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The guidelines for increasing GSB Sabaijai Debit Card Subscription of Phaholyothin
Office Branch
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Abstract

The purpose of this study was to study the guidelines for increasing GSB Sabaijai Debit
Card Subscription of Phaholyothin Office Branch. Use questionnaires as data collection tools,
using descriptive statistics to analyze data, including percentages, averages, standard
deviations, and multiple regression analysis. The results showed that demographic factors
include gender, age, education level. Different average monthly earnings There was a
statistically significant decision to apply for a debit card at a level of 0.05. Psychological factors
include motivation, perception, and attitude. Statistically significant factors in the service
marketing mix including product, price, marketing promotion, personnel, service environment,
affected the decision to apply for a GSB Sabaijai Debit Card branch with statistical significance
at a level of 0.05.
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