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ABSTRACT

The objectives of this study were to investigate: 1) target customers’ perception
on marketing communication tool of the bank of Agriculture and Agricultural Cooperatives,
Muang district, Nan province and 2) problems encountered in their perception. A set of
questionnaires was used for data collection administered with 395 general and farmer customers.

Findings showed that all of the respondents perceived news about the bank
through mass media {above the line) and television and followed by radio, and through other
media (below the line) included staff of the bank. Most of them had knowledge and understanding
in the perception of the bank’s news. The media included newspaper and journal were also found
that the deposit customer group based on age had perceived the bank’s new. There was no
statistically significanct difference level at 0.05. The media included radio, magazine, internet,
staff of the bank and leaflet were also found that the deposit customer group based on age had
perceived the bank’s new. There was statistically significant difference level at 0.05

For problems encountered, the following were found: the media used could not
access to all customers; the media used did not cover all important issues; and customers did not
perceive the bank’s news through various media, respectively. The respondents suggested that the

bank should employ various marketing communication tools together.



