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ABSTRACT

The objectives of the study were : 1) to study the opinion of the depositors about
the factors that influence to service marketing strategy for depositor of the Housing Bank at
Mahasarakam Branch 2) to study the various characteristics of the customers who deposited
to the Housing Bank at Mahasarakam Branch, in order to compare the level of diversity ideas
in each customer.

The samples of the study were the custf;met's of Housing Bank at Mahasarakam
Branch. The questionnaires used for collecting data from the various characteristics of 320
samples and evaluate to the level of diversity ideas about the format and quality of services,
and these questionnaires were the open-ended questions for recommendation. The data
statistically were analyzed by percentage, mean, and standard deviation at the significance
level of 0,95, and using statistically analyzed the data differentiate from two and three median
by t-test, one-way ANOVA respectively. In the case of duality comparison differentiate of
the hypothesis we analyzed the data by Scheffe’s test.

The result showed that: 1) The majority of the samples were female, married, at the
average out 40-49 years of age, Bachelor's Degree of education, being the officialdom and/or
State Enterprises occupation, and average salaries around 5,001-10,000 Baht. 2) High level
view on the factors that influenced to service marketing strategy for depositor of the Housing

Bank at Mahasarakam Branch. 3) Finally, the result demonstrated that there were positive



relationship for the influenced factors between sex, status, years of age, education,

occupation, and salary of depositors of the Housing Bank at Mahasarakam Branch.



