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The three objectives of the survey were : 1) to measure the level of customers’
satisfaction with the service of the Customer Service Department of the American
Standard B and K Company (Thailand), 2) to identify the factors related to their
satisfaction, and 3) to recommend some means to improve the form of services td the
company’'s Customer Service Department.

The framework of the study included the independent variables, i.e., location of
the store, division/department of affiliation, work experience, education, sale
characteristic, and frequency in contacting the company, and the dependent variable,
i.e., customers’ satisfaction. The dependent variable was composed of five dimensions:
1) response to\the customer’ s need 2) customer service, 3_) order management,

4) knowledge of the product, and 5) service convenience.

The sample of 120 customers who were representatives of the American
Standard B and K Company (Thailand) were purposively selected, and a questionnaire
was employed as the research tool. Frequency, percentage mean and standard
deviation were used to describe the data, and t-test and F-test to test the hypotheses.

The findings were summarized below.

Overall, the customers were moderately satisfied with the service of the

. Customer Service Department ( X = 3.01 out of 5). When the individual dimension was
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considered separately, all the dimensions were moderately satisfactory. The mean
belonged to knowledge of the product (X = 3.06), followed by order management

(X =3.04), response to the customer’s need (X = 3.00), customer service (X = 2.99)
and service odnvenience (X =2.96), respectively.

When the hypotheses were tested, the factor significantly related to their
satisfaction was location of the store in each region. That is, the customers in the
northeastern region were significantly more satisfied with the service of the Customer
Service Department than those in other regions at the 0.05 level. In contrast, the factors
that had no relationship with the customers’ satisfaction were division/department of
affiliation, work experience, education, sale characteristics, and frequency in contacting
the company.

The followings were recommended:

1. Technology for custom service should be improved by means of customer
relationship management (CRM), creating a complete customer database for efficiency
‘ in answering enquiries.

2. The telephone management should be completely changed from the direct
analog system to the call center system in order to reduce the waiting time. Besides,
customers could choose the answering system by themselves instead of calling through
the receptionist.

3. The employees’ attitude should be changed. The employee should be
trained to accept change and modern technology in order to improve the work process
for higher efficiency.

| 4. One Stop Service should be introduced to reduce time and work procedures

and only one employee could render all types of service.





