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The objectives of this study were divided into two folds.

1. To study the satisfaction of customers on Coffee Banking at Siam
Square branch of Thai Farmer Bank.

2. To identify the factors which influent the satisfaction of customers.

The questionnaire was employed to gather the data from 209 Siam Square Thai
Farmer Bank customers. Percentage, mean, medium, standard deviations were used to
aescribe the daia, and t-test and F-test to test the hypotheses.

The findings were briefly reported below:

1.  The majority of the examples were females, single and under
graduated their incomes are lower than 10,000 baths. From the research, 130 are
temporary customers and some have Thai Farmer Bank accounts, 110 are permanent
customers, and 130 are high-tasted persons.

2. The customers were found to be satisfied with Coffee Banking at a
very high level in cleanness of the location, as well as the services of Thai Farmer Bank

and Starbucks in queue system and coffee’ taste, and quite high level in gentle uniform

and the data from ATM.

3. The factors found to be influential on customer's satisfaction to

Coffee Banking were education and frequency of going to bank.

Recommendations: TE 158579

Service Staffs.
They should be active and provide the equal services to all types of
customers. Bank should increase services staffs on Fridays and also on the initial and
end of months by replacing staffs from other units.
Place.
Bank should provide variety programs for passing on the big screens
inside Banking area and Starbucks. Bank aiso should enlarge the sign to go to the 2
floor.
Service System.
Bank should have tracking system and show how importance of the
service to the staff and train them to be more active.

Information.

ATM should have receipt any time customers check their balance, and
also the frequently training to the staffs for more satisfaction of customers.

Starbucks.

The recommendations for Starbucks are about activeness of staffs,

Greeting, turn on music and provide books and magazines for customers.





