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ABSTRACT

This study was conducted to explore: 1} customers’ perception on marketing
communication tools of the Bank of Agriculture and Agricultural Cooperatives, Maejo branch,
Chiangmai and 2) problems encountered in their perception. A set of questionnaires was used for
data collection administered with 395 customers (252 general customers and 143 farmer
customers).

Results of the study revealed that most of the respondents were female and 41-
50 years old, Their highest educational attainment was bachelor’s degree. Most of them were
government officials/ state enterprise employees. Their average monthly income was 10,001-
15,001 baht. They had never got a loan from the bank but used to use deposit service for more
than 5 years. The respondents had exposure to mass media and other media. They watched
television every day and followed by listened to the radio. More than one — half of the
respondents used to perceive news of the bank through these media. More than 80 percent
perceived that Taweesin saving lotto worthed 20 million baht (first price) and Permsap card
worthed 2 million baht first price). This was followed by the red book of Taweesin savings was
the deposit which there was prize draw.

For problems encountered, the following were found: there was a little
information about the bank; the information was not clear; and the media used did not cover all
important issues. In conclusion, the general customers perceived marketing activities through

mass media (above the line) rather than or equal to that of the farmer customers. Besides, the
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farmer customers perceived marketing activities through other media (below the line) rather than

or equal to that of the general customer with the significance level at 0.05.





