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Abstract

The objectives of this research are: 1) To study the level of brand image, trust, and integrated
marketing communications that have an effect on the decision to use the GSB's MYMO application.
2) To study the brand image as an intermediate variable connecting the integrated marketing
communication to the decision to use the GSB's MYMO. 3) To study the trust as an intermediate
variable connecting the integrated marketing communication to the decision to use GSB’s MYMO. The
sample group used in this research is 350 GSB’s customers in Nakhon Pathom, 14 branches. Determined
by the rule of determining the sample size of Taro Yamane (1973) with the reliability of the

questionnaire 0.95. The instrument used for evaluation was a questionnaire. Data analysis using
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descriptive statistics consisting of percentage, mean, standard deviation and coefficient of variation and
using inferential statistics to analyze Structural Equation Modeling (SEM) using PLS Graph 3.0

The research found that: 1) Most of the respondents are female, aged between 31-40 years,
with a bachelor’s degree, registered marital status, occupation civil servant / staff-state enterprise
employees, income 20,001-30,000 baht, have an opinion on the brand image as an intermediate
variable connecting the integrated marketing communication to the decision to use the GSB's MYMO,
overall is high level. 2) The integrated marketing communication factors found that advertising through
television media has the highest mean. 3) The brand image factor shows that GSM’s MYMO logo is easy
to remember and has the highest average value. 4) Trust factor found that service resolving problems
via Call Center makes it easy to use, has the highest average value. 5) The factors of deciding to use the
GSB’s MYMO application service found that it is necessary for daily life to have the highest average
value. 6) The influence of the brand image is an interstitial between integrated marketing communication
and the dedision to use the MYMO service of the Government Savings Bank. 7) The influence of trust is an
interstitial between the integrated marketing communication and the decision to use the MYMO service

of the Government Savings Bank.
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