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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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