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ABSTRACT

This research investigates the influence of the Service Marketing Mix (7Ps) and
usage behavior on the decision-making process of Generation Y consumers regarding
KASIKORNBANK PCL debit cards. The sample consisted of 400 participants in Bangkok
and its vicinity, selected through convenience sampling. The research instrument was
an online questionnaire with a reliability coefficient of 0.896. Data were analyzed
using descriptive statistics (percentage, mean, and standard deviation) and inferential
statistics (t-test and One-way ANOVA).

The findings are as follows Demographic factors, including gender, education
level, occupation, and average monthly income, significantly influenced the
importance placed on marketing mix factors at a 0.05 significance level. Notably, high-
income earners and private sector employees prioritized "Product" and "Process”
more than other groups, while gender differences were found only in the "Price"
dimension. Furthermore, usage behavior, particularly for online service connectivity,
clearly influenced the decision-making process.

Overall, the importance of the marketing mix was rated at a high level. Although
"Physical Evidence" achieved the highest mean score, "Product” and "Process"
emerged as the primary drivers of consumer decisions. This reflects the expectation
for a seamless experience and high security. Strategic recommendations include

developing in-app self-service systems, advancing virtual card technology,



implementing flexible fee structures (e.g., fee waivers), and creating partnerships with
digital platforms to establish a competitive advantage in the cashless society era.
Keywords: Debit Card, Service Marketing Mix (7Ps), Decision Making, Generation Y,
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