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ABSTRACT

The purpose of this independent study was to study Satisfaction of Customer with
Deposit Accounts Towards Services Marketing Mix of Siam Commercial Bank Public Company
Limited, Si Nakhonphing Branch.

In this study, questionnaires were used to collect data from customers who came to
Siam Commercial Bank Public Company Limited, Si Nakhonphing Branch. A sample of 240
customers was divided into 3 groups by quota sampling method, 80 samples equally. First group
was “Easy group”. Second group was “Easy Plus group”. The last group was “Priority group
Priority Plus group and Private group”. The data were analyzed by using descriptive statistics
which were frequency, percentage and mean.

In the study found that the factor that important to most customers at the highest
level was as following data. For product factor was having many type of deposit account service.
For price factor was higher interest rate than other bank. For place factor was good and safety
location of the bank. For promotion factor was adequate premium gift for customers. For people
factor was security guards pay more attention to the safety. For process factor was the speed of
each transaction services, examples deposit and withdraw, transfer. For physical evidence factor

was safety in the bank.



In the study found that the factor that satisfied to most customers at the highest
level was as following data. For product factor was the reputation of bank. For price factor was
higher interest rate than other bank. For place factor was comfortable and suitable location. For
promotion factor was adequate premium gift for customers. For people factor was bank staff can
communicate very well. For process factor was correct and clear data record in passbook. For

physical evidence factor was cleanliness and tidiness in the bank.



