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ABSTRACT 

  This study aimed to 1) examine ATM service using behavior of those clients using 

Krungthai Bank’s facilities in  Mueang District, of Lampang Province 2) understand the factors 

affecting the choice in using ATM services of such users and 3) assess these clients satisfaction 

with ATM services provided by Krungthai Bank (Public Company) in Mueang district area of 

Lampang Province. Data and information for the present study were of primary type collected by 

questionnaire interview from 400 samples of ATM users identified by accidentally sampling 

method at four branches of Krungthai Bank located in Mueang Lampang District. The analysis 

was performed upon the results of descriptive statistics and Likert rating scales. 

  The general features of the 400 samples KTB’s ATM service users included being male 

about 10 percent more than the number of female, not over 30 year-old, unmarried, bachelor’ s 

degree graduate, government worker/civil servant, and having 10,001-20,000 baht average 

monthly income. 

  On the behavior of ATM service users, the study found most samples under investigation 

exhibited the main common behavior of holding one ATM card and the next most common 

feature was being new ATM service users with no more than one year ATM card using 

experience. The main reason for them to use ATM services was the availability of 24-hour 

services without holidays. The most common ATM service used was cash withdrawal. The most 
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popular place where ATM services are available used by bank clients appeared to be department 

store/shop. The average amount of money transaction conducted through ATM was not exceeding 

3,000 baht per time, and the average fee paid for using ATM services was no more than 20 baht 

per month. 

  On the influence of marketing-mix on the use of ATM services, it was revealed that the 

most important factor in the opinion of sampled ATM service users was service process followed 

by the factors of price, personnel, and physical, respectively. All these four factors received the 

rating scale indicating very important. 

  On the ATM service user‘satisfaction, the study found the most important attribute for 

each marketing factor which affected their satisfaction to include the following: 1) Product – the 

diversified service types for money transaction, 2) Price – cheaper service fee compared to the 

case of using bank counter or window services, 3) Place or distribution – adequate availability of 

ATM’s to satisfy demand, 4) Promotion – regular advertisement through various media such as 

magazine, newspaper, radio and television, 5) Personnel – bank workers have knowledge and 

understanding about ATM and are able to solve related problems when bank clients demand,       

6) Process – the speedy, simple, uncomplicated procedures of using ATM services and                 

7) Physical aspect – availability of ATM’s in the neighborhood of residence, office and college  

or university campus.  


