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ABSTRACT

This independent study aimed at examining the importance and satisfaction levels
of customers with deposit accounts towards services marketing mix of the Government Savings
Bank(GSB), Central Airport Plaza Chiang Mai Branch. Questionnaires were used as the tool to
collect data from 300 personal banking customers of the studied bank. All data obtained were
analyzed by the use of descriptive statistics, including frequency, percentage and mean.

Based upon the results of the study, most respondents were single female aged
between 21-30 years old with Bachelor’s degree. They were mostly a company employee earning
average monthly income at the amount of 10,001-20,000 Baht. They had become the customer of
the studied bank for 2-3 years and the branch where they mostly took services from was located
on the G-floor of Central Airport Plaza Chiang Mai. In average, they took services from the bank
at the frequency of 2-3 times per month during 16.01-18.00 hrs of uncertain days. They had one
bank account belonging to the studied branch and their reason in choosing the branch was its
closed hour, which was extended to 20.00 hrs.

The findings presented that the respondents paid the highest importance on sub-
factors of all service marketing mix factors were as follows. In Product factor, the highest
importance was for the reputation of the bank. In Price factor, the highest importance was for the
deposit/GSB Lottery interest rates and the GSB Life premium rate, which were higher than the

rates offered by other banks. In Place factor, the highest importance was for the convenient



location at the department store that allowed the bank to be able to provide services daily. In
Promotion factor, the highest importance was for the complete and understandable news on
deposit service as received from the bank and the announcement board to clearly inform
customers on the bank’s movements: interest rates, for example. In People factor, the highest
importance was for the service equality that staff offered to customers. In Process factor, the
highest importance was for the convenience and rapidness in contacting with the bank. In
Physical Evidence factor, the highest importance was for the well arrangement of stationeries
and banking forms.

The results of the study on sub-factors of all service marketing mix factors that the
respondents ranked their satisfaction at the highest level were shown hereafter. In Product factor,
the highest satisfaction was to have lotto saving service which allowed the holders to have chance
to win the prize. In Price factor, the highest satisfaction was to have attractive signs or documents
informing interest rates. In Place factor, the highest satisfaction was for the convenient location at
the department store that allowed the bank to be able to provide services daily. In Promotion
factor, the highest satisfaction was for the announcement board to clearly inform customers on
the bank’s movements: interest rates, for example. In People factor, the highest satisfaction factor
was for the good manner and friendliness of staff. In Process factor, the highest satisfaction was
for the rapidness in providing a single service such as deposit/withdraw/transfer service. In
Physical Evidence factor, the highest satisfaction was the completeness of deposit/withdraw slips
which were arranged conveniently enough for the customers to use.

According to the Important-Performance Analysis: IPA, the findings presented that
sub-factors, as found in Quadrant A : the sub-factors that were urgently needed to get improved,
were the ability of staff to solve customers’ problems, the avoidance of staff to talk about personal
life while being on duty, the knowledge, skillfulness and ability of staff to offer proper solutions to
customers, the rapidness in opening new account, the enthusiasm of staff to serve customers, the
staff who provided accurate suggestions and consultations to customers with understandable
words, the well arrangement of stationeries and banking forms and the sufficient number of staff in
service, respectively. These mentioned sub-factors were found in People, Process and Physical

Evidence factors.



