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ABSTRACT

This independent study aimed at investigating opinions of customers in Bangkok
towards the image of ‘convenience bank’ of Krungthai Bank Public Company Limited. Samples
of this study were specified to 360 customers in Bangkok who took services at Krungthai Bank
Public Company Limited. Questionnaires were used as the tool to collect data and data analysis
was conducted by the use of descriptive statistics, consisting of frequency, percentage and mean.

The findings presented that most customers were female in the age of 31-40 years
old and with Bachelor’s degree as the highest education level. They worked as government
officials/state entrepreneurs who earned average monthly income at 10,001-20,000 baht and had
been the customer of the studied bank for over than 10 years. 64.4 percent of customers revealed
that their main reason in taking services from the Krungthai Bank Public Company Limited was
to receive monthly income which the employers transferred via the account of the studied bank.

The results of the study on the use of banking services of those customers were
show hereafter. In terms of branch type, they ranked the level of familiarity at “recognized” and
“used to take service” for the full service branch (which was open on Monday — Friday) and the
sub-branch in department store/sub-branch which was open daily. In terms of service type, their
level of familiarity was ranked at “familiar” and “regular took service”, especially for the
deposit/withdraw/transfer service. In terms of service channel, their level of familiarity was

ranked at “familiar” and “regular took service”, especially via ATM channel.



The results of the study on opinions on the image of ‘convenience bank’ of
Krungthai Bank Public Company Limited presented that the customers ranked their preference to
factors namely process, place, people, promotion and product and service, in orderly.

For product and service factor, the customers ranked their preference at “rather
preferred” level to the variety of products and services being offered via ATM (including bill
payments for utilities, loaning expense, cell phone’s top-up, and etc.), the variety of products and
services being offered for deposit service and the proper advices on financial matter or investment
which was fit with customer’s need, respectively.

For process factor, the customers ranked their preference at “rather preferred” level
to the use of modern technology to serve customers, the accurate, complete and reliable service
process, and the simple, convenient and rapid service process, respectively.

For people factor, the customers ranked their preference at “rather preferred” level
to the clean, polite and well dressing of staff, the modern uniform which represented the
activeness in serving customers, and the polite speech with hospitality of staff, respectively.

For place factor, the customers ranked their preference at “rather preferred” level to
having modern technology to serve customers such as the automatic machines for
deposit/withdraw/updating passbook, having expansive branch or service points where the
customers could easily and conveniently access, installing those modern machines such as the
automatic machines for deposit/withdraw/updating passbook at the convenient place,
respectively.

For promotion factor, the customers ranked their preference at “rather preferred”
level to providing complete, rapid, and easy to understand information about products and
services to customers, participating in community activities or organizing projects aiming to help
society in a certain occasion, and announcing deposit and loaning interest rates as well as other

fees clearly and simply, respectively.



