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ABSTRACT

The objectives of this independent study were to study the satisfaction and
problems of owner-operation customers towards credit services of Kasikornbank Public
Company Limited in Mueang District, Chiang Mai Province. The results of this study were
collected by distributing questionnaires to 244 customers as convenience sampling group. The
data was then analyzed by descriptive statistics, i.e., frequency, percentage and mean.

Based upon the study of marketing mix factors, it was found that respondents
rated their satisfaction towards the credit services of Kasikornbank as follows:

In terms of product factor, respondents rated a high level of satisfaction towards
three sub-factors; having various types of credit services, providing international credit services
and setting a proper term of payment.

In terms of price factor, respondents rated a moderate level of satisfaction towards
three sub-factors; having proper interest rate, changing the interest rate according to the market

condition and having proper front-end fees for loans.



In terms of place factor, respondents rated a high level of satisfaction towards
three sub-factors; having branches in department stores and open daily, having a lot of branches
and expanding its branch nationwide and locating the bank in the convenient areas for
transportation.

In terms of promotion factor, respondents rated a moderate level of satisfaction
towards three sub-factors; having brochures introducing each service, having public aids
projects and broadcasting its advertisements through various media such as television and
newspapers.

In terms of people factor, respondents rated a high level of satisfaction towards
three sub-factors regarding the bank employers; being honest and reliable, having good
personality as well as well-dressing and nice communicating and being kind with good human
relation and friendly.

In terms of process factor, respondents rated a high level of satisfaction towards
the sub-factors; using high technology and having reliable credit process.

In terms of physical evidence factor, respondents rated a high level of satisfaction
towards three sub-factors; clear bank logo signs, the good reputation and the good image of the
bank and the large bank’s building.

The highest level of problem found in each marketing mix factor was revealed as
follows: in terms of product factor, the respondents noted that the ratio of credit line to collateral
value was too low. They also complained that in terms of price factor, front-end fee for loans
was too high. In terms of place factor, they mentioned that the services through internet were
complicated and took time. In addition, they noted that in terms of promotion factor, the bank
did not offer any discount on interest rates, fees, or other expenses that might persuade
customers to apply for its credit services. In terms of people factor, they pointed out that the
bank employers did not regularly visit their customers as they should. In terms of process factor,
they noted that the number of employers was not enough for the large numbers of customers.
Finally, in terms of physical evidence factor, they mentioned that the parking lot was not

enough for customers.
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