 Insanizegaddtuiunisiuinisduie Fernuasindnavesgnailiiiies
HEENaInNNaNTatunshwgIugnaiy widuiluganuduaduiuseld mMsuins

ANMUFUNUS WarNITAWESUNNANBAIUBIRIANTIUSEELe1d (Oliver, 1999: Reichheld & Sasser,

v @ a

1990) Insanuassninaunsautsesnliduaesfifivgn Toun SAfungAnssu Wy nsnduan

£%
o Y] a

Tdu3n1sen wagdiiduiiuaf wu auidangniunseanuliinddalusuiais (Dick & Basu,

1994; Jacoby & Chestnut, 1978)

v s v = o

luusunvasnslauinsduie msshwianuduiusivgnaniuiiniudidgyog1ds
Wasnausativansunulunismananlul winlenidlunisieeigtug wazduasunisuen
solulgauin (Gremler & Brown, 1996) sl anudilaluladendenadioninuassninfvesgnd

ﬁqLﬂuﬁaaﬁL“f]‘um'aﬂﬁﬁmumﬂaqwﬁ‘mqmwamLLazmﬁ‘U%migﬂﬁwﬁmﬁuéaﬁmﬁmzﬁw%mw

v

Tnsianzladenaunsauinisdnnisle wu Jadedudssvinsenans nisfuinuninuinng

(Perceived Service Quality) Wagaiuianelavesgnan (Customer Satisfaction) @4ilnase14dl

CY Y

HedAgsangfinsuaAuaeinaAng (Zeithaml et al, 1996; Cronin, Brady, & Hult, 2000)

o
a

5UIANTDIANTANATIEN (Government Housing Bank: GHB) 1luaantunisiduanigia

77

o A v = IS o va 4 a o a v A
%aqigwﬂamwﬂuﬂ W.A. 2496 AMUNTLINVUYUATUIAITDIANTAILATIEN lngfinusnananae

“vilvaulngdvig” neldn1smiuguavensensianisads (SUIAN1T1AITAUATIZN, 2566)

~ 3~



suimsiunumdAylunsatiuayunsiiiedudaienisiiniegendeveslssvivu lagiane

nauiigladesfisunans

[

Tuvsunvesanvveiu Jminvays daduiiunniinisiulanaasegianazyszyns

4 = A

NNSVEeivesiiaugaamnIINeLefeliles AmufeInsiegenfouasduiiedaiiuualiy

Y
¥ ¥ 1Y
=

g9?u madlanginssuuwazauasindnivesgnAduglununidadaudfysenisimvun
nAagNSNINITAAIAkaENISIUINTIneulandaufein1svesgnAluseAuniinia (Kotler &

Keller, 2016)

[
[

INMUARAAINGTI N15IT8ATIUR

a o

s A = v adAaa a !
’JC‘]ﬂUﬁ%ﬁ\‘iﬂLW@ﬂﬂﬂqﬂQﬁlﬁJWﬁJaWﬁWﬁmaﬂflqﬂJ

q

inAnfve|nAiugvesuIATeInsanasIEd a1v1ueiu tneydumddvinan1s@nwiaiunse
i lUldlunsyfuusawasiaiuinisliuinis siudsatuayuniseenwuunagnsnaennaesny

WNLNEAUANLEIE ULAZNUSNIVDISUIAS L UTEEZED

o/

AQUsEAIAYRINTITY
1. WefAnwiAuasindnfregnAIRNgsUIA1T0IATALATIEN a1UBTN TIUUNATY
Jadgdiuunna

2. WefnwiladeniinarernuasininfvegnARuiisuamsernsannsey awueiu

FUNAFIUATTAY

[

1. Yadenisfuiaunmveinistiusnisiinasoninuassnanaaunginssukasiauad
YDIGNATRUT TUIANTIANTAUATIZN a1 10T

2. Uadeanunanelalunisiiuinisiinasoninuassnanfniungfnssukaziiruafives

ANARUY SUIA1TOIATAUATIEN AUV



WUIAN NQEfLazUITENNEITD

Kotler (2013) dnwaiznsUszansenans vunefs dnvazdiuanizyanaiiinase
woAnssuuaznsdndulaveusiazyana welidulselovflusnunisnain Tnsuianasinuea
wsiiddymsUszrnseaniUsznaume e 81y BAvesAsaUA M3 SruauaNnanely
psouath 91818 endiw seRunsAnwmau wasteni Wudu

Parasuraman et al. (1998) léWaiundunaunisuszifiuamnimnisuinislignéin
arwianela Tasasaedesilotnnmunmnisuinig Suundu 5 fu il
1) Anudugusssuveinisuing (Tangibles) 2) Anuliangla wiomuundedie (Reliability)
3) MInoUALBIgNAN (Responsiveness) 4) mslianusiulanngndn (Assurance) 5) arildla
anA1 (Empathy)

Aday and Andersen (1975) lauds Useinnuasauiisnelavesdfuusniswuseenduy
6 Uszin datl 1) arwfewelaluauaganainnisuinig (Convenience) 2) arufisnelasie
N15U38a11U91UYBIN15UIN15 (Co-Ordination) 3) Aufisnelasedsendy aruaulavead
T%u3n3 (Courtesy) 4) avwdianelasiadoyafilédiuainuinig (information) 5) mnufienelase
AMAMYDIUTNT (Quality of Care) 6) Aufianelaseslddneilelduinig (Output -off-
Pocket Cost)

a 1

nsinpuasinAnfuvsduauassninAduiruafuazauassndnanung Anssy

Y]

1) AURISAANAA U AUAR Oliver (1980 81999lu Gomez, Arranz & Cillan, 2006)

(% ) ! =

o5uNe TiAuARdududFuNaznelm AU NARaRSIAUAN lngvnguslnailvirunansse

o
1%

a v & ° | a &g A Y a o
aaumnziludnginssunistensenisldusnistules
2) ANITNAnAIuUNgANTIN WeAnssuANAnARens1duAIMsoUINIS WWunIg

f1sfensnsyyvesusinanlnensdum



NSAULUIAA IUNSIAY

AnwzUsTYINTANENS

1) twe 2) 91g)
3) @0NUNIN 4) SEAUNISANEN
5) 91N 6) 51¢le

1)
2)
3)
iy
5)

AMNINVRINITIAUINIG

Anulugusssuwen1suinig (Tangible)
aulindandennuindede (Reliability)
NINBUAURIGNAT (Responsiveness)
nslitmnusiulalyiunigndn (Assurance)
auldlagndn (Empathy)

Parasuraman, Zeithaml. & Berry (1998)

1)
2)
3)
4)

=
Aunanela

AMUTRINBLALUANLAEAINIINAITUSANS
AU laRDNSUTEENUNUVBINITUSNNS

Aufisnaladedsendy Anuaulaveliusng

Aufisnaladedeyalasuainuinis

(Information)
5) AvuianelarenunIMueuTnIg (Quality of
Care)
6) anufisnelasealddiedelduinis (Output -
off —Pocket Cost)

a

AN ANAYIPNARY
SUINTIATEIATICH
f191U9u
1) ATUNGANTIH

2) AUTIAUAR

eDe

2NN 1 NTBULUIAALUNNSINE

~6 ~




A5AiuN1539Y

o 1

Uszynsuasngualageildluniside

v

1NToYAVDITUIAITOIANTALATIEN a1V 1UBTU WU AgnAPdluseIRnITIRY Lag

Y Y
v v

masldusnisiuflutagdu wieegseninmsiiasandrelulduinissuinisdu siunsdu
13,394 Uy sewinfeuniuensy 2566 Duspunaial 2566 Tuinkaziia1vinsund (Juuns-
TuAns 1181 08.30-15.30 U.)

AIdenvunvuIanguileg1alaeldansves Yamane (1967) Nszduaiugaiu 90%

' s:l' = £% 1w 1 S 5 o 1 =3 dl' N
HAEZAIAINUAAINLARBY +10% "‘ZN‘],WU‘U’]@ﬂQEJGI’JE]EJNSUUGI’l‘\]Wu’)u 100 518 8819lsnANU LBl

'
VYa v =X a

AU LYeliaveIHanITITuLazanaudssIndeyanldauysal {ITeRunuduiungudiiegng
Ju 150 578 Ineiutoyanuuuuaeuniudidnnsedndsie Google Forms
o o =l a o
\n3asiianldlun1side

U v

a o a A A & v I . . =
AiTeasrunsesdenldlunisiiusiusiudeyaidunuuasuniu (Questionnaire) ¥4

54

[

20NWUUTULABIINNITTIVTINUALANYITOYAINGATTT LBNETT UUIAA MO wAzIUITeN

¥
S

Weades ielinseurquusuinuiidesnisAinwagagnisawazasudiu wuuasuauatuiliiu

N13957938UANNTUTULENT (Content Validity) Tnefl¥eayeyd1uIu 3 vinu aunueives

v

Rovinelli and Hambleton (1977) laadviianuasnnaaisenintamauiuinguszasd (100)
ag/lug19 0.67-1.00 G?fqﬁa'jwagﬂuﬁzé’uﬁmmzam ArAudetuvasnuuaauay (Reliability)
Tnensmanduuszaniuearivesnsouuin (Cronbach’s Alpha Coefficient) aannnsnaaedly
wuuaeuamtunguiiognaihsesd iy 30 au ldmmnudesiuresusarduded wuuasuany

%4

n13fuiAanInvesnisliuInig = 0.891 uuuasuntuawianelalunisldusnig = 0.876

[y

WUUAUNUAIINRIININAYDIgNAT = 0.902 Feardandndeglusyiuiguuazuanitaninaieiy

Aa d A awv
NAVDNLATBDINDIY



[

1 1 ! dy
UUEDUDNULUIBNLUY 4 @3U AU

daul 1 LuuasunIuanYaENINITUTEYINTAIEnT Usenaundy 1) tna 2) 81
3) @0UNIN 4) 53AUNIIANYT 5) 91T 6) :18le FadumamuuunsIvdeuTIeng (Check List)
lagliidandmauiissamauierndusswnniign Wusvvasuauvaiela (Close-ended

Response Question) wuudiuanevna@en lnelildenaouiies 1 Awmeu (Multiple Choices)

¥

dudl 2 uuvasunuNsTuiaunmvesnsiusmsdufa LIRS @I (Likert
Scale) InglidonAneuiiissdmouidsriduaiannign liud 1) mnudususssuresnis
U3n15 (Tangible) 2) arulinslanienrnudniede (Reliability) 3) N1SABUAUDIGNAN
(Responsiveness) 4) mﬂﬁmmﬁﬂﬁﬂﬁuﬁgﬂﬁ’l (Assurance) 5) avuldlagna (Empathy)

dufl 3 Aoanfeduaaiaelalunslduinisvesgniniug surmsermsaias
a1v1uedu laud 1) arufisnelaluanuagninainnisusnis (Convenience) 2) Audianelase
N15U3EAUUVBINI1TUIATS (Co-Ordination) 3) auiieneladedsede auaulavesy
T%u3n3 (Courtesy) 4) avwiianslasedeyailldiuainuinis (information) 5) Amwdianelase
AMNINYDIUINTT (Quality of Care) 6) arufiansladoanlddneiialdusnig (Output -off-
Pocket Cost)

daufl 4 LuvasunwdeyanNRIIANFveIgnNARLY sUAITeIANTANLATIEN AU
Fu louA 1) sunginssy 2) aruviauad

Bnsiiusiusudoya

medeedeilittnafiununudoya 2 Snvas e

1. foyauguadl (Primary Data) §3delduvvasunufurdosielunisiiudeyasinnga
F0g1991UIU 150 AU Tngaldun1TuanLuuasun LIy Google Forms Aaen15d314 QR Code
TngufegsaunuiazaeuLudauauioaules lilemuazan 33057 wazandunulunis

va o o

Wiudeya fRdsuasninauniglusuinisenasanasie a1wveiu Pefunszaewuudeuny
Tifugndfikiunisdansesdessuinduflduinmstuivessuiaseiasanasizt a1v1veiu
WU 1893INTIUTINTRLARAD JITUATIVADUAIINANYTUVBILUVADUDIY LazANNTOUANE

YANaNyIIIuIY 150 ¥ Lialdlunsiinsigideya

~8~



(Secondary Data) f39857U5iud0yav1nt0Na1s nilede 51891

2. Toyaniondl
Y 9 Y
TPHaLLENTU NABAIUINTANT INednus wazgiuteyasaulall weldUsynauns
PNy

NUIBNUNAST
afeIeiioidouarasuienan I IinuATaUARULALEN

v

nsATEdaya
JayaINUUUABUNNL

v

NTIATIZNTDLAR

Hunslagldlusunsudisagunieada tng
anudasusiaiiay (Coding) wasihidnglusunsuiielinsievmeatifidamssauuazadfig

BUNIU Al
NUFWVoINGUAI8E1e lauA 1w 81

1 adidanssaun Tlunisiesigideyaiug
nw1 91T kazsela Sdnmsieneideyaiieafun1ssuinmunImnig

LY =

A0UAMN TEAUNIIA
iusnis avudanelalunislduinig uazaiuassndnavesgnen lagldrmaiifgu Aade See

az warddenuuNIngg I
2. admgaeyuy Ihiensa9aeuANduRuETenineiudseng 9 Aall

2.1 ANFIATIEFAMULANAIYDIANYULUTEIINTAIANSNEINARBANIISNANG Lag

lvatinnaaouil (t-test) LaENITIATITIANULUTUTIUNAUALY (One-Way ANOVA)
2.2 MIAATIENENSNATRINTTUIAMAMNITIUSNSuazA L snelanilrenu

windnavesgndn lagld nsimeianaeenyans (Multiple Regression Analysis)
nan15aennlagnilvldlunsasunanazeiuse wessyladeiidmananiy

¥nAnAvegNAIRYY SUIA1TEIAITAUATIEN d1U U aghaduszuu

Anwrdadeiisannnisninaseninu

q Anw
Muwlsdase 2 ngu Ae

winAnsivesgnAidug surAseImsaLaTIEiaIveiu lneidudny

NANI5IY
n15398dTngUsrasAveIn1Ide A9 Lo
nssuiaunmveanisiiuinmsuazanuisnelalunisliusnig wurans3destail

1.1 nsfuiaunimveanislivinisiinadenduasindnivegnAiiug su1A15e1a1s

AATIZN @NV1UDIU



b4

M3197 1 KAN1TIATIEINTSUI RN MRRINsliUS N sNdaadenIsdninAvesgnARug

a

ﬁu’]ﬂ']i@']ﬂ']iﬁﬂlﬂi']zﬁ ﬁ']sﬂ']‘Ul'E)'Ju (Y)
faus9asy B  S.E.est Beta t Sig
V’]I’]ﬂ\‘]ﬁl (Constant) 0.196  0.147 1.332 0.185

ﬂfnmﬂugﬂﬁsimamiﬁﬂ'ﬁ (Tangible) (X1)  0.016 0.046 0.019 0.346 0.730
aubindaviernuindedio (Reliability) (X2) 0.117  0.064 0122 1.823  0.070
nnsnaUANBIgNAT (Responsiveness) (X3 ) 0.123  0.060 0.140 2.04* 0.043
mslimnusiulalifuigndn (Assurance) (X4) 0566 0074 0562  7.68*  0.001
anuldlagnAn (Empathy) (X5) 0.132  0.069 0.141 1.908 0.059

R = 0.935 R?= 0.874 Adjusted R? = 0.870 S.E.est = 0.194

'
v o aa

* AlvdAgyn1sananszau .05

M5 1 wud Fudsmsiuiaanmeesmstiuimsitideddamsediad sedu 005
flog 2 ¢inu Ao n1IneuAUDIgNAT (Responsiveness) (X3 ) wagnslsiarmsiulaliudgndn
(Assurance) (X4) uansiwaulswennsaiva 5 fu aunsndmduneinsaieansdnsndvesgndni
TFusmsaude suimseimsaunsizdt Ifegnsdituddymeadaiisyiu 05 i 2 du dlefiansan
9nei Beta Bauanadiadvswatislionnuasindnd wuiwndudmwaluisnadendu Fesduan
unlutes leun nslianusiulaliuigndn (Assurance) (X4) (Beta = 0.562) wazn1snoUaLs
9nA1 (Responsiveness) (X3 ) (Beta = 0.140) Auady #auuswernsaisianunderunalunis
wensallddesay 87 (Adjusted R2 = 0.87) fienduuszAnsanduiuswyaniniafu 0.935 (R =
0.935) ArAuAaAlAABLLRsEIUlUNTIENTAINARY 0.194 (SEest = 0.194) kagannsadeou
aumswensaildad

Y = 0.196+ 0.566 (X4 ) + 0.123 (X3 )
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1.2 anuianelalunistivsnisiinadeauasindnfsunginssuwasiruaivegnan

Ruf swAseNANTALATIZ avIUeIu

[

A3 2 wanFesziauiienelalunisliiuinsidinasioniuassnanasungAnssusas

VIAUARYDINANIUY SUIANTOIANTAUATIEN d1v1UDTU (Y)

faus9asy B  S.E.est Beta t Sig

ﬂ"lmﬁl (Constant) 0.221 0.086 2562 0.012
auaMuianelaluauaznInaInnIsuIns 0103 0.027  0.124 3.796* 0.001
(Convenience) (X1)

AMUTaNelaRaNISUITATUIUYEINISUSANS  0.177  0.046  0.191 3.842* 0.001
(Co-Ordination) (X2)

Auisnelasedsedy avwaulaves 0.196 0.036 0.232 5.397* 0.001
19u3n13 (Courtesy) (X3)

mmﬁqwaiﬁwiasﬁagaﬁlﬁ%’umﬂu%mi 0.082 0.045 0.096 1.816 0.072
(Information) (X4)

AuianelasienmnIMYeIU3nIs (Quality of  0.189  0.055 0.194 3.433* 0.001
Care) (X5)

aufianelasoailddnedioldusnng (Output 0210 0.025 0.240 8.277* 0.001
-off-Pocket Cost) (X6)

R =0.979 R?=0.959 Adjusted R* = 0.957 S.E.est = 0.113

Aa o o

A5 2 W Faudsaufenelalunsiiusnisifteddynisadafisesu 0.05 &
8¢ 5 pnu AamuitanalalumuazAINaINNITUINNT (Convenience) (X1) MUanalasan1s
U32a1U9IUY09N15U5N15 (Co-Ordination) (X2) Aruiianelasiedsende auaulave
U3n135 (Courtesy) (X3) Anuianalasionnin1nyesusnis (Quality of Care) (X5) wazAIUR4

weladaldinedlelduinis (Output-off-Pocket Cost) (X6) wansindaudsnensaina 5 fu
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a111303uiY ne1nsalnusnanAsunginssuLainuARvegNA1RUL 5U1A1591AS

[

AUATIEY @nw1ueiu (Y) lnedrefitedAyneadanisesu .05 N 5 A1 Wefia15u1a1neAT Beta

1 v v a ! 1%

FauanaddnSnaiidsonnuasdndng wui yneudraluiianiafeiu Sesdnuainuiniy
tor loun Anufimnelasdeaildinadiolduinis (Output -off-Pocket Cost) (X6) (Beta = 0.240)
Aufianalanedsendy anuaulaveyliuinis (Courtesy) (X3) (Beta = 0.232) Ar1uiianala
#OANNINYBIUTNT (Quality of Care) (X5) (Beta = 0.194) aufianelasionsuszaiuauves
A15UIN1S (Co-Ordination) (X2) (Beta = 0.164) wagarudianalalunuazninainn1susnig
(Convenience) (X1) (Beta = 0.124) Anua1Au Fuusnennsalneouaiisrunslunsnennsalld
Yavaz 95.7 (Adjusted R? = 0.957) fiendudseAvdanduiudnmamuiniu 0.979 R = 0.979) i
mfummmLﬁﬁaummgmiumswmﬂsajwhﬁ’u 0.113 (S.E.est = 0.113) uAZANUIIATLUANNIT
wennsadlsied

Y =0.221 + 0.103 (X1) + 0.177 (X2) + 0.196 (X3) + 0.189 (X5) + 0.210(X6)

anUsena

INWNANTTIATIADANBELTING WU NTTUIAUAINYBINTIIUINIG wazALienala

a oA o w aa 1 v v a

Tunsliusnis SuldvinaegradidudAynisaiireninuasindnivegnamtiul suiansens

(% '
a Y

auAs189 a1vvedu Ndudfsiunginssuwassuiauad tneliivesnunimnisiiusnisnd
dvnawudn laud drunishinuiule (Assurance: B = 0.467) AnuldlagnA (Empathy: B
= 0.428) LagNInaUANDIRNA (Responsiveness: B = 0.214) dudiiauanuiisnelandma
wniign laun anufianeladerlddiedelduinig (B = 0.240) uazganuiianelasedsedeves
Aliusnas (B = 0.232)
av A Yy o aw | ¢ a = o

Han15Idetilinnudenndeeiuauidslulssme Wy 9 uw And (2562) Fafnuilu

WANTUNNUMIUATHAZUSUANE kaENUTIAMAINNITUINTENAWIUINADAINSTNANAYDS

o w 1 [y a

o | A a ¢ o & Al vo2 P
QﬂﬂqaﬂqQNUanﬂﬂJ LYULAYINUINUVBRT IAU LNYTNIANUT LLazatly (2563) W%GLV‘LVU'J'W’YJ']NWQ

'
v aAaadaa A 1

weladuladeidsamnddytsvsnaneauasininfvesgnahuunmauiaunsanauns

lusgAuwIUIF $1UId8ves Hapsari et al. (2020) Buduinlugnaimnssunisiiuyes

a N a v . aa a 1 1%
dulaili@e AU Assurance, Empathy, uag Responsiveness fidnsnananaulinslalazaiim
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HNuYasgnA1agiutn Jailugainuasindnilussezey Wudediu Kashif et al. (2022) 9

wuirluuunvessuinsdaaiuuas anuisnelavimdidusudsnanslunisdeuaain
AuNINUINITiUgA1u99inand Tneanigluusziiuves Courtesy, Convenience, wav
Personalized Care Gsfiunumunniulugavdansszuavedlain-19
UenaING Akroush et al. (2021) Fadnwisurarsnadvdlulsemaresuay Fanuii
Perceived Service Value way Customer Satisfaction H8nswalaunssnaza1fgynoniny
v

39nAnAvesgnen nedlmiudiluuSunnisudedugs nsusnsauduiusiBadnineuay

woRnssuvesgnAndunagnsdrfgyiiesdnsliaunsonssdiule

9

Uaiauaunus

JaLAUDUULIINNITIY

1. 5UIANTDIANTALATIZR @1v1UeTU mTenssiugunmnisliunsluynifegady
szuu Tagmsiauinisliuinisluesduszneundnyndiu Tnsiduanudednd anuanunsnlu
mslifuuziigndes mnuelald msmevaussiisinid uarnmdnualiiduinsuasviuase
Wlea1suszaunsalitfuazanuasinAndluszezen

2. msWaN@gAILaTinyrYeIyAaInsegsaiiles Tnsmsdaauliinisiinousy
Gednunndnau Wesnszduaiug mnudhlalunginssugnd wazvinwenisdeanslidl
Usyavisnm sadsUgnilanundnnsuimsiiiunadhlasasidnianuidngndn

3. asdadesruuUssfiuasfamuamainuins lnsasiiszuufianunsnifudoya
Uszilly wasdiaginaunmuinisedatnane wWeideyaluuiulgmlevisuasunuauls
aonndesiungAnssuguilnauazanumsalfiuasuuuag

4. mswsuaisnufienslavesgnailunndauinns Tnewunmsuimsdanislubes
ANAINYBIUTNIT B8RV IIUINIT ANUTARUYeItaYa NMsUTEAINIIY AldIe was
ANAzAINaUTY WeassrnuiAnduduazaailindasgraddy

5. msdaaiunisvendeluBauinifieveregiugndn Tasairsanuussvivlaluynge
dufauinng (Touchpoints) Wilenszdulignénidnesnuuzihuinisungdu deuvdisvensgu

andnlaglidosisnsnaindaznunnin wazasanuindlusseze
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wangunmaguan §1u3u 400 Au Tduuvdeunuduniesiied

afavAEeull NMTAATIVANULUTUTIUNGRET UagNTIATIzvionnaenvian

Nan1533 nudn 1) Juslaafimaiisnatunisinduladenlduinsueundirdusuians
1 laisinaifu daudnunizUszrnsmans duetg msne 9188 e1Tn uazanunIwnsaNTEd
safunisinduladenlduimsueundiatusunnise uandneiu 2) fuilaaidwgAnssuduns
ldau suranattunsidildeu sugunsalildom dunmsuinsidentd funailunis
il uuiarads duduusililduing fuamgudnlunindentdou wasdudadovdnly
madenldnuinetuiinisdenldueundindusunans uanaatusgaiiveddyniadfiisesu
05 3) nMsgansunarnsidmaluladdwmasonisdndulalduaundindusuinis veangquie
vhandusnsammamueseg fusn Tudewesmnindeievesszuy Jadusuanmwandoud
atfuayy Msduduniuaemds uaznsfuifanudss dunseeniunaznisldinaluladlyl
dewasion1sandulaldueundindusuiais vesnguisiauluangannamuasagiuan Tu
Bewainsiuiauildsuainnisuins Jademseanisiaszaniandadonisaanialy

n1sldu wastadeauBvznanisdiny
AdAgy: noRnssunsdnaula nseeusulaznsldinalulad weunandy GHB ALL GEN

Abstract

This study aimed to: 1) compare the decision-making behavior in using the GHB ALL
GEN application of the Government Housing Bank classified by personal factors, 2) compare
consumer behaviors influencing the decision to use the application, and 3) examine the
acceptance and use of technology that affects the utilization of the banking application. The
sample consisted of 400 working-age individuals in Western Bangkok who had previously used
the GHB ALL GEN application. A questionnaire was employed as the research instrument, and
data were analyzed using descriptive statistics, t-tests, one-way ANOVA, and multiple

regression analysis.
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The results revealed that: 1) gender did not significantly affect users’ decisions to

use the banking application, while demographic characteristics including age, education,
income, occupation, and marital status showed significant differences in decision-making
behavior; 2) consumers with different behaviors in terms of access frequency, time of
access, device used, service choices, session duration, source of recommendation, main
reason for using the application, and key factors influencing usage exhibited statistically
significant differences in application usage at the 0.05 level.; and 3) acceptance and use
of technology significantly influenced users’ decisions in terms of system reliability,
facilitating conditions, confirmation of expectations, and perceived risk. However,
perceived service value, performance expectancy, effort expectancy, and social influence

were found to have no significant effect on users’ decisions to use the application.

Keywords: decision-making behavior, acceptance and use of technology, GHB ALL GEN

applications

Uni

aa

lugandvia waluladdumesidanazausalnuladunfivnumd Ay luiinussdriuves

Aau lnganizlunguisiauniilaialadisdunagiannisdearsiiulanesulatsg oo
nTenunginssudlidumesidalulszmalnel 2565 nuiraulnglddumesidanieads 14
i7lus 35 witsiedu lnenqu Generation Y fignsnisldugegafnsoiududi 6 (nsznsns

o A

Advailowmsugiauazdny, 2565) denndesfuneusiulanfissyinmaudsunlamningsu
Auslaadunamnananuazainvesnalulagfidvia (Statista, 2023; Deloitte, 2022)
nsiulavesnslduausalvuiasdumeside dwalinianisdudesuiunagnsnis
Tu3nns Tnslamiznslyu3nissinu Mobile Banking iiles1unsanuazanlunisvingsnssuesns
s uazUasndy dTayasinsuinisuislssielng (2564) syyinduaudyddly Mobile

Banking fl31nfl4 68.38 d1udyd wansdawuildunguilnaiuunlduinisn1stusuuiviasgng

IoLAU
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281915AR1Y sUIAITEIANTANATIERR DU IAUSNNSAuAUd ot aTied ady wiiaudl

Y Y

v a 1

anétaduiurnuasAudeonund 2 Syt wilinsadaslduinsueunaindu GHB ALL
GEN wigaUszana 1.05 a1utaydluraed 2561-2564 anduiiiesdosay 34 (drinaunaun
ganssuvaBidnnseiing, 2563) mslduinisdilinseunqundugnéiiavn ilviAnaudsn
Tumsidnfisuinng wazasemssliuasunenslugisnadfglévinamuui

ieanaunesalunslduins a @1 waziinuszdnsnmnisuimsteyagni
suimslaimuineundiatu GHB ALL GEN suluil agnslsiniu dnsinisaniluanuazldouds
Audleifisuiusununsiam fienadamaiemuaunsalunsudsiuszaren

fau nuATeiFajdnymeingsunsdadulalfouseundiadu GHB ALL GEN Tandy
fovanlufiufingamme aztuen Sadunguidmnendniidnisldaumealuladaauddoin
Toyadsdnfsatunginssunisidenlduinisuendinduressuiats nsfnwiaindnae
anunsnauakuInslunIsiILazUsuUTIUIN1T Mobile Banking Tinssiuaufean1sves
anf wazgaduanulaseulunisudaduresuiaslueuian
InUITaIAYaIN1sIvY

1. WewSsuisumsdaduladenlduinmsueundindusuinisernisaaasizy GHB

ALL GEN duunanudadediuynna

2. WlerssuiiisungAnssuguilandidinasonisdndulaidenlduinisueundinduy
SUIANTOIANTALATIZN GHB ALL GEN

3. iileAnwinseousuLaznisldimaluladiidenasonisldueundindusuinisernis

ALA129 GHB ALL GEN
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1. fuslnafiiitadudiuyanassiuinisdnauladenlduinsueundindusuiniseras
AR89 GHB ALL GEN usnsinefiu

2. JuslaafifingdAnssusneduiinsdnaulaidenlduinisueundiatusuinnsennis
@9AT1ER GHB ALL GEN wansinariu

3. ilenspensunaznsltinaluladdnarenisliueundindusunasoraisannsws
GHB ALL GEN

uwurRnuaznnuiiiedas
u,u'aﬁﬂLtazwqw{]’Lf‘f'snn”ua“nwmzmw'szmnsmam% (Demographic

Characteristics) dnuzmsUsznsmansdsnaduiiugnddglunmshanudlangingy
quilaelunannvanefid Tnslmzidenauiuyuuesnudninewaznginssy vivlvamisn
EJ%U’]EJWE]@MSSJ‘UENQEU%I{]ﬂiuizﬁuﬁﬂlﬁmﬂ'EaJI\‘iﬁ?gjju wnAnLagnguiTmatefifeades o

1. N NsuudIunaInnua NeMeUTEYINIA1@as (Demographic Segmentation
Theory) Kotler and Armstrong (2022) 3U18791 NMSILUNAAIAANSN BT UTZVINTANEAT LU
e 91y 181F sfnw wazordw Wuitugudidelidlanudesnsvesuslaaldegig
wiugh nsdennagninensnaniidenadesiunguitminedeannsadiislonianudiia
Y9404Ans lepE1TiUsEANS AN

2. WUIAALEUNITIR (Life Course Perspective) Elder, Shanahan and Johnson (2021)
l@uedn Maasunlasluunuinvesyananug1sdin 1wy 115@nwin13vinau wiensil
AsEUA dwalaonssienniingsy Alley wagiiruadvesiuilaa msidladumadindaduds
drAglumsinsgingnssuguslaalussesen

3. WUIAAAIIUNAINYMAIERAT NG ANTTUNIIUTEYINT-F9AU (Sociodemographic
Diversity & Behavior) Zhou and Wong (2020) 411131 A21uuana 198118 991& Araun

TUUFTIN WazgIueeday d8n3nasanissus irued wasngAnssunsiienduauazuinig

Ingiangludinuminusssunianuainvaiges
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4. N1SHUNAIUAAIAMINE NYULUTETINTLAET NI NYT (Psychodemographic

Segmentation) Wells and Tigert (2020) 83U N1351udyaUse¥INTMENT LU 018 Uay
5ele Liuanwedninet wu ypannmuasafien Yaelrtnideatusadilaninuuaneing
vos{uilaaldeg9dnd awnd sy wararunsneenuuunagnsviondnduelldag1anse
nasdmsng

wUIRAN B FINNTTBRNTULAZNSIEmAlulad (Unified Theory of Acceptance
and Use of Technology: UTAUT)

nousumseenuuaznisidmalulad (UTAUT) gnifwunlag Venkatesh et al. (2003)
iiooSunemgAnssunisseuiunarmsldaumelulad lnssunuesduseneuanuuanguiifu
udunseunnAniden Ssldsuniseeusunaziluldlunainvatsuiun wu esdns nsAnw
wATNIAGINININA

UTAUT Usenaudiedadendn 4 d1u Adwans wgdnssunisldinalulad (Use
Behavior) leiln

1. AuAIAnTInuUTEansn (Performance Expectancy)

2. AMUAIANIIAUAUNEE (Effort Expectancy)

3. BVIWan1edeAY (Social Influence)

a. Goulvanfuayunslday (Facilitating Conditions)

wazddauUsn1ayu (Moderators) e n wwel (Gender) 818, (Age) Uszaunisal
(Experience) uazamaiinslalunisldeu (Voluntariness of Use)

i A a

TudalalAd e nguidsdlasunsvenenauasdeseniiofnuluuiunlul q wy
nslfauueundiatuiiede ssuusuimsiavia uazmaluladnisiFeunsaeu laefinsiiue
wdsiasy wu anmlinsdaluszuu mssudamidss (Perceived Risk) uay ussgdlasuaiy
aun (Hedonic Motivation) ilelivsnganfiuuiunmaluladiudsuulasegismaia (Dwived
et al.,, 2019; Alalwan, 2020)

LLu'JﬁmLawqwﬁLﬁmﬁ'qué?niiwawi’u?‘[nﬂ (Consumer Behavior Theory)
ngAnssuveaguslan (Consumer Behavion) Llunssuruntsiiguilaeldluniséum den 4o 14

warUTEUAUAILAZUINIT IAUBIANUABINITNIDAUTINDIAVBINULEY NSKUlaNgANTTY
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1. ngunganssuy uTlaAadninen (Psychological Consumer Behavior Theory)

Schiffman and Wisenblit (2019) 85u1e1 nadnssuguslaalasudnsnaantadeniedning

=

wiu u339¢la (motivation) NM35u3 (perception) MsiSeus (learing) YAANATM wawviruaR Fdl

vV 1

nasan1sindulatelaense dieg1s n1sTuInuAIvBIRUTUAaINITansEAUlAAANTTRY T e

Y9

ANUANARBLUTUA

2. nuiiussgdlauazarudosnsvennalal (Maslow’s Hierarchy of Needs) nguijlaue
Tmginssuvesuilnalifuguandwuturesnudesnis iy anufesisiiugiu ansdaende
AruEn Mssausy uazmalisfiunuios (Maslow, 1943, Reeve, 2018) Tnerjuslnavsindulado
AudmieuinsfianansnneuauessriuATFoIMTTeNY 1 Lantuld

3. VU NeANTTURUIIAAWUUYININTT (Comprehensive Consumer Decision-Making
Models) Blackwell et al. (2006) tauglunaiinsounqunszuumdndulavesiuslnadausins

SuilUaym nisAumdeya nsUssiumaden msdadulade lUuaulmginssunasnisae lned

14 a 6

Jadunneusn wu Tausssu nquanads wazaaunisaldududsiduiiddey

[

4. wwrdni uslang AR (Digital Age Consumer Insight) Hollebeek, Sprott and

LY

Andreassen (2020) @liiuin waAnssuguslaalugaddvaldsudvinasgauinandedeny

Y

goulai aulinsdasedeyaiidsia uazuszaunisalldausiuunanvosusing 4 lneddadeln

wu A111391418 (trust) N158dIUsIU (engagement) wag Uszaun13adilly (user experience)

Wsniunumaaglunisdndula
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Abstract

This study aimed to: 1) compare customers’ selection of deposit services at the
Government Housing Bank, Sattahip Branch, based on personal factors; 2) study consumer
behavior affecting the selection of deposit services among customers of the Government
Housing Bank, Sattahip Branch; and 3) study the influence of marketing mix factors (7Ps)
on the selection of deposit services. The sample consisted of 400 customers of the
Government Housing Bank, Sattahip Branch. Data were collected using questionnaires and
analyzed through descriptive statistics, t-test, one-way analysis of variance (ANOVA), and
multiple regression analysis.

The findings revealed that: 1) there were no significant differences in the selection
of deposit services among respondents with different personal factors, including gender,
age, marital status, education level, occupation, and average monthly income.; 2)
consumer behavior—including reasons for choosing deposit services, financial transaction
channels, preferred time of contact, frequency of service usage, types of transactions, and

persons involved in decision-making—had no impact on service selection; and 3) the
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marketing mix factors (7Ps), product, price, process, and physical evidence significantly

influenced customers’ selection of deposit services, while place (distribution channels),

promotion, and people (employees) did not have a significant effect on decision-making.
Keywords: service selection, deposit service usage behavior, marketing mix factors
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Abstract

This study aimed to investigate the factors influencing the use of housing loan
services among salaried (retail) clients in the Central and Upper Southern regions of
Thailand, specifically within the Government Housing Bank. The sample consisted of 382
clients of the Government Housing Bank. The research instrument was a five-point Likert
scale questionnaire designed to measure clients’ opinions. The data were analyzed using
descriptive statistics and multiple regression analysis.

Research findings revealed that brand equity factors—including brand awareness,
brand loyalty, and other proprietary brand assets—significantly influenced the use of
housing loan services among salaried (retail) clients in the Central and Upper Southern
regions of Thailand. Additionally, perceived value factors—including emotional value,
social value, quality value, and monetary value—were also found to have a statistically
significant influence on the use of housing loan services among this target group at the

.05 level of significance.

Keywords: brand equity, perception value, decision, housing loan, Government Housing

Bank
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o 3

gou) GinanlugiugninanvedsunAIsenmsannsey (sed.)
anunsaidigiuinfinnswisuwlasedisinsudigyaddvia Ussneuiunansznuain
nsunsszuInvedlsalain-19 dawalinginssuvesuilaadsuwdadliegienn gnmaiunse

Whiveyaineniundndueidudeiienegondeldegisiniuagnainvaledomiindtu

Y

1 o

danalvinisudadulunainduideliieNegedeniniusunsstu (Hapsari, Clemes, & Dean,
2020)

nsAnwdadeniinansenudenisidusnisduieriieieg o1 venguandie1dnysedn

1 =

(518¢08) Juludedndu welisuinisg auisaneuausiniudein1svesgnailiagied

Uszdnsnmuazsnwiaudufiilunaindudeiiefiogendeldod1edsdu lnsanizn1sinw

¥ 1

Uaduaunisiuinmei (Perceived Value) kazAniA1nI1dUAT (Brand Equity) Feinafonis

Y 9

andulalduinisvesgndn (Akroush et al., 2021) wenani ideslulssmealnegdmuinlady

ANUNANAN YBINIINITIAUIAT 51A7 LaLN1SALESUNNTAaIR JanSnasnenisinduladanty

]
[ % a

UINMsaueiusuIAsndisdvasUssrnsiuiunnammamuaskasUsuama (Aol ey

g7

a

s
Wava, 2566)
o & = v Ao ' Y a a a4 A A o ' % =
Aatiy MsAnwdadeniinansenusensldusnisiueiiteiederdavesngugnAte1dn
U581 (51w808) JsllanudAyedad iesinaiuisatllduseneunisimunnagnsnig
N139819 N1TOBNWUUKANSUMFUTD WaENITRAIUITTUUUINITVRITUIAITIATAUATIZALA
novauasnufeinIvesgnAmanglaegeiiussdnsam naenauylsSnugugnAfnLay

wuaseanulidseulunsudsiulunandudeiiefiegerdelussesen
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nnUsTAsAYaINITIvY

A e v aa i Y a a A A A ) ! a ° |
LW@ﬂﬂH’]ﬂ‘\]QEJ‘V]ilNﬂﬂig‘WUW@ﬂ']ﬂﬂj‘Uiﬂ']iﬁUL‘UﬂLW'EJV]'EJQE]'W]EJ ﬂqg\l@']‘?jWUsgf\]'] (5"9808)

T UANUNNIANANAEAALANDUUY VBISUIANTDIANSAILATIZN

AUUAFIUNTITIAY
1. Yademarinunsidum (Brand Equity) denansenusionsldusnisduleriveiogende

naueINUsEdn (318888) sUIANTEIANTALATIRTLLATIUTIAIANASLaEA1ALARDUUY

vV 1

2. Uademamumsiuinmuen (Perceived Value) dawansenusonsiduinisduiioiiien

agende NguenINYsdn (31eger) suIAITEIAITANATIELUATUNNIANA LA A1AlIRBUUY

a aa a 1%
HUIAA LaSNE)NNYIUBI

A A o (Y [ L3

Kotler (1999) Agnuins1@uA1metie A1 ddnwal ¥39N1999NLUU NIDN1TTIUAUTS

o

s T X 29y A % a v a 19 a ¢ A o
NAUIETNBULNANY GUQSLGUL'W@LLﬁﬂQﬂﬂﬁ‘UﬂqLLag‘Uiﬂ']iﬁU@\‘iQGU']EJ Iﬂamﬁgmﬂizmmwaﬂiwmm

a 1Y

WANAINIINAKYS NIUATIFUAIT U IIIEAUAINITATNGINYIBLETUBNAINYAILANIZFIVDI

wAnsaue Tuwazdl Randall (2000) a8une1 “HanfusiAedsiignuanainlsany uins1Audde
aiifuilnaidente”

0sAUsENBUIBIANAMIIEUAgTRILATAY Anker (1991) FaausitnuAasIAUATIY
a1ea1guslaalsenaualy 5 a3AUseneu laud 1) N1333nm31duA1 (Brand Awareness) 2)
ANNMASUS (Perceived Quality) 3) nsidexloafuniwdnwalnsidud (Brand Association) 4)
AUSNARens1AUAT (Brand Loyalty) wag 5) Aunsndduiliisadestunsidudi (Other
Proprietary Brand Assets)

Hartnett (1998) liiendenunissuiaadinduanuainsavesesinsiunisdmaunmen
fIn59nINAINABINITVBIRNAN BeaArTiuanaRzdsaranIaInsalunsudedy Tne
Sweeney & Soutar (2001) Wmu1FUKUUN5FUIAMAIGBAIN Sheth, Newman & Gross (1991)
Faszyauaiiguilaaduil 5 §3 Ao 1) arAn1slde1u (Functional Value) 2) AniAndas
(Social Value) 3) AsuA1@1338d (Emotional Value) 4) AaiA1AI1%3 (Epistemic Value) wag 5)
anAndadauly (Conditional Value) InsamuAmaridmasianissuifasleovdilisuiousy
Uiy
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nszurunsAnauladeusenaunie 5 dunau laun 1) N155uitanudens (Need
Arousal) 2) N15ka9M19eYa (Information Search) 3) N15Us2IIUNILABN (Evaluation of
Alternatives) 4) n13@naulada (Purchase Decision) kag 5) WaRNIsuNaIn154e (Post-Purchase

Behavior)

NSOULUIANIUNTIY

AMANIIAUAT (Brand Equity)
1. fuN1333nNAT1EUA (Brand Awareness)
2. qunmiign3ug (Perceived Quality)
3. andnwainsidenlosiuasidudi (Brand

Association)

4. AuRssnANARenI1ALA (Brand Loyalty) msluEnsauieitafagands
v

5. dunindusennduresnsdus (Other Proprietary

ngua1Indszdn (s1e8ee) Tuiun

A o P
AUNNIANALALAATARBUUY

ﬂ'li%"uiﬂlmﬂ"l (Perceived Value)

1. ANAINIAUNISIEaIU (Functional Value)
. AAmeIUdsAY (Social Value)
. AMAIMNALBI5UE! (Emotional Value)

. AAMNeeAAINS (Epistemic Value)

[ B SN N

. AMAMN9FIRU (Value of Money)

AN 1 NTDULUIAATUNISIVE

ASandun1599w

a o & A9 vy . =3 < v a Ya o
nIdeassllddeyauzugil (Primary Data) lun1s@nwiludeyaigidesiusinainms

Y

a

lduuvasunu uavdoyanfenil (Secondary Data) 3INNITTIVTINIINBAANT H1513VINT

Y

a a ¢ ! A A

UITY FINUN 1158719679 9 MALI799 warszuumAluladd@1sauwmna Y895UIATDIA1T

¥
av A

AUATIER FTN1TANBUITEIWITELTIUS U (Quantitative Method) T9wuvasuaudu
= = < v ~ | e ° a v o Ao ' Y a
wisadlslunsiiudeyaiitess@nyiuuuinassaunisidalassasnwesdadeninasrenislduing

dudelitefiogedy su1ATOIATANATIEY lulwaiunAnasazalineuUl
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NUNNIANANBALAIAARDUUY (ANUNTWULYANUN BAUSNITVDISUIANTDIAITAWATIZY NA

NANaMUNEae M IAATLYS NITUATATOLTL GNITUYT B1NBT FWIYT UATWIEN AYNTAIAT

[

ayvnsaansin uasuga) andeyaluszuvasaunaniglusuimsernsasasizdt U w.a. 2566
Futwenarslimeunsausiiiounnsaudsioudguiey 2566 wuii Tgdulduinisdute
FIUIUVIAU 8,238 518

nquiiegenldlun1side fe gnldusnisaueiienegorfeluwniiuinianaiaiazniala

'
1 I

nouul N1sAmuanguiiegeldlun1sideasall Tognsves Taro Yamane aglivuinvesngy

a

A10819 382 A10819 {ITedudlo819gldisn1sduuuuratetunay (Multi Stage Random

[
a [} U 1

Sampling) T18azduARIl 1. N13duA29819UULAIAT (Quota Sampling) TnaniAnalsLaznAls

q

1
=

MBUVUAINNITHUAYANUTNYBITUIAITRIANTANATIEN 2. MnUAlingduf108191191N

o v A o oA

2 JaTaflyenUasdungidn d1AUil 1 waga1aui 2 AIUNGUAIRE9NWARYNTAIAT 1

q

[

(2 [ ad o [

IMNINTAAYNTAAT UarIMTAUATUFU NAUAI9E19INUAUTEIIVATTUS W1AnTandn

ada o s

U5¥27UATTUS wazdandamasys nqudI08199INUANITUATATEYTET W19INTINTA
WILUASATRYTEN Uardminaseumimegnanlusiazdmin lnemuinanusesnsiuusiasion
deufusnudssansimaduiesay udufisusenundusuiunguiiesna 3. msdunga
fognslunmnazdmin 1135 uwuUgzaIn Convenience Sampling

iw3eafiafldlunnsise

insesilelflumafiusiusdeya fe uwuuasunu Tnelingusegameuuuuasuniy
fislusuuuuoaulating QR Code uaznuuaanlatl InsUssanunusugudmsavivessuias
iWetaslunisdnifiuteyaniaauiy Tnenszuviumaiuteyaduiunissenitafeudamey -

o ¥ 1

flugeu 2566 Fawuuasun1ufinaiingussasniiafnwinissuinmean (Perceived Value)

Y9

'
a

waznmanwalns1duA (Brand Equity) Nidsnasieainuiienelalunisldusnisdudeiieney
9IAUYBITUIANTOIANTAUATIEN
nsun1sdwuuasunululyase lddliunisnsiraeuainunsadailonn (Content

Validity) Inenisdeuuvaeunuliiu gnsenandisiuag 3 v Sadufideimagludiuniside
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NNMIAAAUALNITUTINTGIAT LieUsTIuANNMINZaN ANTRLIY LavAudenAReIveItD

Manufuinguizasiniside anduldsuumadiianuaenades (The Item-Objective
Congruence Index: 10C) dusuniazdaray IneBmnusinzuuuiidesdiai 10C lddaunia
0.50 FssanisasIadounUIUsazteramiian 10C aglunamifivensuls Ao ogszning 0.67-
1.00 Fslhuuvaeuauluuiuugmuiuusinvesmsigandineunisvaaesldate

ndsniulddniumanaasdlduuuasuny (Try-out) funguiteginirsesiifinaatii
TndiAsstungudiegns s1uau 30 au enageuauidilaluidenvesuuasuniy Ay
Farauvesdiosn ufsanuseiomwosdidudini Tnsdeyaanmmeasdddgmiuiaszs
iiomAraudesurosuuuas U (Reliability) Ineldrduussaniuearivesnsounin
(Cronbach’s Alpha Coefficient) Fanan1s3iAsnzinuiwuvasuaudaAtnudeduiafu
0.891 Feoelusziugs uazimnzanusion s lldlunsideass

nsATIEidaya

a v I aa vy A a ¢ v
ﬂ']ﬁ':lLﬂi']gvisl]@&l‘uaﬁ']ﬂ']ﬁﬂWI@EJ&LGULﬂiaﬂﬂ@NW'JLfﬂEI?L‘WEJﬂ'ﬁﬂi%ﬂqawamaga‘lﬂﬂﬁuﬂiﬂ

=

aa o < a [ 54 a v 4dy
ﬁﬂ@]?ﬂlﬁﬁlg‘ﬂ L'WEI?IE‘UNWUEJ\‘IH']TJLﬂi']%%%@llua FNYATLBYNAIY

a v

1. aff¥anssaiun (Descriptive Statistics) FiaT1grdeyaniuyszvinsmans deya
Qﬂﬁhf?mL%mﬁaﬁagjmﬁaiummﬁuﬁmmawLLazmﬂiﬁmuuu TnetnauediedA1AI1ud
(Frequency) A13oeag (Percentage) LLazehuLﬁsmwummgm (Standard Deviation)

2. adf@eayuu (Inferential Statistics) Ao N153LATITNaAnBENY AN (Multiple

Regression Analysis)

NANI539Y
Uadeninansznusienislduinsdueiiienegende ngue1indszdn (s1egee) luiun
HUNNIANAUAZAIALANBUUN YDITUIANTOIATANATIEY U518as1Bnmall

¥

M13199 1 NFInTeanneedanyanvesdadenisiiuauAInsIdud (Brand Equity) N133U3

A1 (Perceived Value) sionisanduldnisldusnisduleiiienegeidesuinns

NANSANATILI
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n3lduIn1saulvaliveiagonAusuin1seIA1sEuATIEd

Unstandardized Standardized
fiankUs Coefficients Coefficients t Sig. colineartty Statistcs
B Std. Error
Beta Tolerance VIF

(Constant) 0.331 0.163 2.039 0.042
UJadeneiunnAIns dudl (Brand Equity)
AuN133INAsIAUM (Brand 0.197 0.041 0204 | 4.846* | 0.000 | 0489 | 2.045
Awareness)
ANANTIgNTUY (Perceived -0.009 0.051 -0.008 | -0.170 | 0.865 | 0362 | 2761
Quality)
mwé’ﬂwzﬁmﬂ%aﬂmﬁumw -0.029 0.060 -0.030 -0.475 0.635 0.216 4.620
duA (Brand Association)
nsfnfsiensdue (Brand -0.138 0.062 -0.137 | -2.210% | 0.028 0.224 | 4.463
Loyalty)
Aunindussinnduvemsdui | -0.165 0.063 -0.173 | -2.607*% | 0.009 0.196 | 5.106
(Other Proprietary Brand
Assets)
Uadeitunisfuinmen (Perceived Value)
qmmmqﬁmmimﬁ 0.171 0.051 0.181 3.374* 0.001 0.300 3.332
(Emotional value)
AMAMIIPTIEIAY 0.430 0.052 0.417 8.253* | 0.000 | 0339 | 2947
(Social value)
@mﬂ'wmw’ﬁuﬂmmw 0.188 0.059 0.173 3.199*% 0.001 0.297 3.372
(Quality value)
AUAMIIAIUEIRY (Value for | 0.273 0.053 0270 | 5109% | 0000 | 0311 | 3.218

money)
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a 1

1NM15199 1 wud Yadensiunneinsi@ua (Brand Equity) Jadegesnisinunis

a 1

$3nms18uAn (Brand Awareness) (f =0.20) n13sinAsians1@ud (Brand Loyalty) (f = -0.14)

wazdunsndussinnduvensiau (Other Proprietary Brand Assets) (§ = -0.17) fidvSwasie

a I U 1

Y a a A A 4 = ° I & 4 v
ﬂ'ﬁi‘ﬁ‘Uiﬂ'ﬁﬂutﬁU@LW@‘V]'EJEJ'E]'W]EJ ﬂqmm‘ﬁ‘wﬂizm (51990Y) IULGU@]WUV]ﬂWﬂﬂaqﬂLLagﬂqﬂimmau‘Uu

Y

[ 1

drutadenieinunisiuinmen (Perceived Value) AuamuAInIes1ue1sial (Emotional value)
(B =0.17) gruAn1edudsan (Social value) (B = 0.43) AuAmednuAnn1n (Quality value)

(B = 0.18) wazAmAIMIIRUAEIY (Value for money) (8 = 0.27) ddnSwasenisldu3nis

anUstena

Han15338 wudn Jadednunmueins1dud (Brand Equity) loun n1333nms1dudi (Brand

v Y

Awareness) AMANTGNTUS (Perceived Quality) nndnwainisienlesiunsidua (Brand

Y

&
Q

a

Association) AMNAISNANARDATIAUAT (Brand Loyalty) wagdunsndusslnnauvesnsnauan

U

(Other Proprietary Brand Assets) ignswasenislduinisdudeiiefiegerdevenduane
213NU5231 (318888) SUIAITRIANTALATIZALLYANIANA1LALAIAMIABUUY Bidonndodfy
ao a £ o I~ v v ] a v - o
Aees 253003k Ity (2565) nAnwladeimuauAIndumwarn1sdeasnIsnaIaning
AaNsTNARAMIETURIMTLTOgUAIMUBINGY Gen Y lulwangunnuniuas Inenuigney
wuvasundlinnud Ay AuauAnsEuAlusEAUNIN (Aade 3.97) wasladedenaiaiunse

FwuneInsaingRnssunisdelasevas 57 (R2 = 0.570)
=y 1% Y av % a & A9 v oa ! v

wanaNil faaenaaefuNuITeves algiy) 1 uAs (2563) Faglniuindadenians
AAIALALLANIZATUNAAA I S1AT LAZTDINIINITINT MUY HBnSnast1elltdlod1AyRonis
andulaldusnsduovasminauenvululanJmnarIuas LglanesALagtoaniing

= ] 44 Y a

wnfigasian1sidenlyuinig

ludruvesladeniunisSuinmei (Perceived Value) lauf AnsAIM19d 1B TUA]
(Emotional Value) AsuAIM19A1U&IAY (Social Value) AsAINIIAIUAMAIN (Quality Value)

WarAMAIMIIAIURIREY (Value for Money) wudn fignswanenisldusnisduaelungugnan
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= ° ! | v o= 1% ) a I~ o =
919NUTE1 (S18898) LYULAYINUY TFIFBAAADINUITUVDY BadT NUALAU (2565) NAN®I

Armduiussenitnsiuianansuinistuanuddalduinisiuderossuinaifiensinens
WaTANNINNITINEAT @10 IMIAlEY IAENUIIN1TTUIANAIAILDITUALALAMAIVBITIAN
Ausmsiiauduiusmaninuasisvswasemnusclalunisldusnmsaudesteditoddy
uen9Int siddeves Ans quatan (2566) SeldBusunalufieniaferiuluuiunves
nsteAudHuLeUNAIATY TikTok Tnenuinnisfuinmardiuesuaiuasdsnudsnadaniny
diladeuaznisuansevesiiuilnaegnaiifvardy uansiifuiguamsesuaiuasdsauinase
nsadulaliuinisvdetonansuslugadagulinmglusuaudgulnauslaawingy udds

AUDIUINTN NS R ULAS AU DDNAIE

¥

WaRa1suanuIdeluselsewma wuln Yan (2019) Anwnendudnsnaveanissus

Y

ANA1YRIANAN TR DANAINTIAUAT IAENUIIANAIMIIUNNSIEIY (Functional Value), Aguen

NeAU15UR] (Emotional Value) uagsuyu (Cost) ANATIUINFABAMAINTIAUA1 Fadanndios

v 1 Y 1 U a

funansideluunauindiiiuiinisiuinuaivesgniinasenisdadulalduinisdute

Y

i |

\iefiodgedy agdlsinn muddees Khan et al. (2022) wuinissuiamaivendngduanlidl
ansnalagnsaanmAInIIAUAIT0NAY WATBNENaN19deuruANTANsaLUTUA (Brand

Resonance) kagAUENTUNIIBTUAIYIgNAN (Customer Affective Commitment) &auansing

| a

MnuansITgluunanuiininuinnssuiauaiavinalagnswianisliuinisauie

BN 1UIIBY89 Saipavun way Panichpapiboon (2025) AnwAgIfUAMAINT

= i o (3 a =

duAmnuiuazanunslageninduainiinisiuienisindeaengvesussvinsisiinuly

Uszimnalne lngnudnnuansduansuiidnsnaseanuniladoninduanianistdu 49

14 [
Sadg v

A9AAARINUNANTSINYTUUNANULNT LM AUINAUNAINSIEUATNAaREN1SARAUTALTUS NS AU

9

\ieegade

Jorduauuy
FolAUBLULAINNTTIY
1. msdwansITeilulddusuimislunisusudpanagnsmiesnisaaiaiieliaiuise

MOUANBINBALABINITVRIUSINANGNDTINUTEIN (Seden) lnpgeliussdnSainuindedu
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2. MNUANTITeMUANAMIIEUAT (Brand Equity) N¥i10adeges laun n133anasn

¥ d‘ v Y

AUAT AAINTNANSUS ANANEAINISWTRNLEINUASIEUAT AINNAISNANG wazaunsndUseLnnduy

q Y Y

)

¥ IS
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[y
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i |

4. MNNANTIATIRIUNTTUSAMAT (Perceived Value) wuindadedes laun Aapn
N1eAueIsHal d9ad AN waddku Tadudrdgylusedulndifiesiy suia1sdeaasii
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nelalussowasgnénldedsnsuduiainuisla dau Usslovildaes wasamuduen
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Abstract

This study employed both quantitative and qualitative research methods with
the objective of investigating the causes and identifying strategic guidelines for increasing
fixed deposit products at the Government Housing Bank, Division SP.2, Bangkok-South
Zone. The sample comprised customers who utilized the bank’s fixed deposit services,
including 5 participants for the qualitative component and 384 respondents for the
quantitative survey. Research instruments consisted of structured questionnaires and
interviews. Data were analyzed using descriptive statistics, Pearson’ s correlation
coefficient, and multiple regression analysis. The study also applied SWOT analysis to
examine problem causes and TOWS Matrix to formulate strategic solutions.

The findings revealed that the decline in fixed deposit performance was primarily

due to the lack of integrated marketing communication, particularly in public relations
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and media advertising. Additional contributing factors included insufficient staffing, the

absence of promotional campaigns such as interest rate incentives, and the
unavailability of online fixed deposit services. Moreover, the existing fixed deposit
products did not align with the specific needs of target customer segments. Limited
service channels and complex, time-consuming processes also hindered customer
engagement. Recommended development strategies include diversifying fixed deposit
product types to suit high-potential customer groups, launching promotional campaigns
that offer competitive interest rates in line with policy rate adjustments, and enhancing
financial product communication through consistent and multi-platform social media

marketing to boost customer awareness and interest.

Keywords: Integrated Marketing Communications, marketing mix, decision-making

behavior, government housing bank division 2, Bangkok-south area
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Abstract

This research aimed to: 1) investigate the causes that contribute to the return of
credit analysis tasks; and 2) propose effective solutions to reduce the return of credit
analysis tasks from the Credit Analysis Center to branch offices of the Government Housing
Bank. The study employed both quantitative and qualitative research methods. For the
quantitative part, data were collected using questionnaires distributed to 100 credit
officers from the Eastern Regional Branch Division of the Government Housing Bank. The
statistical tools used for data analysis included frequency, percentage, mean, and standard
deviation. For the qualitative part, in-depth interviews were conducted with five credit
officers from the same division using the Why-Why Analysis technique.

The findings revealed that: 1) the causes of credit task returns from the Credit
Analysis Center to the branches stemmed from factors related to personnel,
documentation, processes, and tools and equipment; and 2) the proposed solutions
include organizing credit analysis training for branch officers at least twice a year to

enhance their knowledge and skills, creating clear operational manuals and guidelines for
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credit analysis, and implementing a system for monitoring and evaluating performance to

increase operational efficiency at both the branches and the Credit Analysis Center of the

Government Housing Bank.

Keywords: Government Housing Bank, loan, credit analysis, loan return
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Abstract

This study aimed to: 1) compare the knowledge of dengue fever among village
health volunteers (VHVs) before and after capacity-building on dengue fever prevention
and control; 2) compare the knowledge of the planning process among VHVs in Khung
Lan Subdistrict, Bang Pa-In District, Phra Nakhon Si Ayutthaya Province, before and after
receiving capacity-building on dengue fever prevention and control; and 3) compare the
participation in dengue fever prevention and control among VHVs in Khung Lan
Subdistrict, Bang Pa-In District, Phra Nakhon Si Ayutthaya Province, before and after
receiving capacity-building on dengue fever prevention and control. The target group
consisted of 30 village health volunteers from Khung Lan Subdistrict, Bang Pa-In District,
Phra Nakhon Si Ayutthaya Province. The data collection instrument was a questionnaire
on capacity development in dengue fever prevention and control for Village Health
Volunteers in the Khung Lan Subdistrict, Bang Pa-In District, Phra Nakhon Si Ayutthaya
Province. Data were analyzed using descriptive statistics, including frequency,

percentage, mean, standard deviation, and inferential statistics using the paired t-test.
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The results of the study found that the Village Health Volunteers' knowledge of

the planning process, after receiving capacity-building in dengue fever prevention and
control, was significantly better than before (p < .05). Additionally, their participation in
dengue fever prevention and control in the Khung Lan Subdistrict, Bang Pa-In District,
Phra Nakhon Si Ayutthaya Province area, after receiving capacity-building in dengue fever

prevention and control, was significantly better than before (p < .05).

Keywords: Potential development, Control and prevention of dengue fever, Public

health volunteer
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FUaRIaU 8kNUUEdN FandanssunsAsogsen 918U 30 AU LHONNAUAIBE1MUUIRIZAY

DALVIUUA 30 AU

iwdosioflilun1sdide wialu 2 dou fadl
1. idesilelunsiiusiusiadeya Uszneuse wuaeunumsimundnenmlunsiesty
wazuulsnlfidensenvesonmaasassngulszdmytnuluasiiufishuad e suneunss
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et al,, 2020)
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(Zhong et al., 2020)
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ATLURAY 4.00-6.00 Mg seduunans

ATLURAY 7.00-10.00 Mg seduin
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tlofign RERR Fornunssrivmmidnvienssuivesiussiutieniian

Fnvasdouazduasdiulsudiue (Rating Scale) Ussnausedaonusiuiu 38 4o &
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AU HANTIATI Feil uuudeununsadneniwlunstesfuuazemuaulsaldidensen
vpsoranatnsasisuguUssmyiluaiiuiiduadiaiy saouiagdu danta
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Abstract

This research aimed to study a model for dengue fever control in Khanon Luang
Subdistrict, Bang Pa-in District, Phra Nakhon Si Ayutthaya Province. The study employed
action research methodology. The sample consisted of 62 representatives from the
community dengue fever prevention network and 350 households in areas with
historical Aedes larvae indices exceeding 50%. Data collection tools included an Aedes
larvae index survey form and a random household larval survey form. Data were
analyzed using descriptive statistics: frequency, percentage, and mean.

The results showed that (1) the dengue fever prevention model, driven by a
community network mechanism, promoted learning processes and problem-solving
efforts within the community. It also enhanced skills for prevention and control of
dengue fever and improved environmental factors to reduce potential mosquito
breeding sites. (2) The implementation of the model resulted in a decrease in the mean
House Index (HI) from 11.71 to 0.88 and the mean Container Index (CI) from 9.46 to 0.97.
Random sampling surveys revealed that the HI decreased from 3.33% to 1.119%, while
the Cl decreased from 1.20% to 0.00%. Based on these findings, it is recommended that
continuous implementation in the area should be pursued to prolong the interval of
dengue fever outbreaks beyond the typical biennial cycle. Additionally, expanding
activities to all subdistricts, with a focus on strengthening community networks and

collaboration, would provide a sustainable approach to dengue fever prevention.
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ﬂ"uﬂgﬂ 340 100.00 11.71 9.46 0.88 0.97
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