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Abstract

At present, financial transactions are very necessary in daily life of the population both in
the country and around the world. Such as it is transactions, deposits, withdrawals, transfers,
payment of goods and services, etc. Makes the population aware of convenience, speed,
accuracy and saving both time and various expenses. Therefore, various banks have to try to
maintain the existing customer base and accelerate the expansion of new customers. The bank
therefore has developed various products to meet the needs of users via mobile financial
transactions or Mobile Banking. Each bank has developed its own Mobile Banking system to
have a variety of services to create a competitive advantage. And also responding to the needs

of existing users and expanding the new subscriber base of the bank.



This research aims to study that Personal factors is related to the marketing mix of financial
transaction services via mobile phones (Mobile Banking). By using demographic factors consisting
of gender, age, education level Current Occupation and income level per month. Marketing mix
factors consist of products, prices, distribution channels. Marketing promotion, the process of
creating and presenting physical characteristics and communication with personal factors being
independent variables and marketing mix factors as variables. The sample group is users of
financial transactions via mobile phones (Mobile Banking) in Muang District Nakhon Si Thammarat
400 people. By using questionnaires as a tool to collect data. The statistics used in data analysis
are frequency, percentage, standard deviation. And testing hypotheses with Chi-Square

values.
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