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ABSTRACT

The objective of this independent study was to investigate the customer satisfaction
towards banking services of commercial banks : A case study of Siam Commercial Bank Public
Company Limited, Thanon Songphon (Nakhon Pathom) Branch, Nakhon Pathom Province. The
study was focused on the counter services with the data collection of 200 samples ; 100 from
Thanon Songphon (Nakhon Pathom) customers and 100 from other branch customers. The
analysis was conducted by means of descriptive statistics and presented in form of frequency
distribultion tables, percentages and mean values.

It was found that the majority of the respondents were female, ageing between 30-39,
with bachelor degrees, private company employees, eaming below 10,000 baht per month. The
main reason for using their service was the bank’s location : near and convenient. There was no
specific day for customers coming to the bank , however, they usually came to the bank between

10.31 am and 11.30 am. The service that the custorners used the most was the deposit service.



From the Questionnaire , the satisfaction towards the follwing service marketing mix
was at a high level with the descending mean values ; People, Physical Evidence, Product, Place,
Process and Promotion, respectively. Unlike the other service marketing mix, the price was at a
moderate level of satisfaction.

People : The customer satisfaction level was high. In this category, the customer was
highly satisfied with the dresscode, politeness, service care, service accuracy, greeting, and clear
answers to the questions. ‘

Physical Evidence : The customer satisfaction level was high. In this category, the
customer was highly satisfied with the cleanliness and perfect order, general atmosphere and
environment, technology and office equipment, and the sufficient number of waiting chairs.

Product : The customer satisfaction level was high. In this category, the cutomer was
highly satisfied with the ATM card service, saving account, bill payment service, money transfer
service, current account, mortgage loan, overdraft account, loan, and credit card service.

Place : The customer satisfaction level was high. In this category, the customer was
highly satisfied with the branch’s location and clear signs at the service counter.

Process : The customer satisfaction level was high. In this category, the customer was
highly satisfied with the rapidness of service, queuing system, the service process, and the staff’s
assistance.

Promotion : The customer satisfaction level was high. In this category, the customer
was highly satisfied with the bank information service, the provided information, and the layout
of the brochure .

Price : The customer satisfaction level was moderate. In this category, the customer
was moderately satisfied with the ATM card fee, money transfer fee, loan interest rate, saving
deposit interest rate, overdraftd account interest rate, longterin deposits interest rate, mortgage

loan interest rate, fixed deposit interest rate and credit card fee.



