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ABSTRACT

.This objectives of these independent study was to study customer’s satisfaction towards
services of the Siam Commercial Bank (Public) Company Limited, Central Airport Sub Branch,
Chiang Mai. The data was collected from questionnaires of 252 customers who using the bank
services and it was analyzed by descriptive statistics mcluding frequency distribution, percentage
and mean. It was summarized as follows.

Most of the respondents were single female aged between 20 —30 years old and holding
bachelor’s degree. Most of them were company employees who eamed no more than 10,000 baht
per month. They usally used business service 1 — 2 times/month during 18.01 — 20.00 p.m.
The respondents indicated that the most important reason for using this bank’s service was
because the bank opened in the weekend, however, they had uncertain date of using the bank
services. Most of them put high concern on the bag souvenir and they used deposit/withdrawn
service mbre than other service.

For the satisfaction of customers using services of the Siam Commercial Bank {Chiang
Mai -Central Airport Sub-branch), it was found that most of the respondents ranked their

satisfaction service on marketing mix as following average physical evidence, product and



people, processes, and place respectively, while, promotion, and price factors received moderate
level, The sub-factors of physical evidence which the respondents ranked at the first level of
satisfaction was modern technology of the bank services. The sub-factors of product and service
which the respondents ranked at the first level of satisfaction was deposit/withdrawn service. The
sub-factors of people which the respondents ranked at the first level of satisfaction was
enthusiastic staff who offered good care of service, The sub-factors of processes which the
respondents ranked at the first level of satisfaction was the accuracy of the bank services. The sub-
factors of place which the respondents ranked at the first level of satisfaction was the working
hour of the bank. The sub-factors of promotion which the respondents ranked at the first level of
satisfaction was the premiums that the respondents received when they opened the new bank
account. The sub-factors of price which the respondents ranked at the first level of satisfaction was
the cash exchange fee. Therefore, it was found that the respondents faced an inconsistency of an

on-line services at a first priority.



