yoiseamsnuniuwudas:  anufwelovesdlduins K-malert vessuasndngne

11 (umwy) ludanleayniaing
9 =y = [ o
Qe UNANOAITT  DINI1TNY
f3gan UIMIININT WA
af e v ow =
AaznIsuMINUInmsnua huuudesy

T & o= o o
FIYATAANT 11T AT INTD waﬁ"lwyaﬂ ll'ig‘ﬁ'luﬂﬁﬁllﬂ'l‘i

¥IEN319150 AN anfauti  nIsums

&30 230

UNFinLo

a El ]

mafnu luafefilfnglssasd iWofnuiaduRawoaloveadlduTn1s K-malen

WO4IEUIMINENT Ine S1iia () ludsndaaymsans mungepaudizauniemaaia
=S 1 w 1 P 9o = & ¥/ i 9 = ar [
Uims ngudleishlslumsinufe gnarfitaelduins K-malert ludaninaynsains
o 3/ =] ¥ o = o o 14
$1u9u 300 379 Tav1Funvaesuanlumsifiusiuswdeya uazdnsinszideya Tasld
admFanssann duavedoyaluzlvasminatinunnud uazaunas
1o T 1o = 3
wamsAnuINYd Ssudrevuuuaevawdi Ingifumeanda Segssud
= 1 Y = = = =i L a o
21-30 1 fimsfinuog luseavoydlSuan-USuniad dszaovodwduminnuuisnensuy
uagdiszause lAmfsnoion liifiu 20,000 119 dreuuuaeunmdmlvapslduinisuds
) ] 3

AeM3 [ouEuHINS B9 ATM vaesumsuaz IHusnnmas 1-3 afufou

Anounvumeundanuiane linellefvdmszaumamavinmslusedumn:

1
=1

nge 1dun Yadediusian damilfodmroananisldusms Tededrundodas flase
ansaznumenmuazidiuuumsIdusms Jadvdunszuaumslunislduims Joeded
msduaiumsaana Jszdunnuiawelaluszduun mudau dwmuilfedosdrduusn
wosilatedwdszaumsaniauinig Yededrusiat 1dun Tddearldswlunsadas 14

o= a4 ] o 1 Y a o 9
13015 Peduduaeanianisldusnis 1dun rrain1sliuSnisaaea 24 9314 asué 1y



=Y ot '3 EY Ve ar r 1 ar = o o = I
waasan laun wuanuiullumsldediudasnsfadnsmiauazms lowsu Yoy
q -9 Y = Fy (=Y vo9 a A A'{ e Y
Fudnvarmamenmuazgduuumsliusnas 1dus msdedonnuiuiidiofinig 19usms

o 9t = 1 =] ar
Pesedunszuaunmslumslduiag 18us anusiasilumsudsdondiu sms uazilads
9 \ = Y 1 @ e o1 A 3
SrunmsdugSunmsaaa 1aun Tns Tawandszmduiusauieniae

o a Y o = o o

dwsudamlumslduing K-mAlert vessuinsndng lny $1fia @wwivw) Tu
as as 1 ¥ ' w1 =
Sandaaynimag wuh feevuvvasumuidynideiltvdnnlseaunisamaninisly

[y Y o1 9) = o a a o J 3 a

seduan Taun Jomidwndedas uazluseduunag smudd deil Jgymamanung
L) LY 1 3 = 3 1 =

namenmuazzlununsifoine Jygmdmgesmenialduinms dgymawmsaudiy
3 = o ot r o o 1

asaaauazilamidunszuiunslumslduios dimsvilymdesdduusnvesligniae

e 1 = a oW o J ' ]
Sosedndszauntsaaeusmasuniadaat 1un sums himusadedonany sms 1ai

9 o Y - | o ¢ A - 2 a
angAsurunama TnsdnyivTe InsAnwm Aoungyvie dymauansusniameniuuag

Q

Y a 1 . =Y ] i [ as 1
stuuunst¥usms 18ud TunsdiTeudug Teu linswhifuTeuss Idsudennumio i
Hamdmresmemsliusms Tdud fldusmadeslouduinnios ATM vesmunmsndns
T 3 9 ] = 9 T 1 9 3 ci o/ o 1
Tnowiniy Tymidmmsdaasunsame 18us enmimeuns 1deyafeaduuinig
as £ Y o L |
BRI uax*‘ﬂmummuﬂizmuﬂﬁﬁlum‘ﬂwmms 1Aun K-Contact Center M58 Call Center
= 9 o ar s 1 9
Yo35LMsNg HusS s umes Insfmaran
= Uy 3 o = ni. P A P =1 3 t =1
vinramsansflFuinsianudlumslsuimsdesmbeiiies 1-3 aTsAviADU
2 = =t ' = w ¥ v -~
da3vufouseninanufisnelotuilanwdisuinsas danuaulamz s
a o \ 4 = ar
Yiudgeudlunszuaumsiriausndeilguiaied woduafrannuitanelalddy

= i 'd oo ] ] o (| Py =
AFusmauazitomsadrsasidnagninaswyai lmiuazsiirlgasiu laveagane



Independent Study Title Customer Satisfaction Towards K-mAlert Service of Kasikornbank

Public Company Limited in Samut Sakhon Province
Author Miss Apiwan Lawararak
Degree Master of Business Administration
Independent Study Advisory Committee

Assistant Professor Chittraporn Pongpaibul Chairperson

Assistant Professor Maleemas Sittisombut Member
ABSTRACT

The objective of this research was to study on the Customer Satisfaction Towards
K-mAlert of Kasikornbank Public Company Limited (K-Bank) in Samut Sakhon Province
according to the theory of combined service marketing. The study group was 300 customers who
used to use the K-mAlert service in Samut Sakhon Province. The questionnaire was conducted for
the research and information was analyzed by adopting a descriptive statistic method. The
outcome was presented in a form of table of frequency and average enumeration.

Most of questionnaire answerers were women age between 21-30 years old. Their
education was between a diploma and bachelor degree and worked in private companies with
average salary not over Baht 20,000. Most of them used a service of informing result of money
transferring through ATM for 1-3 times per month.

The most satisfaction of the answerers in a factor of the combined service marketing
was a cost factor. Service channel factor, product factor, physical and service style factor, service
process factor, and marketing campaign factor were satisfied respectively. The first sub-factor of
the cost factor was free-applying for using the services. The sub-factor of the service channel was
24 hour-service, that of the product factor was an increase in confidence in paying through credit/

debit card and money transferring, that of physical and service style factor was an sudden



massage to inform once there was a service usage, that of service process factor was a fast
information through SMS, and that of marketing campaign factor was an advertising on various
medias.

The most serious problem found in using K-mAlert in Samut Sakhon Province related
to the product factor. The other problems in a middle level of seriousness were physical and
service style factor, service channel factor, marketing campaign factor, and service process factor
respectively. The first minor problem was a product problem once the Bank itself could not send
SMS to customers who changed the phone number or lost their phone. The physical and service
style problem was in a case of money transferring once transferor could not be sure that receiver
could get their message. The service channel problem was the transferor must only transfer
money at K-Bank’s ATM. The marketing campaign problem was unclear distributed information
related to the services. The service process problem was slow reply of K-Contact Center or Call
Center.

It can be said that the customers used the services in quite low level about 1-3 times
per month. By comparing the customer satisfaction with the found problems, it can be suggested
that the K-Bank should pay more attention and consider in improving its performance as well as
other concerning problems in order to create its customer satisfaction and also create new straiegy

for a new added value to the growth of its business.



