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The purposes of this study were to evaluate factors effecting customers’ service
using and problem encountered in using the services of Kasikorn Thai Bank. A set of
questionnaire was used for data collection administered with 381 customers of Kasikorn Thai
bank, Sarapee branch, Chiangmai. Obtained data were sorted, arranged and recorded in the
coding form. Then, it was analyzed by using the Statistical Package for the Research. Frequency,
percentage, mean, and standard deviation were used in this study.

Results of the study revealed that most of the respondents were male, 36-44
years old, married and bachelor's degree graduates. Most of them were private company
employees with a monthly income of 10,001-20,000 baht. As a whole, most of the respondents
had perceived that sevice market factor had a high level of service using of customers of Kasikorn
Thai bank (Y= 4.15). The following factor were found to have an effect towards the service
using : socio — economic characteristics, process, product, immage, distribution, price, and
market promotion (} =440, 4.36, 4.33, 4.28, 4.04, 3.92 and 3.70, respectively). Product factor
had a highest level of an effect towards the respondents; that was, the application of modern
technology in service providing. Price factor had a high level of an effect towards the respondents
and the notification of benefits that the respondents would obtain. Distribution factor had a high
level Qf an effect towards the respondents; having branches throughout the country and
convenience in service using ranked a highest mean score. Market promotion factor had a high
level of an effect towards the respondents; advertisement through various types of media made
the respondents be up—to—date ranked a highest mean score. Immage factor had a high level of an -

effect towards the respondents; modern instruments and equipment ranked a highest mean score.
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Personal factor had a high level of an effect towards respondents; accuracy in service providing of
the bank staff ranked a highest mean score. Process factor had a high level of an effect towards

~ the respondents; The respondents did not fall in line when using the services ranked a highest

mean score.

For other outside factors as a whole, it was found to have a high level of an
effect towards the respondents (—X— = 4.06). Meanwhile, mean score of socio - economic factors
were found to be 4.23 and 3.89, respectively. It was found that social factor had a high level of as
effect towards the respondents; the reliability and stability of the bank ranked a highest mean
score. Also, economic factor had a high level of an effect towards the respondents; diversity of
types of deposit, loan , and investment capital ranked a highest mean score.

For problems encountered, it was found that the respondents had a moderate
level of problems ( X< 2.86). It was also found that, as a whole, they had a moderate level of
problems in almost all aspects as follows : price (3(—= 3.32), product (}= 3.12), market
prometion (—)E= 3.02), distribution (:\;= 3.00), process (}= 2.56) and person (y= 2.54).
Immage factor was found to have problems in a low level. A highest mean score in a moderate
level of problem on each aspect were diversity of products, high service charge, inadeguate
parking area, unsafety, few souveniers, inadequate convenience facilities, inadequate numbers of

staff, and long timing of services.





