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Thailand Bank’s financial products services in order to response to the needs

of the entrepreneur behavior border shops Thailand - Cambodia.
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Abstract

This is a mixed method research between qualitative research and quantitative. The
research objective were 1) to study the banking’s financial products categories in Thailand,
where divided in to three types to include loan saving, and services, that can response to
the needs of the customer behavior. 2) to survey the recommendation of entrepreneur
behavior border shops Thailand - Cambodia. The population was entrepreneur in Chantaburi
Province, which is a tributary to the border between Thailand and Cambodia. A total of 100

examples by purposive sampling. The instrument used for data collection was focus groups.
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Data analysis and statistical procedures used descriptive statistics which consisted of the
arithmetic average, the standard deviation frequency, percentage, and content analysis. The
results showed that 1) all three of the bank's financial products including loan saving, and
services can response to the needs of the customer behavior 2) the survey of the customer’s
recommendation found that, to open an account should reduce conditions, to resolve
communication issues and there should be more publicity and the development of the
banking business and products. NPPR Banking Services Model has been recommended in this

study.
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