U

a a [~ 1 [ v o
YWemsAuAMUDBASY ANUAATLYDIgNRIADMTIANITENMANHUTUDS

5UIMINT INeav Foaan

Y A ~ A A
e WTIGNT ANWATD
Sayan VIMITFINIWMILUNA (MIAAIA)
dd‘ 4 v aa
2191358915011 919138 A3.25M 9
U
UNANED

) Y} a oo S A = a Y o
ﬂ’]ﬁﬂu@'J’]LL‘]J‘Uﬂﬁﬁ31!“'3@ﬂﬂ33ﬁ\iﬂLW@ﬂﬂE']ﬂ'l']llﬂﬂ!ﬁumﬂﬂ@ﬂﬂT@ﬂﬂTﬁ%ﬂﬂ’]ﬁ

q

@ 4

y_ o = v I3 A A 3
Qﬂﬂ"lﬁllW“L!‘ﬁ‘lJ’f)\i‘ﬁHWﬂ”liﬂ?ﬂulTlfJﬁ"I‘lﬂ!fb’fNﬂTJIﬂﬂnlsb'!,m‘llﬁf]‘]JﬂﬁJL‘]JuLﬂi’fN‘JJﬂaluﬂﬁlﬂ‘U
)

a 7Y Y aa a Aaaa I Y 1 A 9
J3UTINVDYA LLﬁZ’JLﬂ§1$‘ViﬂJ€1J“ﬁIﬂﬂi“ﬁﬁﬂm%ﬁWiimLﬂIﬂﬂﬁﬂ@]‘ﬂclclfllﬂllﬂ AUD DY LIS

QU

] v
S =

[ = Yy 9 [ 1 3 a A =
ARAY ‘ﬁ)’\‘lﬂ'”lﬂJ']ﬁﬂﬁj‘]JWﬁﬂ?iﬁﬂi&lTUlQQTEl,@]ﬂULLUUﬁf’J‘UﬂﬁJﬁ’JuGlWﬂJUL‘]JHLWﬂTTfluN 491g 21-30 1

a a

= [ o [ = v = = 9 d' 1 A
DIFWIVINYNIT / ‘Wuﬂﬁ?ﬂﬁ*ﬁﬁﬁ?ﬁﬂ%ﬂ?ﬁﬁﬂﬂWizﬂﬂﬂﬁiyfy}Wﬁ i?ﬂllﬂﬁlﬁﬂﬁ@m@u 10,001 -

%9

Y v
20,000 U #aulnalFusmseha - aou Taadlugamuessunais 3 Jvullivawaiidenld

U q
9

=Y ) 1% 1 a 1 9 Aa
VIMIFUIATNTI NG A1 UFoea12 M1z nanasveIsuImsazadnaenmsaaas 14usn1s
Y v Y= o
oz Tndihu Tnanmau
=~ a < 1A v o J
Anounuuae U WlANNAARLABNINTTNGNMFUNUTVEIEUIAIT NI Inea1u
= ' o a =) a < [ <
Foaa1d ludIuueeszUMIIANMIUTHITOUYIe Tanudamiuluszaumualennaivag
[ {1 A a < [ ' 1 J
advdosniinundonnuaamuluduauusnuesuaazdiu e srunmsasngudhvine laun
MINNEUIATA IMstuiindoyadIuaIv0IgnA INeINUFINTIUNWMTRUYDITUIAIG 017
1 dy a Y A a a A Y o a A a Y a A J Y
U MIFoAUAIMIOUIMST MIvodudo mslFiasasan vieusmsautuhnieudoya
' Y ! Y Yo Ly Ao a Y 1w Y
yoasumsao 1 sumsagnanihuue lldnuminaunensuaasen Taunwinaumih
4 4 oA 1 Y 1 o = 1 A A o 1 A o a a
imesazacisosas Idunmiinaudniunianudinguinni med utdunsaz uins

Y 9 a Yy 1 @ o v R Y o A 9 [ ' o
Qﬂ‘ﬂ'l@]f]ulﬂ ATUNTIAANTY llﬂllﬂWUﬂ\ﬂll*ﬂ%ﬂ'lﬂ'liﬂ@ﬂu‘ﬂﬂ VDHNDIN NIDUDTIFYUDINIUUN

v a s 9 Y o T A 1 @ E Y o 9 o o X
ﬂa‘U1]']'31?]i']%'ﬁWi@iJGl'ﬁﬂ'lﬁ’f]‘UL!ﬂﬂ']ULW’f)ﬂ'J']lIﬂi%ﬁ]']\?‘]f@iJ'lﬂsllu mum'ﬁmmﬂumumﬁwa



y A ' o A v o & X o 4 '
HAZMIADUAUDIADATIFD IAUNNIFUINTIZIUANTUN TS UM Tunui tieniunou

Y Y =\ Y A Y (] [l
anas aumsiszarawamsvie Tdunmanusumsezlissuoududouldunu mu nsds
o 1 a a o v o
SMS M5 InsusaveamingIu ¥5e n1saedoyanie Email nazdumsaanimvestfaunusny
[ a [ o o I a a 1 y
gna1 Taunminniesuimsezlinaadual ¥9991520 150 VINITNABAINNINEUIAS

Y

o ~ Y 1 FY o
daszon I3 dunnuluguzgndraudiAgvessuins



Independent Study Title Opinion of Customers Towards Customer Relationship

Management of Krung Thai Bank Public Company Limited,

Chiang Dao Branch
Author Mr. Teerayoot  Saisiti
Degree Master of Business Administration (Marketing)
Advisor Lecturer Dr. Warat Winit
ABSTRACT

The purpose of this independent study was to study opinion of customers towards
customer relationship management of Krung Thai Bank Public Company Limited, Chiang Dao
Branch. The questionnaire was used to collect data, and descriptive statistics as frequency,
percentage and mean were used to analyze the data. The study revealed that the respondents were
women, age between 21 — 30 years, educated at bachelor degree level with a salary between 10,001
to 20,000 Baht, and were employed by the government or state enterprises. Most of the respondents
chose the service of Krung Thai Bank Public Company Limited, Chiang Dao Branch regarding
deposit-withdrawal for more than 3 years. The reasons for choosing Krung Thai Bank Public
Company Limited, Chiang Dao Branch was because of the location that was convenient and located
near home and workplace.

The respondents’ opinions toward customer relationship service of Krung Thai Bank
Public Company Limited, Chiang Dao Branch regarding sales force automation was in agree level.
The first sub-factors from the opinion’s average in each factors were as followed: In the opportunity
factor was the bank had personal record of customers regarding financial transaction such as
purchasing product or service, asking for loans, using credit cards or deposit the money; In lead

management factor was the counter staff who would forward the issue to supervisor in order to the



customers later on; In the tracking factor was the staff who would record any questions of the
costumers in order to analyze and answer the costumers clearly; In the order fulfillment was dealing
with orders from the costumers immediately once the costumers accepted the agreement; In the sale
processes factor was sending the remote system to customers such as SMS alert, calling, or sending
information through E-mail; In the follow-up opportunity factor was giving products, souvenirs, or

special services to all important customers.



