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Abstract

The objective of this research is to study the relationship between service
quality and customer satisfaction of Bangkok Bank Branch, Ubonratchathanee
province. The researcher developed 32 items of a questionnaire form
academician’s theories and concepts before collected 311 respondents of the
volunteered bank’s customers. The statistical analysis are percentage, frequency,
standard deviation, variance analysis and coefficient correlation. The research
results show that the mean difference of service quality contributed differently and
significantly to personal factors such as age, education and occupation at F =
20.25. (Sig. 000), F = 4.49 (Sig. 004) and F = 4.18 (Sig. 000), respectively. However,
service quality related significantly at high level and same direction, r= .72 (Sig .01).
However, the research results also contributed that the elements of service quality
in terms of tangible, assurance, responsibility, related significantly to customer
satisfaction at r= .69, .67, .58 and .48 respectively.

Keyword: Service Quality, Customer Satisfaction
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AuTanalavedgnen (Customer Satisfaction) LagANAINUINIT (Service
Quality) ﬁmamwuiuL%aﬁumwﬁfﬂqmu%miﬁéfaawugmfﬁ (Frontline Employee
Service) leniinauliaulavielizuiinveu gnAnfaglinela (Dissatisfied) ing1zgnén
Lailé5uu3nismail aends (Expectation) nsiuinaninu3nisvesgndn (Customer’s
Perception of Service Quality) i ungyuadidgyAviiliiAnaufianelavesgni
(Customer Satisfaction) uena1n# Qin et al (2010) a5u"871 Asfid1AyAignuesnis
UINsgnende feaad1laniumaniswesgnai (Customer’s Service Expectation) 115
THu3msmuiignirmemiainagléisu agiliigsiaussauaudisamileguaamianisdn
aztu fusznounisviedliuinisazfesiinagnsduquaimuininduddyuie
AudISIUazegTenvedgIna tndvinsaneauline1e1uesuIeesAUTENOUTIANAIN
U3N13 (Service quality construct) LﬁaLflum%aﬁamqmmam%‘lumia%ﬂmmmmsm
lun1sudedu (Competitiveness) wazqndanuiegsannfeninuiianelavesgnen
(Customer Satisfaction)

fadu Seflarmduiusseminsauamuimatazauiionelavesgnd wuiAnves
AnAN (value) YasnannUIMsTisisonnufianelavesgnii Hau-siu (2007) Falswenes
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TusnsimiloniguisiudaesiliiAanarlsreasdng azdu ms3ud (Perceived) 109
anénluiseseasnan (Price) Annw (Quality) wazAmidn (value) 3esiniinnsyiiaue
Usenauluiedu egrslsimunisiuinudivesgnitazsiduidmunegariieveinis
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U3291n5 (Population) #11884gnA19095UIAITATUNN 911R @19139nin
guasvsndl Faluiduuiiuviuey esanaaunsaivesmsunsszuinvedlsa Covid-19
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YUIAFI9E19 (Sample Size) 1losaniidruaudszansluuvuey §ideTeivun
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3.3 AATMUTEUTIEUANAIAUYRIA1RAEANNINUINSUAE AN TINEL
vo3gnAn {I3eldadfinaaeuAaie ttest, F-test waz MANOVA wazfnwiaauduius
FEMINAUNMUINSHazANianelavesgndn fIdeldatimiaseidulseAnsanduius

NaN1578

PNNIANY AUNINUINTUAEANUTINElAVDIGNAITUIANTANUITUIATTNTANN
Jriin favdnguasivsil asuralulssinusiely

1. dnwazgnisunmsngamidumandsiosay 65.3 fo1gszming 18-35 Yee
a 45.7 udfinsenuaninsesuliaynnisesas 51.1 snidsznavendmdununsns
Yovar 27.7 sesasuUszneverdnduiisvnisiosay 20.6 dufiusenouenTwdnned
Wesderay 18.3 UeNINNTULEITINUT Qﬂéﬁﬁmmaﬁﬁawlﬁ&ialﬁauiwdw 10,000-
20,000 U¥euay 46.6 uenaNIudNaIToSmuBnIn anAsuIATeRNdwdenlyUINg
9IN5UIANTANNSUAULINUTENB UMY USNSHINRuspeay 30.9 sesasunduuinig ATM
Spuay 25.7 uavsunuanuuuinis Internet Banking Seway 16.40
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ngamw @ ludminguasnvsill Ussinneinkdu ATM uag Internet Banking lagtane
Anuduiudsenitagniivnefunisienysening 36-50 T ( (50.9%) Afseldiesndn
20,000 U (42.6%) fowiteu uazdnintuiusuiansiifesas 44.4

2. AuamUINsAivesAUsEneulissduLInauAadY 4.07 (SD. 58) Inglaniz
seduA1ader0d0dlsznoy n1sdudesldfid1adogefs 4.27 (SD. 61) Wafufy
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Wiusensunsginsuenseldulduing fuanufimeladeusmsnamaiilusuinis
pendull Inefldnadesinminfu 559 (SD. 1.27) vauzdinaufionelasieusnisiouen
unndmsildvenseidniies nanadeiidneidoanuiianelavianunwinfu 5.59 (SD.
1.26) vugfinsuendelvuldusnisnnsuiansiidniade 5.58 (SD. 1.32)

3. qunmuinisiinnnussfuresdadeduunnudnvuzgniidiueny (F =
20.25. Sig. 000) sgAUNSANEN (F = 4..49, Sig. 004) N13UsENBUBNTN (F = 4.18, Sig. 000)
sldirewiou (F = 5.55, Sig. 000) wazu3nsfidentd (F = 14.74, Sig. 000) vaszfinauiia
wolaveagnindianusiisiuvesaedsduunmudnuazgnAdueng (F = 13.08, Sig.



540 | Journal of MCU Ubon Review,Vol.7 No.3 (September-December 2022)

000) N15UsznaUa@n (F = 3.62, Sie. 000) wazuin1sidanld (F= 8.97, Sie. 000) 1Huly
PINANAFIY Hy AN IMALEnTneasil

Service type*Customer Satisfaction
Service type *Service Quality
Incomes *Service Quality
Career*Customer Satisfaction
Career *Service Quality
Edu*Service Quality
Age*Customer Satisfaction

Age*Service Quality

mSig mF

20.25

MwusEnaui 1 AnuinsiuvesdadenumuInMsivanuianelavesgn

wazdanudnin dnwargninsuiaseoudu avilnslnsduunaiunguey nns
Usgnauandn wazu3n1ssuinsild anunsaesuieanuwlsunusuiuldegnaditedfay
MsadATisEAU 05 denaAmUINsTiAN F = 3.86 (Sig. 010) uazfimudululdnnisies
ag 81.9 flazildvinaien R? .85 vauzifeiuiiiianinadenufianelavosgnini R? .77
PNNsesUIEALsUTINSIAULETAN F = 4.54 (Sig. 004) fiszsuanudululdtosay
88.2 sumafuansinsansi

713199 1 AuuUsUTIWTIAUYRNinYranAISUIANT (n =311)

Independent Dependent F Sig. OP R’
Age*Career* Bank service | Service Quality 3.86 .010* | 81.9% .85
Customer satisfaction 4.54 .004* | 88.2% a7

*P Value .05

4. annusnsiuanuisnelavesgnamdauduiusiuluiienafieddiusedu
WA 1 = .72 egrsdidudrAynisadanszau 01 Wulumuanuisiu H, lnediussduszneu
nsTuRedladinuduiusuinninesdusznoudu Tnefien r = .69 sesasmnduanuduius
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o 9 & v v o« U a = &
Y8IN155U509 (r = .67) daunduaiuduiusvesninuiuiinveu (r = .58) Yazinuii
aniulafinnuduiusiesfgauingu r .48 aumsieiuanadneaatl

M13199 2 ANUFTUSIENINAMAINUSMSTUAMUTtnalavesgnm

Variables Customer Satisfaction Interpret
Tangible 69** Moderate
Reliability 57 Moderate
Assurance H7%* Moderate
Responsibility 58** Moderate
Empathy A48** Moderate
Financial Aspect 53** Moderate
Service Quality 2% Very

** P Value .01
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