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ABSTRACT

This research aims to examine customers’ service use behavior and their satisfaction
levels towards the service of Siam Commercial Bank PCL.; compare the customers’ satisfaction
levels towards the service of Siam Commercial Bank PCL, categorized by the their personal factors;
compare the customers’ satisfaction levels towards the service of Siam Commercial Bank PCL,
categorized by their service use behavior; and study the relationship between the customers’
personal factors and their behavior m using the service of Siam Commercial Bank PCL. The sample
group consisted of 400 customers of Siam Commercial Bank PCL in Phranakhon Si Ayutthaya
Province. It was statistically analyzed with percentages, frequencies, t-test, F-test, LSD, chi-square
analysis and correlation. Findings indicated that :

1. The customers had their savings accounts at Siam Commercial Bank PCL due to the
good reputation and reliability of the bank. They di(i not use the service more than three times.
Money depositing was the service mostly used. Their custom period was less thén three years.
The customers preferred to use the service at the bank branches.

2. The customers’ satisfaction towards service quality and good impression of the
service were at the highest level, where as their satisfaction levels towards services provided,
promptness of service, prices, and marketing promotion were high.

3. The difference in the customers’ gender, ages, education backgrounds, and average
monthly incomes resulted in the difference in their satisfaction levels towards the service of Siam
Commercial Bank PCL.

4. The difference in the customers’ choices of deposit accounts, reasons for their use of the
service, frequencies of their use of the service, custom periods, and places that the service was used
resulted in the difference in their satisfaction levels towards the service of Siam Commercial Bank PCL.

5. The customers’ gender, ages, education backgrounds, status, occupations and

average monthly incomes related to their service use behavior.
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