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RATTHAPORN PUKDEENARONG : EFFECTS OF MARKETING
STRATEGY OF THE FINANCIAL INSTITUTION ON THE SAVINGS
UNDER THE SUFFICIENCY ECONOMY PHILOSOPHY. THESIS
ADVISOR : ASST. PROF. KANCHANA SUKANTHASIRIKUL, DBA.,

140 PP.

MARKETING STRATEGIES/FINANCIAL INSTITUTIONS/SAVINGS UNDER

THE SUFFICIENCY ECONOMY

The objectives were to study the relationships and effects of financial
institutions' marketing strategies and savings under the sufficiency economy
philosophy. The target population was people who working aged between 25 and 60
years who had savings behaviors, in other words, those who had at least 1 year of
savings account, fixed account, saving lottery issued, bond and bill of exchange in
Nakhon Ratchasima and Khon Kaen. The sample group consisted of 400 persons. The
data were analyzed through descriptive statistics and statistics to determine Pearson
correlation coefficient and multiple regressions.

The study has found that the relationship between marketing strategies of
financial institutions' and savings under the sufficiency economy philosophy shows a
moderate correlation. With regard to the effects of the marketing strategies, it was found
that 1) The product had effects on savings under the sufficiency economy philosophy and
all elements ; moderation, reasonableness, the mechanism of self-immunity sufficiency,
knowledge and morality 2) The people had effects on savings under the Sufﬁciency
economy philosophy, moderation, reasonableness and morality. 3) The process had

effects on savings under the sufficiency economy philosophy, reasonableness,



knowledge and morality. 4) The physical evidence had effects on savings under the
sufficiency economy, moderation, the mechanism of self-immunity sufficiency,
knowledge and morality. Hence, financial institutions' should focus on their products,

personnel, physical evidence and process to enhance their competitiveness.
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