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ABSTRACT

This independent study aimed at examining levels of importance and customer
satisfaction towards service marketing mix of deposit services of Kasikorn Bank Public Company
Limited, Si Don Chai Road branch. Questionnaires were distributed to 300 samples. These
samples were equally divided into 3 groups with 100 samples each, in according to types of
deposit accounts that they carried: Current Account, Saving Account, and Fixed Account. The
findings showed that the majority was female in age of 31-40 years old, holding Bachelor’s
degree, working as merchandiser/business owner and earning monthly income at over than 50,000
baht in average. Regarding the number of accounts that they applied with the Kasikorn Bank
Public Limited, most of them had 1 and 2 accounts, respectively and one of them was the saving
account. The majority used K-ATM and the main account was registered at Si Don Chai Road
branch. Reason of using services at Kasikorn Bank Public Limited, Si Don Chai Road branch was
referred to the convenient location to access. Most of them had been the customer of Kasikorn
Bank Public Company Limited, Si Don Chai Road branch for more than 10 years with the
frequency in taking the deposit services at once in a month.

Regarding the IPA analysis, most sub-marketing mix factors were found in
Quadrant B, which denoted the service attributes that were important to customers and they were
satisfied with them. However, some sub-factors mentioning about the safety at the bank office,

the sufficient number of in serviced staff, the safety of the parking area, the good attention of



security guards in regard to safety, the service hours and the availability to contact with the bank
via phone, were found in Quadrant A, which the improvements were required for its sub-factors.
This quadrant denoted the service attributes that were very important to the customers but without
adequate reaction, which later on caused them dissatisfaction.

Hereafter were shown sub-factors found in Quadrant C, which denoted the
service attributes that were not important to customer with low priority to be improved: the
adequate souvenir or premium products to be distributed to customers, the sufficient electronic
machines such as ATM ADM, and Passbook Update machine, the announcement of actual
interest rate such as step-up interest rate, the brochures of all types of deposit services, the
information board on which the bank interest rate and fee and other news were clearly posted, the
receipt of full and easy-to-understand news in regard to deposit services, the distribution of
souvenirs when applying for new bank account or on special festivals, the offer of higher interest
rate comparing to other banks, the information board or documents that clearly presented the
deposit interest rates, the balance alert service via SMS and internet when the certain account had
a movement, the debit card fees such as 100 baht for entrance fee/new card issuance fee and 200
baht for annual fee, the change of interest rate in according to market situation, the direct debit
service to pay for utility charges such as water supply, electricity, and telephone, the onsite visits
to inform and promote the bank services to customers at their communities, and the participation
in community activities.

Hereafter were shown sub-factors found in Quadrant D, which denoted the
service attributes that were over important to the customers but less important to the process of
decision making: the possibility to use deposit account as the pledge for credit request or the
certificated document and the balance alert service via SMS and internet when the certain account

had a movement.



