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ABSTRACT

TE 140568

The objective of this independent study was to study the opinions of the officers at
KASIKORNBANK PCL, Zone 21, towards the customer relationship management program, in
order to improve the relationship between the officers and the customers.

The sample group for this study was the 112 personnel of KASIKORNBANK, Zone 21.
The data was analyzed by descriptive statistics and presented through frequency, and percentage.

It was found from the study that almost all officers agrced at a medium level, and a few of
division officers agreed at a high level to customer segmentation into 5 groups. These groups
comprised of 1. Mass market (general individual customers) 2. Medium income 3. Platinum (high
income) 4. Owner operator and 5. Small Enterprisc. The segmentation was meant to generate more
cffective service proposal to each group of customers, to better answer to the customers’ wants, and
to make pricing more appropriate according to the relationship of cach group of customers.

Officers at all positions agreed at a high level to the changes in sale and scrvice processes
which separated sale section from the branch to Retail Bussiness Sale Center, presenting the bank’s
credit services in more aggressive marketing strategies while officers at the branch continued to

give services and sales in a conservative way.

Officers at all positions agreed at a high level to the management of customer relationship
with the information storage of real customers’ wants, sale culture and service, as well as the
cstablishing of relationship with the customers without discriminating between the branch officers

and the sale center officers (both groups of officers did this at the same time).





